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ABSTRACT 
Consumers vary tremendously in age, income educational level, 
lifestyles, values and taste. Marketers find it useful to distinguish different 
consumer groups or market segments and to develop products and services 
tailored to their needs. In fact, buyer's purchase decisions are highly influenced 
by their unique set of cultural, social, personal and psychological factors for 
which marketers have to take into account when formulating marketing 
strategies. 
In this study, extensive marketing information are collected for detail 
analysis. They include attitudes, values, and expectations in life of the new 
generation, their lifestyles such leisure activities, shopping habit, media viewing 
habit, reading habit and the market characteristics of durable goods, food and 
beverage and also a number of daily consumer products. 
This large scale and well-rounded research does not only provide the 
most updated and comprehensive information for the marketers, it facilitates our 
understanding of the consumer behaviour of the new generation in Hong Kong. 
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Sales determine profits and consumer actions determine sales. 
Successful marketing decisions by commercial firms, nonprofit organizations 
and regulatory agencies require a sound understanding of consumer behaviour. 
An understanding of consumer behaviour includes observable behaviours 
such as amount purchases, when, with whom, by whom and how purchases 
are consumed It is also non-observable variables such as the consumer's 
values, personal needs, perceptions, what information they have in memory, 
how they obtain and process information and how they evaluate alternatives. 
Figure 1.1 shows the components of studying consumer behaviour in 
constructing marketing strategies. 
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Figure 1.1 
Understanding Consumer Behaviour in Formulating 
Marketing Strategies 
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Source : D.I. Hawkins, R.J. Best & K.A. Coney, Consumer 
Behaviour. 1986 , P. 5 
A knowledge of consumer behaviour provides the basis for many 
marketing strategies such as product positioning, market segmentation, new 
product development, new market applications, global marketing, marketing mix 
decisions and marketing actions and even regulations by nonprofit 
organizations and government agencies. 
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Figure 1.2 summarize the impacts on lifestyle on consumer behaviour. 
Figure 1.2 
How W e Live (Lifestyle) Impacts Our Consumer Behavior 
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Source : D.I. Hawkins, R.J. Best & K.A. Coney, Consumer 
Behaviour. 1986, P. 37 “ 
The Hong Kong consumer market is characterised by quite rapid change 
and diversity. Entering the era of the 1990s, the individual consumer is 
becoming increasingly better educated and informed, more affluent and of older 
average age. In addition to the political change in 1997 the lifestyle, attitudes 
and values are changing accordingly which have an important impact on the 
buying behaviour and consumption pattern. 
People can be classified according to their attitudes, interests and 
opinions and these differences appear to be sufficient to suggest that the 
individual groups could have quite different consumptions habits and buying 
motives. Accordingly it would be unwise to expect a single market strategy to 
appeal to the entire Hong Kong market. Rather, it is necessary to make some 
targeting decisions for the very outset. 
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At the centre of the consumer behaviour model is consumer lifestyle. 
Quite simply, your lifestyle is how your live. It is the products you buy, how you 
use them and what you think about them. Lifestyle can also be defined as a 
mode of living that is identified by how people spend their time (activities), what 
they consider important in their environment (interests), and what they think of 
themselves and the world around them (opinions)i. 
There are a number of factors which influence consumer lifestyle, the 
basic factors are : marketing activities, culture, values, demographics, social 
status, reference groups, households, personality, motives, perception and 
learning. Information processing activities link the influences to the consumer 
and enable them to determine their desired lifestyle. Because of lifestyles and 
indirectly all those factors that influence lifestyle, consumers establish certain 
attitudes toward consumption of products in various situations. The 
combination of a particular lifestyles, attitudes, situational influences activates 
the consumer's decision process. 
Id.I. Hawkins, R.J. Best & K.A. Coney, Consumer Behaviour, 
third edition, 1986. 
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In this study, we are aimed at determining the consumption pattern and 
buying behaviour with reference to the lifestyle, attitudes, values and 
demographic characteristics of the new generation in Hong Kong. 
This research is a well-rounded collection of extensive marketing 
information. Most updated media programmes and product lines etc. are used 
to facilitate the usefulness of this report. A detail data analysis and 
recommendation will be given. 
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CHAPTER II 
STATEMENT OF OBJECTIVES 
One of the difficulties of doing business in Hong Kong is that much of the 
information that the executive needs to know about the Hong Kong consumer 
is either: 
- not available publically 
- considerably out of date, or 
- so scattered in sources that it takes considerable time and effort 
to obtain 
Accordingly, we are conducting this research project to collect as much 
as possible of the information necessary to planning marketing strategies for the 
consumer market into a compact, quick reference, document for the use by the 
executives. 
2.1 Decision-Making Objectives 
- To identify and evaluate the opportunities that might exist for his product 
or service and to decide whether these are sufficient to justify a more 
detailed investigation. 
- To provide the basis for market segmentation 
7 
2.2 Research Objectives 
- To describe the attitudes of the new generation of Hong Kong. 
- To describe the values of the new generation. 
- To identify the expectations in life of the new generation. 
- To describe the leisure activities of the new generation with reference to 
the demographic factors, attitudes and values. 
- To determine the shopping habit of the new generation with reference to 
the demographic factors. 
- To describe the media habit and audience profile as influence by 
demographic factors. 
- To describe the reading habit as influenced by demographic factors. 
- To determine the existing market penetration of different products. 
- To determine the leading brands and their total market share, thereby 
giving a picture of the market's structure. 





3.1 Research Design 
A descriptive research design was used to find out information which 
described the Hong Kong new generation's lifestyles and values characteristics 
in the form of personality traits, activities, interests, and living habits. 
3.2 Data Collection Method 
Self-administered questionnaire was used in the survey to obtain the 
desired primary data from respondents. The questionnaire was personally 
delivered to the qualified respondent by research assistants who would also 
collect the finished questionnaire after some time. 
The reasons for using this method are : 
(1) Avoid the bias caused by interviewer-interviewee interaction 
The respondents' perceptions of the background and behaviour 
characteristics of the interviewers are likely to affect the answers he or 
she provides. Self-administered questionnaire allows the respondent to 
work on his/her own. This permits the control of the interviewer-
interviewee interaction bias. Moreover, the respondents can feel free to 
answer sensitive or socially embarrassing questionnaire. 
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(2) Allow the respondents to produce better thought out response 
With a self-administered questionnaire, the respondents are able 
to work at their own pace. This allows them to formulate the questions 
more carefully and give their thought out responses. 
(3) Better sample control through personal delivery and collection of 
questionnaire 
Since the questionnaire were delivered to the respondents by 
research assistants, it allowed better control over who was sampled. 
Those who had received the questionnaires could be recorded. The 
completed questionnaires were picked up by the research assistants. 
Thus, follow up was possible to secure co-operation from respondents. 
Moreover, a souvenir was given to the respondent upon receipt of the 
finished questionnaire, this provided an incentive for the respondent to 
co-operate. 
(4) Cost saving 
Since lengthy information has to be extracted from each 
respondent, it seems that only persona interview and self-administered 
questionnaire are the appropriate methods. But as far as costs are 
concerned, self-administered questionnaire is relatively cheaper than 
personal interview. 
3.3. The Questionnaire 
Basically, the questionnaire was based on the original English version 
which had been used in similar surveys in the other countries. Modification had 
been made to make it suitable for Hong Kong situation. 
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A structured and undisguised questionnaire was used in the survey to 
collect factual information of respondents' lifestyles and values. The purpose 
and the sponsor of the survey were revealed to the respondents. The 
identification would help to increase the response rate because the respondents 
would feel that the study was certainly beneficial to the society. 
The respondents were requested to answer a series of fixed alternative 
questions. Standardization questions were used so that all of them were 
presented with exactly the same wording. This was done to ensure all 
respondents were replying to the same question. 
Data collected by means of this type of questionnaire has the advantage 
of being relatively easy to record, tabulate and analyze. The strong 
standardization in this approach also tends to provide reliable survey results. 
The fixed alternative questionnaire is reliable because the frame of reference is 
often obvious from the alternatives. The respondents should have little difficulty 
in replying. Their responses should be reliable in that if they were asked the 
questions again, they would response in similar fashion. 
The questionnaire was divided into eleven sections. 
(1) Section I was about the respondents' attitudes towards life. Respondents 
were asked to indicate their degree of agreement or disagreement with 
each of a series of 49 statements. A "six-point" scale was used, starting 
from strongly disagree, disagree, quite disagree, quite agree, agree, 
strongly agree. Scores of 1 to 6 were assigned to them respectively. 
(2) Section II concerned about the values of respondents. The respondents 
were asked to choose the statements that they feel is the most important. 
(3) Section III concerned about the level of satisfaction or dissatisfaction with 
some aspects in life such as money, friends, love etc. Respondents were 
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asked to indicate their degree of satisfaction or dissatisfaction with each 
of the items. A "six-point" scale was used, starting from very dissatisfied, 
dissatisfied, somewhat dissatisfied, somewhat satisfied, satisfied, very 
satisfied. Scores of 1 to 6 were assigned to them respectively. 
(4) Section IV was about the hopes and wishes of respondents. 
(5) Section V was about the leisure time activities of the respondents who 
were asked to indicate their extent of participation in each kind of 51 
activities e.g. aerobics, watch TV, go to lounge, etc. An itemized rating 
scale of 4 which indicate different frequency of participation were 
provided. Point 1 represented not interested at all, point 2 represented 
would like but have not done yet, point 3 represented sometimes and 
point 4 represented often. 
(6) Section VI concerned about the shopping and eating habits of the 
respondents. Lists of departmental stores, fast food outlets, speciality 
stores, shopping centres ,grocery stores and types of eating outlets 
were provided to respondents who were asked how frequent they visited 
these places. This section used a "four-point" itemized scale, starting 
from point 1 represented never, point 2 represented would like but have 
not done yet, point 3 represented sometimes and point 4 represented 
often. 
(7) Section VII concerned about the respondents' living habits. The 
respondents were asked in three questions to indicate their consumption 
frequency of different types of foods, their dining frequency in different 
types of restaurants and their frequency to use different modes of 
transportation. The respondents had to select from a "four-point" scale 
which is similar in Section VI. 
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(8) Section VIII concerned about the television viewing habits of the 
respondents. They were asked to indicate their watching frequency of 
some programmes in the four TV channels in Hong Kong (TVB Jade, 
TVB Pearl, ATV Local and ATV World). "Three-point" scale was used, 
starting from point 1 represented never watch at all, point 2 represented 
sometimes, point 3 represented often. 
(9) Section IX was about the respondents' radio listening and reading 
interest. They were asked to indicate their most favourite newspaper, 
magazines and radio programs. 
(10) Section X concerned about the respondents' preference of some brands. 
They were asked to indicate their favourite brandnames in each kind of 
the following products : calculator, motorcycle, camera, watches, hi-fi 
stereo set, personal computer, automobile. TV set, food and beverage, 
daily necessities, sport shoe, jean, computer diskette, cosmetic and skin 
care product. 
(11) Section XI was about the demographic data of respondents. 
Two sets of questionnaires one in English and one in Chinese are 
enclosed in Appendix 1 and 2 respectively. 
3.4 Sampling Method 
The survey was conducted among Hong Kong people aged between 16 
-40 who were asked by questions to reflect their values and life styles. 
Owing to limited time and budget and for ease of administration, 
convenience / accidental sampling which is the least expensive and least time-
consuming of all sampling techniques, was used. Researchers of different 
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background were recruited. They were asked to seek respondents through two 
main channels: first at offices and factories and second at residential areas. 
This is a non-probability sampling method and thus precludes the 
assessment of "sampling errors". All participants are volunteers and are 
selected just because they are convenient. 
3.5 Sampling Frame 
The technique of convenience sampling was used. All respondents enter 
the research by "accidents". A researcher merely samples those study objects 
that are readily accessible with a minimum amount of effort. There is, therefore, 
no explicit sampling frame for the research. 
3.6 The Fieldwork 
The fieldwork began in July 1989. Calls were made to offices and 
factories to ask for cooperation and followed by the distribution of 
questionnaires. To cover the non-working portion of the target population, 
door-to-door interviews were conducted by the researchers at various 
residential areas. Assistance was also sought from friends and relatives for 
more effective and efficient distribution of large amount of questionnaires. More 
than 2,000 questionnaires were distributed and 1,756 were collected by the end 
of September 1989. 
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3.7 Method of Analysis 
The data collected from the questionnaires was pre-coded before input 
into the computer system. Software package, SPSS (Statistical Package for the 
Social Sciences) was used to perform frequency analysis, chi-square test and 
analysis of variance to test the following null hypotheses. For all analysis, the null 
hypotheses would be tested at significance level (o^) = 0.05. 
Section I : 
HQ : Mean score of each attitude statement is independent of the 
respondent's sex, age, education level, martial status and income 
respectively. 
Section II : 
HQ : The choice of "the most important" is independent of the respondent's 
sex, age, education level, marital status and income respectively. 
Section ill : 
HQ : The mean scores of the degree of satisfaction is independent of the 
respondent's sex, age, education level martial status and income 
respectively. 
Section IV : 
1. Top three wishes 
HQ : The choice of the top three wishes is independent of the respondent's 
sex, age, education, martial status and income respectively. 
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2. The moment of happiness 
HQ : The choice of the happiest moment is independent of the respondent's 
sex, age, education, martial status and income respectively. 
3. The most desired type of company 
HQ : The choice of the most desired type of company is independent of the 
respondent's sex, age, education, martial status and income respectively. 
Section V : 
HQ : The frequency of participating in each activity is independent of the 
respondent's sex, age, education level martial status and income. 
Section VI : 
HQ : The frequency of going to each department store is independent of the 
respondents sex, age, martial status and income respectively. 
Hq : The frequency of going to each specialty store is independent of the 
respondent's sex, age and income respectively. 
HQ : The frequency of going to each fast food outlet is independent of the 
respondent's sex, age, education level and income respectively. 
HQ : The frequency of going to each shopping centre is independent of the 
respondent's sex, age and income respectively. 
HQ : The frequency of going to each grocery store is independent of the 
respondent's sex, age and income respectively. 
HQ : The frequency of eating at different types of eating outlets is independent 
of the respondent's sex, age and income respectively. 
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Section VII 
HQ : The frequency of consuming each type of food is independent of the 
respondent's sex, age, education level and income respectively. 
HQ : The frequency of going to each type of restaurants is independent of 
respondent's sex, age, education level and income respectively. 
Hq : The frequency of using each mode of transportation is independent of 
the respondent's sex, age, education level and income respectively. 
Section VIII : 
Hq : The mean score of watching each television program is independent of 
the respondent's sex, age, education level, martial status and income 
respectively. 
Section IX : 
HQ : The frequency of reading each newspaper is independent of the 
respondent's sex, age, education level, martial status and income 
respectively. 
Hq : The frequency of listening each radio program is independent of the 
respondent's sex, age, education level martial status and income 
respectively. 
HQ : The frequency of reading each magazine is independent of the 




1. Durable Products 
Hq : Possession of the durable product is independent of the respondent's 
sex, age, educational level, marital status and income respectively. 
HQ : Mean score of each attitude statement is independent of the 
respondent's possession of the top three brands in each of the durable 
product category. 
2. Beverages 
Hq : Preference for each type of beverages is independent of the 
respondent's sex, age, education martial status and income respectively. 
3. Daily Products 
HQ : Preference for each daily product is independent of the respondent's sex, 
age, education and income respectively. 
4. Daily Products 
Hq : Preference for each ladies' product is independent of the respondent's 
age, education and income respectively. 
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CHAPTER IV 
DATA ANALYSIS AND FINDINGS 
4.1 Demographic Profile Analysis 
A total number of 1 756 questionnaires was collected in this research. In order 
to have a more valid analysis, only those questionnaires with five valid demographic 
characteristics - sex, age, education, marital status and income are regarded as useful. 
After such selection, valid cases for analysis are 1,533. 
Two grouping are made regarding the demographic details. Firstly, age is 
grouped into five age groups. They are ‘15 to 19’ ‘20 to 24, ‘25 to 29’ ‘30 to 34’ and 
'35 to 40'. Secondly, eight education levels are regrouped into five including ‘Primary 
and below', ‘Secondary/Technical Institution 'College/Polytechnic', 'University' and 
'Postgraduate'. 
Demographic Characteristics And Personal Particulars 
Of The Respondents Are As The Following : 
1. Of the total number of 1 533 valid cases, male accounts for 44.4 per cent while 
female accounts for 55.6 per cent (figure 4.1.1). 
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2. Largest percentage of respondents falls into the age group of 20 to 24 (35.2%). 
28 per cent of respondents are between 25 to 29 14.4 per cent are between 
15 to 19. Whereas aged 30 to 40 represents 22.5 per cent (figure 4.1.2). 
3. Sixty-six per cent of the respondents are single, 22 per cent are married and 
having children 10.4 per cent are married and having no children and only 2 
per cent are divorced (figure 4.1.3). Proportion of respondents by age and sex 
are in figure 4.1.4. Largest proportion of divorced people are strangely found 
in 15 to 19 age group (figure 4.1.5). 
4. Over 55 per cent of respondents are having income from $3,000 to $8,999 
(figure 4.1.6). Male has higher income than female in all income groups except 
in the lowest income group $4,999 and below and also $9,000 to $10,999 (figure 
4.1.7). 
5. Over half of them are living in the private housing (51%) and 35.4 per cent live 
in public housing estates (figure 4.1.8). Private housing remains the most 
popular types of housing in all income groups except income between $3,000 
to $6,999 where public housing ranks first. Although there is no increasing 
trend between income and percentage of respondents living in private housing 
or bungalow, highest percentage of respondents living in these two types of 
housing are found in the highest income group, $15,000 and above (figure 
4.1.9). On the other hand, due to the Government Ten-Year Housing Scheme, 
only less than 1 per cent of the respondents lives in squatters area. 
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6. Religion belief is not common either for the respondents or their parents. 
Nevertheless, the most common religion found in the respondents' parents 
are buddhism (31.7%) (figure 4.1.10) whereas highest percentage of the 
respondents are christians (18.0%) (figure 4.1.11). On the other hand, greater 
proportion of female has religion (figure 4.1.12). 
7. With respect to education, majority of the respondents are having secondary or 
technical institution background (42.1%) and 28 per cent are having university 
or postgraduate education (figure 4.1.13). This percentage is higher than that 
of the general public and might be the result of sample bias (Chapter VI). 
Relatively speaking, more male have university or postgraduate education levels 
than that of female respondents (figure 4.1.14). 
8. Among all the respondents, 22.9 per cent are full time students, 2.7 per cent are 
housewives, 1 per cent are unemployed and 73.4 per cent are being employed 
(figure 4.1.16). Majority of them worked for the multinational companies 
(30.8%), 19.6 per cent worked for local companies, 6.8 per cent and 5.9 per 
cent worked for public utilities and government respectively (figure 4.1.17). 
9. The classification of job position and job nature in this research are according 
to that of the Government Census (1986 By-census). Large number of 
respondents do not specify their job position or job nature. Some of the 
missing value are the result of not applicable for housewives, full time students 
or those unemployed respondents. For those who have specified job position, 
majority comes from clerical and related workers (24%), 10.7 per cent are 
administrative and supervisory, and 8.3% are managerial position (figure 4.1.18). 
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Male dominates the position of professional and technical administrative and 
supervisory, managerial whereas higher percentage of female are clerical and 
related workers (figure 4.1.20). 
10. According to job nature, those related to community, social and personal 
services accounts for 7 per cent, 6.5 per cent of respondents related to finance, 
insurance and real estate and wholesale and retail, import and export trade 
accounts for 6.4 per cent (figure 4.1.19). As many of the respondents do not 
specify their job nature, distinct difference between male and female are not 
found (figure 4.1.21). 
11. Seventy-one per cent of respondents have owned insurance policy (figure 
4.1.22). The most popular insurance company is AIA in which 12 per cent of 
respondents have bought insurance from it. Manual Life (7.9%) ranks second 
and National Mutual ranks third (7%) (figure 4.1.23). 
12. Higher proportion of male (37%) have purchased insurance when compare to 
that of female (22.8%) (figure 4.1.24). Percentage of buying insurance increases 
when age or income increase respectively (figure 4.1.26). Although no 
increasing trend for education and insurance purchased is found, greatest 
percentage of respondents having postgraduate education have bought 
insurance (figure 4.1.27). Moreover, higher percentage of married respondents 
(40%) have purchased insurance than those of single (24.6%) or divorced 




PERCENTAGE OF RESPONDENTS 
BY BUYING INSURANCE OR NOT 
FIGURE 4.1.23 
PERCENTAGE OF RESPONDENTS 
INSURANCE COMPANY 
100.D -] 
9 0 . 0 -
8 0 . 0 -
7 0 . 0 -
BD.Q -
CD < 
t-Z 50 • -
LU u O z 
LU 
4 0 . 0 -
3 0 . 0 -
2 0 . • -
1 . 
0.0 N I IV I … K 
AL A MANUAL L_ I FE NAT I NAL_ MUTLWL PRUDENTIAL OTHERS 
34 
FIGURE 4.1.1 
PERCENTAGE OF RESPONDENTS SEX 
SEX AND INSURANCE PURCHASE 
MALE FEMALE 
[XD ^ NO 
FIGURE 4.1.25 
PERCENTAGE OF RESPONDENTS 
SEX AND I N S L M N C E COMPANY 
16.0 - p 
15 
I : 
i i L i 
A I A MANUAL IFE NATIONAL MUTUAL PRUDENTIAL OTHERS 
INSURANCE COMPANIES 
R \ ~ 1 MALE FEMALE 
35 
FIGURE 4.1.1 
PERCENTAGE OF RESPONDENTS SEX 
AGE AND INSURANCE PURCHASE 
• 
I r ^ r ^ r i 
1 5 - 1 9 2 0 - 2 4 2 5 - 2 9 3 D - 3 4 3 5 - 4 0 
[ X • ES ^ NO 
FIGURE 4.1.27 
PERCENTAGE OF RESPONDENTS 
BY EDUCATION BY BUYING INSURANCE OR NOT 
• 
PRIKV^R AND BEUSECONDARY/TCDLLEGE/POLYTECHNIONIVERSITT POSTGRADUATE 
[XD ^ NO 
36 
FIGURE 4.1.28 
OWNERSHIP OF INSURANCE POLICY 
BY INCOME 
70 - | 
6D - f ^ ^ 
1 2 3 4 5 6 7 8 
INCOME GROUPS 
FIGURE 4.1.29 
OWNERSHIP OF INSURANCE POLICY 
B MARITAL STATUS 
SINGLE MARRIED W/0 CHILDFWWRRI ED W CHILDREN DIVORCED 
MARITAL STATUS 
37 
13. The top five ranking of job position which have bought insurance are managerial 
(68.5%), service workers (55.6%), sales workers (51.7%), broker/investment 
(45.5%) and professional (45.2%) (figure 4.1.30). Whereas ranking for job 
nature are restaurant, hotel, entertainment (54.3%), whole and retail, export and 
import (50.0%), construction (50.0%), finance insurance real estate (43.8%) and 
community, social, personal services (37.1%) (figure 4.1.31). 
14. Over half of the respondents (52%) have owned credit card (figure 4.1.32). 
About 40 per cent of them own Visacard whereas 17 per cent own American 
Express Card (figure 4.1.33). 
15. Higher percentage of male (59%) owns credit card than that of female (46.4%) 
(figure 4.1.34). crease in education or income tends to increase the chance 
of having credit card (figure 4.1.36 4.1.37, 4.1.38 and figure 4.1.39). For 
individual types of credit card, percentage of having Diners Club increases when 
education increases. Percentage of having Visa increase when income 
increases. Whereas percentage of having /America Express increases when 
education, income or age increase respectively. Nevertheless, Visa still 
dominates the markets regardless the difference in education levels or age 
(figure 4.1.41). Highest percentage of having credit card is found in aged 25 to 
34 (figure 4.1.40). 
16. Hong Kong Bank is the leading bank with about 72 per cent respondents having 
an account in it. Hang Seng Bank (39.1%) ranks second and Standard 
Chartered ranks third (29.4%) (figure 4.1.41). 
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17. Hong Kong Bank dominates the market regardless the difference in age, 
education or income. Percentage of respondents having accounts in Citi Bank 
increases when age or income increase respectively. On the contrary, 
percentage of respondents having accounts in Standard Chartered Bank 
decreases when age increases (figure 4.1.43). 
18. In addition, Hong Kong Bank is the leading bank for respondents work for 
different types of company. For those work in China based companies, 
relatively high percentage of them do have accounts in Bank of China or other 
Chinese Banks (figure 4.1.45). 
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4.2 Findings From Section I 
Using the chi-square and ANOVA analysis, it is found that the response 
to all questions are dependent of the demographic characteristics of the 
respondent except statements or tables marked with an asterisk in the tables 
attached for reference in the section of appendix. 
Majority of the respondents agree with the following statements: (FIGURE 
4.2) 
"I would work smart than work hard." (89.9%) 
"I would like to try new and different things." (85.9%) 
"I want to live every moment of my life." (92.9%) 
"Financial stability is very important to me." (94.1%) 
"I want to get ahead financially." (97.6%) 
"I want to be well read and well informed." (95.8%) 
"A sense of accomplishment is perhaps the most important reward in a job." 
(92.3%) 
"The modern society is forever changing." (97.1%) 
People are well aware that the modern society is fast changing and they 
are ready to accept new things and new ideas. They are also aware of the 
importance of being well educated and well informed. Their motives behind 
may be is to search for stability particularly financial stability. On the other 
hand they treasure having a sense of achievement in their work and would like 



















































































































































































































































































































































































































































































































A large proportion of respondents also agree with the following 
statements that: 
"I believe that filial piety is very much alive in our society." (83.5%) 
"My parents are conservative." (76.6%) 
"I listen to the advice of my elders." (74.1) 
"It's important to feel that I am part of a group." (79.7%) 
"A woman should seek her own career." (93.2%) 
Although our society is renowned for its good mix of eastern and western 
culture, it can be seen that most of the respondents still value highly traditional 
Chines thinking. Family always occupies a dominate position in their lives and 
people are much family and group oriented. However, people seem to hold a 
more open attitude towards women having their own career. 
Most of the respondents disagree with the statements: 
"I don't like to the number "4" in my registration or licence number." (80.8%) 
"I will take whatever it costs to make the ends meet." (88.6%) 
"I am pessimistic about my future." (79%) 
"Relying on geomancy is choosing residence is wise." (71.6%) 
"I often feel like rebelling against social norms." (72.8%) 
Just as mentioned above, the Chinese are still conservative and they 
want to adhere to social norms and are negative towards behaviours that are 
not conformed to these norms. However, it is found that the group of 
respondents are not as superstitious as most people might think of a typical 
Chi ese. 
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Findings from mean scores of attitude statements by sex 
Out of the 49 statements, 21 of them reject the H in the test of 
significance showing that there is significant difference in response made by 
the two different sex groups towards these attitude statements. 
Most agree with: (FIGURE 4.2.1) 
Male: 1. want to get ahead financially. 
2. I want to be well read and well-informed. 
Female: 1. I want to get ahead financially. 
2. A woman should seek her own career. 
Least agree with: 
Male: 1. will take whatever it costs to make the ends meet. 
2. I frequently act on hunches. 
Female: 1. will take whatever it costs to make the ends meet. 
2. I believe religion is an important part of my life. 
Males agree more with the following statements than females. 
"I like stimulation and changes." 
"I would rather work smart than work hard." 
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It is found that males perceived themselves more as confident, 
independent and rational individuals. Their mean scores are higher on 
statements like: 
"I have more self-confidence than most people." 
"I think I am more independent than most people." 
"My greatest achievements are ahead of me." 
Compared with females, males put more emphasis on money and social 
status and their mean scores on the following statements are higher. 
"Money can solve most of the problems in this world." 
"I like to receive attention." 
"My social status is an important part of my life." 
"It's important to feel that I am part of a group." 
On the other hand, females tend to perceived themselves as more 
sentimental and they agree more with the following statements: 
"I frequently act on hunches." 
"My feelings tend to guide my life more than reasoning." 
However, they are more conscious about their money. They put much 
emphasis on their family but a majority of them agree that a woman should 
seek her own career. May be sexual discrimination is still very common in our 
society and females feel that they must equip themselves and have achievement 
in education in order to get ahead in life. All these are revealed by their higher 
scores for the following statements. 
To buy anything (other than a house or car) on credit is unwise." 
"My family is the single most important thing to me." 
"A woman should seek her own career." 
"Achievement in education is important for me to get ahead in ife 
Findings from mean scores of attitude statements by age 
Thirty five statements reject the null hypothesis showing that the 
response to these attitude statements is dependent of the age of the 
respondents. 
Most agree with: (FIGURE 4.2.2) 
15 - 19: 1. I prefer to live a glamorous life. 
2. Achievement in education is important for me to get ahead in 
life. 
20 - 24 1. I want to be well read and well-informed. 
2. I prefer to live a glamorous life. 
25 - 29 1. Financial stability is very important to me. 
2. want to be well read and well-informed 
30 - 34 1. I want to be well read and well-informed. 
2. Financial stability is very important to me. 
35 - 40 1.1 want to be well read and well-informed. 
2. Financial stability is very important to ma 
All age groups agree to a great extent that they "want to be well read 
and well-informed." Whereas the younger groups show their preference "to 
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live a glamorous life", the elder groups emphasize the importance of financial 
stability to them. 
Least agree with: 
15-19 & 20-24 1. I don't like to have number "4" in my registration or 
licence number. 
2. I will take whatever it costs to make the ends meet. 
25 - 29 1 • will take whatever it costs to make the ends meet. 
2. I don't like to have number "4" in my registration or 
licence number. 
30-34 & 35-40 1. will take whatever it costs to make the ends meet. 
2. I am pessimistic about my future. 
All age groups disagree that they "will take whatever it costs to make 
the ends meet. Comparatively speaking, the elder groups feel less pessimistic 
about their future. 
Analysis of the results also reveals certain trends. It is found that the 
eider group perceive themselves as more self-confident than most people. 
They waint to be well read and well-informed and they believe in information 
carried by advertisements more than the young people. However, they are 
more superstitious and agree more that it is wise to rely on geomancy in 
choosing their residence. 
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At the same time, as people grow in age, they prefer stability particularly 
financial stability to excitement. They also perceive themselves as more rational 
than young people do. 
Findings from mean scores of attitude statements by educational level 
Thirty statements reject the null hypothesis implying that the response 
to these attitude statement is dependent of the educational level of the 
respondents. 
Regardless of their educational level respondents agree most with the 
statement "I want to get ahead financially." followed in the second place by 
•The modern society is forever changing." (FIGURE 4.2.3) They are all least 
agree that having more than tow children is good for society with a decreasing 
trend with increased educational standard. There is also a decrease a mean 
score with increase in educational level for the statements "TV is my main form 
of entertainment." and "I listen to the advice of my elders." With the exception 
of the secondary group, the mean score for the statement "I believe that filial 
piety is very much alive in our society." also decreases with educational level. 
On the other hand, except the east educated group, there is an 
increasing trend with educational level for the statement "I often feel like 
rebelling against social norms." The group of postgraduates score exceptionally 
low for the statement "It is wrong to have sex before marriages." when 
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compared with all the other groups. It seems that the more educated the 
respondents, the less conforming they are to the norms and conventions. 
The better educated groups also perceive themselves as more self-
confident and more independent. An increasing trend is observed for 
statements "I have more self-confidence than most people." and "I think I am 
more independent than most people." 
All groups score moderately high for the statement "It's important to feel 
that I am part of a group." and the score increases with educational level. The 
more educated the respondents, the better they understand that human beings 
are group animals. 
Findings from mean scores of attitude statements by marital status 
Twenty of the 49 attitude statements reject H implying that the response 
to these statements is dependent of the marital status of the respondents. 
Regardless of their marital status, respondents most agree that they 
want to live every moment of their life. (FIGURE 4.2.4) This is followed by the 
preference for living a glamorous life. All except the divorced group most 
disagree that they will take whatever it costs to make the ends meet. The 
divorced group is least agree with the statement "I don't like to have number 
"4" in my registration or licence number". 
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The married groups are found to be agree more with the statements 
"Financial stability is very important to me.", "I am very careful about spending 
my money.", "My family is the single most important to me." and "A woman's life 
is fulfilled only if she can provide a happy home for her family." than the single 
and divorced respondents. May be their status make them act more cautiously 
and think more conservatively. 
On the other hand, the results show that the married groups score lower 
for the statements "I prefer to live a glamorous life." and "I often feel like 
rebelling against social norms." They look for stability and they treasure 
stability. 
Findings from mean scores of attitude statements by income 
Twenty nine statements out of 49 reject the null hypothesis indicating 
that the response to these attitude statements is dependent of the income of 
the respondents. 
Except the lowest income group who agree most with the statement 
that "the modern society is forever changing" and the $13,000-$14,999 group 
who agree most that "I want to be well read and well-informed", all other income 
groups get highest mean score for the statement "I want to get ahead 
financially". (FIGURE 4.2.5) In fact, the other two groups also score very high 
in this statement showing that people are in general not satisfied with their 
wealth. 
J OA 
The lowest income group who are least agree with the statement that "I 
don't like to have the number "4" in my registration or licence number". This 
statement is in general, not favoured by all other groups. However, the other 
groups are least agree with the statement "I will take whatever it costs to make 
the ends meet". 
With the increase in income, people agree more that they are more 
independent than most people. 
Qr I j, TN^  ri ,‘. ,’,.,I 
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4.3 Findings From Section H 
Majority of the respondents (53.9%) indicate that having a secured life, 
sense of belonging and warm relationship with others is the most important to 
them. This is followed by "having a sense of accomplishment and self fulfilment" 
(27.5%). Fewest respondents (6.5%) say that having fun and enjoyment in life 
is important to them. (FIGURE 4.3) 
Findings from "the most important" by demographic factors 
The null hypothesis is rejected for the factors sex, age educational level 
and marital status implying that the choice for "the most important" is dependent 
of these factors. 
Both sex groups show similar preference and their choices follow that 
of the general population. Most of them say that having a secured life sense 
of belonging and warm relationship with others is the most important to them 
and fewest say that having fun and enjoyment in life is the most important. 
(FIGURE 4.3.1) 
However, a higher percentage of females (60.5%) than males (51.5%) 
think that it is the most important to have a secured life, sense of belonging 
and warm relationship with others. On the other hand, a much higher 
percentage of males (34.7%) than females (24.2%) think the most important to 
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Again, disregard of their age, most people say that having a secured 
life, sense of belonging and warm relationship with others is the most important 
to them and with the exception of the 30-34 group, fewest say that having fun 
and enjoyment in life is the most important. The smallest proportion of the 30-
34 group thinks that having self respect and being well respected by others is 
the most important to them. (FIGURE 4.3.2) 
The highest proportion of postgraduates think that having a sense of 
accomplishment and self fulfilment is the most important to them but all other 
groups indicate that having a secured life, sense of belonging and warm 
relationship with others is the most important to them. Fewest people indicate 
that having fun and enjoyment in life is the most important except people of 
primary level and below. Fewest of them think that having self respect and 
being well respected by others is the most important. (FIGURE 4.3.3) 
The more educated the respondents, the higher percentage of people 
within the group saying that to have a sense of accomplishment and self 
fulfilment is the most important in their life. On the other hand, a decreasing 
trend is found with the statement "Having a secured life, sense of belonging 
and warm relationship with other." Lower percentage of respondents from the 
higher educational groups indicate that this is the most important in their lives. 
Similar to the above results, disregard of their marital status, most people 
think that having a sense of accomplishment and self fulfilment is the most 
important to them. However, single and married respondents who have 
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children tend not to think that having fun and enjoyment in life is important 
whereas the divorced and those married with no children tend not to choose 
having self respect and being well respected by others is the most important to 
them. A smaller proportion of respondents from the married groups as 
compared with the single and divorced groups say that having a sense of 
accomplishment and self fulfilment is the most important. (FIGURE 4.3.4) 
J OA 
4.4 Findings From Section III 
Respondents seem very satisfied with what they have in life. For nearly 
all of the items, more than 60% of the respondents say that they are satisfied 
with what they already have. (FIGURE 4.4) More of the respondents say that 
they are satisfied with their friends (84.2%) and their relation with parents 
(83.1%). However, only 47.5% of the respondents say they are satisfied with 
the amount of money they have. In fact, a comparatively high percentage 
(7.8%) of respondents say that they are extremely unsatisfied with their money. 
Findings from degree of satisfaction by sex 
Four out of 10 variables reject the null hypothesis that the degree of 
satisfaction of these variables is dependent on sex. 
Males are most satisfied with their physical appearance while females 
with their material comfort. However, both groups are least satisfied with the 
amount of money they have. (FIGURE 4.4.1) 
Findings from degree of satisfaction by age 
Seven out of 10 variables reject the null hypothesis the degree of 
satisfaction of these variables is dependent on age. 
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All of the respondents are most satisfied with their relation with parents. 
The 15-19 group is least satisfied with their sexual life and all the other group 
with the money they have. It is also found that the satisfaction for love 
affair/romance, physical appearance and sexual life increases with the age of 
respondents. (FIGURE 4.4.2) 
Findings from degree of satisfaction by education 
Seven out of 10 variables reject the null hypothesis the degree of 
satisfaction of these variables is dependent on educational level. 
People of college or polytechnic standard feel most satisfied with their 
friends, postgraduates with their study but the rest with the relation with parents. 
(FIGURE 4.4.3) 
Postgraduates are east satisfied with their sexual life and people of 
university level their love affair/romance. All others say that they are least 
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Findings from degree of satisfaction by marital status 
Eight out of 10 variables reject the null hypothesis the degree of 
satisfaction of these variables is dependent on martial status. 
The married with children and the single ones are most satisfied with 
the relation with parents, the married with no children with their love 
affair/romance and the divorced with their friends. Relation with parents comes 
second in the picture for the group who are married without children and also 
the divorced, friends for the single respondents and love affair/romance for the 
married with children. (FIGURE 4.4.4) 
The single and the married with no children are least satisfied with the 
money they have but the married with children their study and the divorced 
their sexual life. 
Findings from degree of satisfaction by income 
Nine out of 10 variables reject the null hypothesis the degree of 
satisfaction of these variables is dependent on income. 
Respondents of the $9,000-$10,999 group feel most satisfied with their 
friends but respondents of the other groups are most satisfied with their relation 
with parents. (FIGURE 4.4.5) 
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Except the group with income $2,999 and below, respondents are least 
satisfied with the money they have. For the group of $2,999 and below, they 
are least satisfied with their love affair/romance. 
Other than the $13,000-$14,999 income group, the satisfaction for 
physical appearance increases with income. 
J OA 
4.5 Findings From Section IV 
Findings from the choice of top three wishes 
Most respondents (67.1%) indicate that one of the things that they want 
most in life is health. Freedom (43.8%) and happiness (36.8%) come second 
and third respectively. (FIGURE 4.5.1) 
Findings from the choice of top three wishes by sex 
Nine out of 17 rejected the null hypothesis showing that the choice of 
these wishes is dependent of sex. (FIGURE 4.5.1.1) 
Both respondents in either group indicate that health is what they want 
most in life. The second most popular wish among male respondents is 
success in work/study while that for females is happiness. On the other hand, 
males are least concerned with good looks but females with position and status. 
Findings from the choice of top three wishes by age 
Seven out of 17 rejected the null hypothesis showing that the choice of 
these wishes is dependent of age. (FIGURE 4.5.1.2) 
Disregard of their age, most respondents say that health is what they 
want most. Happiness is the second most popular wish of the 15-19 group 
whereas freedom is the choice for all the remaining groups. For all groups, 






























































































































































































































The percentage of respondents saying that they want freedom most 
increases with age of respondents. 
Findings from the choice of top three wishes by educational level 
Six out of 17 rejected the null hypothesis showing that the choice of 
these wishes is dependent of age. (FIGURE 4.5.1.3) 
All groups reveal health as their most popular wish. Stability is the 
second most wanted thing among people of secondary/ .I. level or primary 
and below. However, love is preferred by all the other better educated groups. 
For all groups, luck is the most unpopular wish. 
Findings from the choice of top three wishes bv marital status 
Seven out of 17 rejected the null hypothesis showing that the choice of 
these wishes is dependent of age. (FIGURE 4.5.1.4) 
Again all groups indicate that health is what they desire most. Except 
the divorced group who chooses freedom, all the other groups choose freedom 
as their second top wish. With no exception, luck is least desired among 
different groups of respondents. 
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Findings from the choice of top three wishes by income 
Five out of 17 rejected the null hypothesis showing that the choice of 
these wishes is dependent of income. (FIGURE 4.5.1.5) 
Most respondents from the groups say that health is what they want 
most. With the exception of the lowest income group ($2,999 and below), love 
is the second most desirable. Friendship is the least desirable among 
respondents except the group with income $2,999 and below who chooses 
wealth. 
Finding from the choice of moment of happiness 
Most respondents (22.2%) say that they feel the happiest when they are 
with their friends. The second most popular choice is when they are with their 
family (19%). Fewest respondents say that they are the happiest when at work 
(4.4%) and when they are all by themselves (5.3%). (FIGURE 4.5.2) 
Findings from the choice of moment of happiness by sex 
Out of the 9 situations, the null hypothesis is rejected for 4 showing that 
the choice of these situations is dependent of sex. (FIGURE 4.5.2.1) 
Both sex groups say that they are the happiest when they are with my 
family. The second choice of males is when they are with the opposite sex 
but females say when they are relaxing. On the contrary, fewest males say 
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that they are the happiest when they are relaxing and females when they are 
with the opposite sex. 
Findings from the choice of moment of happiness by age 
Out of the 9 situations, the null hypothesis is rejected for 6 showing that 
the choice of these situations is dependent of age. (FIGURE 4.5.2.2) 
The three youngest groups show the same preference for moment of 
happiness. The two most popular choices are the moment when they are with 
their friends and family respectively. On the other hand the least popular 
choices are the time when they are at work and when they are all by 
themselves. 
The two eldest groups show similar preferences. They feel that they 
are the happiest with their family. Their second choice is when with their 
friends. However, they least prefer the moment when they are all by 
themselves. 
Findings from the choice of moment of happiness bv education level 
Out of the 9 situations, the null hypothesis is rejected for 5 showing that 
the choice of these situations is dependent of education level. (FIGURE 4.5.2.3) 
The three less educated groups share the same view in choosing the 
happiest moment they feel. They feel the happiest with their family and when 
they are studying or trying to improve themselves. Fewest of them feel that 
they are the happiest when they are all by themselves. 
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On the other hand, the two better educated groups give similar 
responses. Most of them feel happiest when studying or trying to improve 
themselves. The second happiest moment is when they are with their family. 
Just like the less educated groups, fewest of them say they are the happiest 
when all by themselves. 
Findings from the choice of moment of happiness by marital status 
Out of the 9 situations, the null hypothesis is rejected for 5 showing that 
the choice of these situations is dependent of marital status. (FIGURE 4.5.2.4) 
Most married respondents say that they are the happiest when with their 
family. Their second most popular choice is when they are with friends. The 
order of choices is reverted for the single and divorced group. With the 
exception of the single respondents, fewest respondents from the groups say 
that they enjoy the time all by themselves. However, the fewest single 
respondents say that they are the happiest when at work. 
Findings from the choice of moment of happiness by income 
Out of the 9 situations, the null hypothesis is rejected for 4 showing that 
the choice of these situations is dependent of income. (FIGURE 4.5.2.5) 
Except the highest income group, the time spent with friends is 
considered to be the most happiest by most respondents. The second most 
popular situation is the moment with their family. The preference of the highest 
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income group just reverses the order of the other groups. However, with no 
exception, fewest respondents answer that they are the happiest when at work. 
Findings From The Most Desirable Type of Company 
Majority of the respondents prefer to have their own business (36.5%) 
or to work for nultinational companies (32.2%). Few people would like to work 
for China based organizations (0.3%). This is understandable when the 
research was carried out around the time of the June 4 massacre. (FIGURE 
4.5.3) 
Findings from the most desirable type of company by sex 
A very high percentage of male respondents would like to have their 
own business (43.0%). The second most favourite choice is multinational 
company (28.8%). However, a slightly higher percentage of females would like 
to work for multinational company (34.8%) than to have their own business 
(31.3%). (FIGURE 4.5.3.1) 
A much higher percentage of males (43.0%) would like to have their 
own business than females (31.3%). This shows that males are more 
entrereneuial and are willing to take risks. 
Findings from the most desirable type of company by age 
The highest percentage of respondents from the youngest group prefer 
to work for multinational company (32.0%). Also a high percentage of them 
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(21.4%). (FIGURE 4.5.3.2) There is a particular preference for government 
body within this group as compared with the others. 
For all the other groups, the percentage of respondents preferring a 
multinational decreases with age while for one's own business increases. The 
older the respondents, the more they want tohave their business. May be this 
is one of the best ways to give them a sense of accomplishment. 
For all groups, fewest respondents would like to work for Ghina based 
companies. 
Findings from the most desirable type of company bv educational level 
For both the most well-educated and the least educated groups, a higher 
percentage within the group prefer to have their own business. For all the other 
groups, a higher percentage choose to work for multinationals. (FIGURE 
4.5.3.3) Except than the people with university standard, the percentage 
preferring multinationals increases with the level of education. On the other 
hand, with the exception of the postgraduates, the preference for one's own 
business decreases with the level f education of the respondent. None from 
the better educated groups (college or above) prefers to work for China based 
organizations. Postgraduates show exceptionally low preference for 
government bodies (2.2%) as compared with other groups. 
Findings from the most desirable type of company bv marital status 
More of the married respondents prefer to have their own business 
(about 40%) than to work for multinational companies (29.1% and 23.3% 
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respectively for married people without children and with children). (FIGURE 
4.5.3.4.) The opposite is true for the single and divorced groups. It is 
interesting to see that a much higher percentage of married respondents like 
to have their own business (about 42%) than single and divorced respondents 
(about 33%). 
Findings from the most desirable type of companv bv income 
There is an increasing trend for choosing multinational companies with 
the increase in income. However, except the highest and lowest income 
groups, a higher percentage in all other groups prefers to have their own 
business rather working for a multinatinal company. Other than the $3,000 -
$4,999 income group, more or less the same level of preferenc is found for 
having own business and working for multinationals. (FIGURE 4.5.3.5) 
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4.6 Findings from Section V - Leisure Activities 
The fifty-one activities in Section V are regrouped into four main 
categories : cultural activities, social activities, sporting activities, and others as 
depicted in the following figure. 
CULTURAL SOCIAL SPORTING OTHERS 
ACTIVITIES ACTIVITIES ACTIVITIES 
1. Art gallery/ 1. Disco 1. Aerobics 1. Computer 
art exhibition games 
2. Attend classes 2. Go to community 2. Badminton 2. Go to 
(domestic) centre racetrack 
3. Attend classes 3. Go to 3. Basketball 3. Keep pets 
(sports) lounge 
4. Attend classes 4. Go to a private 4. Aquatic 4 . P l a y 
(arts/music) club activities mahjong 
5. Attend classes 5. Partying 5. Bowling 5. Strolling 
(others) 
6. oardgames 6. Social dance 6. Fishing 6. Window 
shopping 
7. Card games 7. Jogging 
8. Hobbycraft 8. Roller skating 
9. Drawing/Painting 9. Scuba diving 
10. Gardening 10. Short trips 
(adventurous) 
11. Library 11. Short trips 
(fun) 
12. Listen to music 12. Squash 
13. Listen to radio 13. Swimming 
...continued 
1 0 0 
CULTURAL SOCIAL SPORTING OTHERS 
ACTIVITIES ACTIVITIES ACTIVITIES 
14. Play musical 14. Table Tennis 
instrument 
15. Photography 15. Tennis 




19. Visit museum 
20. Watch movies 
21. Watch television 
22. Watch video 
23. Watch sports 
events 
The most popular cultural activities which are defined as having a 
relatively high percentage with respect to other activities within the ,often, 
category, are 'watch television' (60.6%), 'listen to radio' (51.4%), 'listen to music' 
( 4 7 . 7 0 / 0 ) 'watch movies' (46.5%), 'reading' (44.6%), and 'watch video' (42.5%). 
Attending cultural classes are not popular among the respondents. Half of them 
are not interested at all, very few replied often. Travelling(sightseei g) is a very 
popular occasional activities. Over sixty per cent of the respondents for this 
question said that they travel sometimes (Figure 4.6.1). 
Among sporting activities, ’swimming (29.8%), 'short trips(fun)'(15.0%), 
'aquatic activities' (14.7%) and badminton, (13.4%) are the most popular 
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Social activities are not favoured by the population. For all social 
activities, less than ten per cent of the respondents reply they often participate 
in these activities. The most popular activity is 'go to lounge (7.7%) while early 
half of the sample is not interested in going to a private club' (48.3%) (Figure 
4.6.3). 
'Window shopping'(41.1%) and 'strolling'(25.6%) are two important 
leisure time activities enjoyed by a lot of people very often (Figure 4.6.4). 
I compar ing all activities, the great majority of the populat ion spends 
their leisure time at indoors activities such as watch television and listen to radio 
rather than participating in social activities and sport ing activities. The lack of 
open space and recreational facilities in residential districts means that a high 
proport ion of the population do not get the opportunity to involve themselves 
in active sports. 
Leisure activities by sex 
Aerobics is a very unpopular sports for males, 74 per cent of the male 
respondents are not interested in it while scuba diving (50.8%) is a very 
unpopular sport for females. In comparing the frequency of participating in the 
cultural classes, males have a higher proport ion of 'would like ’ than female 
except the domestic classes. Among all sport ing activities that are statistically 
significant, there is higher proport ion of male said often participating in these 
activities except aerobics. Male enjoy outdoor activities more than female. 
Concerning the social activities the most popular one for male is 'go to lounge, 
(11-1%) while the most popular one for female is 'go to communi ty center 
(6.0%). Both male and female would like to spend their time at window 
shopping but female has a significant higher percentage of ’often’ than male 
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(48.6% vs 31.7%). 'Play mahjong' is a very popular activity for male. About sixty-
five per cent of the male respondents are somet imes or often engaged in this 
activity. This is significantly higher than female (49.7%). 
Leisure activities by age 
The most unpopular cultural activities that is, the activities having the 
highest proport ion of respondents to give the response of 'not interested at all, 
are attend classes(others e.g. car maintenance, family appliance repair) for the 
youngest age group of 15 - 29. But for the older age groups, the most 
unpopular activities are drawing/paint ing. 
Hong Kong people are quite not interested in participating in social 
activities. Except for the age group of 15-19, there is a general t rend that the 
older the respondents, the higher the proport ion f not interested in 
participating in social activities at all. For the age group of 15 - 19, it has the 
highest proport ion f respondents replied 'would like but have not bee for all 
social activities. It implies that the young people would like an active social life 
but because of some limitation such as money, t ime and facilities, they could 
not participate. 
For all statistical significant sport ing activities, there exhibits a general 
t rend that the older the respondents, the higher the proport ion of not interested 
in these activities at all. 
As there is anincreasing proport ion of respondents who replied 'not 
interest at all’ for 'go to racetrack' and 'play mahjong’ as age decreases, 
younger people are not interested in gambl ing. 
I 0 7 
'Watch television' and 'listen to radio' are very popular activities across 
all age groups. 'Reading' is also a popular activity but the populari ty of this 
activity decrease as age increases. There is also a decreas ing t rend for 'listen 
to music ' and 'play musical instrument ' as age increases. It implies that young 
people are more fond of music than older people. 
Hong Kong people seem to be very fond of sw imming as this is the best 
activity dur ing the hot summer in Hong Kong. Younger generat ion who are 
aged 29 and below also fond of 'short tr ip (fun)' but for the older generat ion 
(age 30 + ) 'aquatic activities' are popular activities for them. 
'Window shopp ing ' is a popular activity for all age groups but its 
popular i ty decl ines as age increases. 
Leisure activities by educat ion level 
'Watch television’ ' reading' , and 'listen to radio' are all popular cultural 
activities but the popular i ty of watching television is b iased towards the lower 
educat ion level respondents (primary school to co l lege/po ly techn ic) and the 
popular i ty of ‘ reading is b iased towards the higher educat ion level respondents 
(university and postgraduate) . 
The most popular social activities are 'go to lounge’ for respondents 
having university educat ion or below but for the postgraduates, they seem to 
enjoy 'partying' and ‘go to private club' which may symbol ize status and wealth. 
Swimming is the most popular sport en joyed by all educat ion level 
respondents. Short tr ips(fun) is the second favourable sport lower educat ion 
level (secondary school or below), but the higher educa ted respondents favour 
more v igorous spor ts such as squash. Postgraduates show a distinctively high 
percentage in playing tennis frequently. 
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The proport ion of respondents who often play computer games 
increases as education level increases. 
Leisure activities by martial status 
The respondents who are married with children seem to be very reserve. 
They are not interested in a lot of social and outdoors sports and this group of 
respondents has the highest percentage of ‘not interested at all for each of 
the statistical significant social and sport ing activities as compared to other 
groups. 
There is an increasing popularity of playing mahjong as the martial status 
changed f rom single to married without children and then to married with 
children. 
Leisure activities by income 
'Watch TV readi g ,watch movies' are the most popular activities 
enjoyed by all income groups. Popularity of reading is biased towards higher 
income respondents ($7000 and upwards). There is an increasing popularity of 
travelling(sightseei g) as income increases. 
Concerning the social activities the lower income group ($4999 and 
below) likes to 'go to community center' while the most popular activity for the 
higher income group are 'go to lounge . 
‘Swimming’ and ’aquatic activities' are the most popular sport ing activities 
for all income groups. ‘Short trip(fun)’ is popular activity for income groups of 
$12999 and lower while ‘playing squash' is a popular activity for high income 
group ($13000 and upwards). 
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4.7 Findings f rom Section VI 
4.7.1 Department Stores 
The most popular department stores, which are defined as having a 
relatively higher percentage of ‘often response when compared to other 
department stores in the same response category, are Wing (25.1o/o), 
Yaohan (21.7%), Mitsukoshi (19.3%), Sogo (18.7%) and Jusco (14.2%). The 
most unpopular department stores, which are defined as having a relatively 
higher percentage of ‘never response as compar ing to other department stores 
in the same response category, are Dragon Seed (37.2%), Shui Hing (32.9%) 
and Lane Crawford (27.5%). Popularity of Wing On may be due to the 
numerous branches it has in the urban areas where heavy traffic is found. The 
other four are all Japanese department stores (Figure 4.7.1). 
Department stores by sex 
Female visit department stores more often than males. The top three 
popular department stores for females are Wing On (30.9%), Mitsukoshi (23.7%) 
and Yaohan (22.2o/o). The most popular stores for males are Yaohan (21. o/o), 
Wing On (17.7%) and Sogo (14.4%). 
Department stores by age 
Wing On and Yaohan are very popular stores across all age 
groups but the popularity of Wing On is biased towards older age group (aged 
25 + ) and the popularity of Yaohan is concentrated at age group of 20-24. This 
may be due to the sample consists of a high proport ion of students f rom the 
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Chinese University of Hong Kong as explained in Chapter VI. Matsuzakaya and 
Yue Hua show a consistent increasing trend in popularity as age increases 
while Uny and Jusco show a declining popularity as age increases. The Chinese 
product department stores and the more sophist icated Japanese department 
store are more appealing to the middle age customers while the new and trendy 
Japanese department stores which seil cheaper products are more appeal ing 
to young people. 
Department stores by income 
Popularity of Wing On and Mitsukoshi are biased towards higher income 
group ($7000 + ) and the popularity of Yaoha is biased towards lower income 
group ($6999 and below). Yaohan is usually situated in the satellite towns and 
the residents in these districts are usually belonging to the middle and lower 
income groups. 
Department stores by martial status 
I all statistical significant stores except Wing O Yue Hua and Chung 
Kiu, there are a higher proport ion of respondents who are married with no 
chi ldren often visit these department stores than the other martial status groups. 
For the three exceptional stores highest proport ion for often visit is found in the 
category of married with children. It implies that these kind of traditional stores 
are more appeal ing to parents. 
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4.7.2 Specialty Stores 
Generally, visiting specialty stores are not popular because majority of 
the respondents replied 'never' or 'would like but have not been' except a few 
stores such as City Chain, Puma and Crocodile. The popular specialty stores, 
which have a relatively higher percentage with respect to other stores within the 
’often’ category, are Crocodi le (12.0%), Puma (10.6%) and Esprit (8.8%). Within 
the response category of 'sometimes' , three stores are prominent here, they are 
Crocodi le (59.3%), City Chain (57.6%) and Puma (50.3%). All of the above 
stores are selling middle priced merchandise. The most unpopular stores, which 
are def ined as having the highest proport ion f respondents giving the never 
response are Mothercare (64.1%), Boss (59.8%) and Joyce (58.1%) (Figure 
4.7.2). 
Specialty stores bv sex 
There is a higher proport ion of female who often visit the specialty stores 
than male except 'Crocodi le ' . Top three popular stores for females are Esprit 
(13.0%), Puma (12.1%) and Le Saunda (11.2%). Top three popular stores for 
males are Crocodi le (13.1%), Puma (8.8%) and City Chain (3.6%). 
Specialty stores bv age 
Crocodi le and Puma are the most popular speciality stores across all 
age groups. City Chain, which are selling watches that are durable products, 
has a very high percentage of 'somet imes' response . Popularity of Crocodile 
is biased towards older age group (age 25 + ) but popularity of Puma is biased 
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favours visiting Esprit and the older age group favours Le Saunda. 
Specialty stores by income 
Crocodi le is a very popular store for all income groups. Puma and Esprit 
are also popular stores for the relatively lower income groups ($6999 & below). 
This may be because majority of their customers are young people. Generally, 
there is no specific t rend for each store as income increases. 
4.7.3 Fast Food Outlets 
Going to fast food restaurants are very popular in Hong Kong. The top 
five outlets for having relatively higher proport ion of 'often' response are 
Mcdonald 's (46.4%), Cafe De Coral (38.8%), Fairwood (27.3%), Pizza Hut 
(19.6%) and Maxim's Restaurant (13.6%). All of these five outlets together with 
Kentucky Fried Ghicke there are over 75 per cent of respondents that give 
somet imes or 'often' response (Figure 4.7.3). 
Fast food outlets by sex 
For all statistically significant fast food outlets, there are a higher 
proport ion of female respondents who often eat at these outlets than male 
respondents. However, the ranking of the top three popular outlets are the 
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Fast food outlets by age 
Mcdonald 's , Cafe De Coral and Fairwood are the top three popular fast 
food outlets across all age groups. However, the proport ion of the respondents 
often eat at any of these outlets decrease as age increases. These fast food 
outlets achieve their greatest popularity amongst the age group of 15-19. n the 
other hand, for the Maxim's Restaurant that charges a higher price for their 
food, there is an increasing t rend of popularity as respondents ' age increases. 
Fast food outlets by income 
The popularity of eating at fast food outlets declines as respondents’ 
incomes increase but for the higher priced Maxim's Restaurant, the reverse 
t rend occurs. The popularity of this restaurant increases as respondents 
income increases. 
Fast food outlets by educat ion level 
The higher the educat ion level, the lower the proport ion of respondents 
often go to the fast food outlets except for Olivers and Maxim's, the proport ion 
of respondents to say often increases as their educat ion level increases. 
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4.7.4 Shopping Centers 
Among the often visitors for the shopping centers, the most popular 
centers are New Town Plaza (20.1%) Argyle Centre (19.8%), Tai Koo Shing 
Plaza (17.3%), Ocean City (15.9%) and Ocean Terminal (15.6o/o). Over seventy-
five percentage of the respondents said they 'often' or ‘sometimes visit these 
five shopping malls. The least popular shopping centers which are defined as 
having the highest proport ion of respondents in the never category are Prince 
Building (29.7%) and Swire House (27.6%). They are all situated in Central 
(Figure 4.7.4). 
Shopping centers bv sex 
Male and female have completely different visiting pattern for shopping 
centers. The popular centers for male are New own Plaza (21.1%), Ocean 
Gentre (16.6%) and Ocean City (16.6%), while the popular centers for female 
are Argyle Centre (26.5%), Tai Koo Shing Plaza (20.3%) and Grand Plaza 
(20.2%). 
Shopping centers bv age 
The most popular shopping centre for younger age groups (age 24 & 
below) is Argyle Centre while the most popular shopping centre for the older 
age group (age 25 + ) is New Town Plaza. Ocean Terminal is also a popular 
centre for this older age group. 
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Shopping centers by income 
Popular shopping centers for the lower income groups ($6999 & below) 
are Argyle Centre and New Town Plaza. Argyle Centre is situated in Mo gk k 
and compose of a large number of small bout iques which sell mainly low priced 
merchandise. So it is more appeal ing to the lower income groups. New Town 
Plaza in Shatin is the first large scale shopping centre in the satellite town. It can 
be easily reached by the Kowloon Canton Railway. Since the residents of the 
satellite towns and in the New Territories are mainly middle and lower income 
people, so the frequent visitors of the New Town Plaza are f rom the income 
group of $6999 & below. Popular shopping centers for the higher income 
groups ($7000 + ) are Ocean Terminal and Ocean Centre which compose of a 
lot of famous shops and high fashion boutiques. 
4.7.5 Grocery Stores 
Shopping at supermarkets is very popular in Hong Kong. Over 70 per 
cent of the respondents say they often shop at Wel lcome (72.9%) and Park'N 
Shop (72.6%). These are the two major supermarket chains in Hong Kong and 
dominate majority of the market. 7-11 (51.4%) is a other popular grocery store. 
Their 24 hours service offer a lot of convenience to customers. However its 
competi tor, Circle K is not doing as good as 7-11. Only around ten per cent of 
the respondents say they often visit at this shop. The most unpopular grocery 
store which has the highest ’ ever response is Olivers (44.4%) (Figure 4.7.5). 

i 
Grocery stores by sex 
Wel lcome, Park'N Shop and 7-11 are popular grocery stores for male 
and female. More female respondents said frequently visit Wel lcome and Park'N 
Shop than male. However for 7-11, there is a larger proport ion of often visitors 
f rom male. The convenience offered by 7-11 is more appeal ing to male. 
Grocery stores by age 
Wel lcome, Park'N Shop and 7-11 are the most popular stores across all 
age groups but the extent to which the proport ion of respondents who frequent 
visit at these stores varies across different age groups. The younger 
generat ions are more likely to visit these places as the proport ion of often 
shoppers decreases as respondents age increases. 
Grocery stores by income 
Wellcome, Park'N Shop and 7-11 are still the most popular stores for all 
income groups. Where there is no particular trend for the two large supermarket 
chains across different age groups, there is a general decreasing trend for often 
visit to 7-11 as the respondent 's income increases. For the unpopular stores 
such as Olivers, there is a higher percentage of often visitors f rom the higher 
income groups than from the lower income groups. 
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4.7.6 Eating Outlets 
Among all kinds of eating outlets, restaurants (52.6%) and fast food 
outlets (41.5%) are two most popular types of restaurants (Figure 4.7.6). 
Eating outlets by sex, age and income 
The higher the income the higher the proport ion of respondents who 
often eat at restaurants but the lower the proport ion to eat at fast food outlets 
and Tai Pei Dong. Except for the youngest age group (age 1 5 - 1 9 ) which 
favours fast food outlets most, restaurants is the most popular type of eating 
outlets for all the other age groups. There is a decreasing trend to eat at fast 
food outlets est ing stalls and Tai Pei Dong but an increasing t rend to eat at 
restaurants as age increases. 
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4.8 Findings From Section V 
4.8.1 Food 
Firstly, rice (72.5%) is the food which is most often consumed by 
respondents and over 50 per cent of the respondents often eat bread (52.4%) 
and noodle (58.5%). Secondly, among alcoholic beverages, beer (13.1%) is 
much more often drunk by respondents than that of brandy (1.3%) and wine 
(2.2%). Thirdly, 16 per cent of the respondents 'often' drink mineral water and 
large propor t ion of them (64%) 'somet imes' drink mineral water (figure 4.8.1.1). 
Beer 
The f requency of consuming beer is dependent on sex, age, education 
level and income class respectively. 
Firstly, proport ion of male respondents (20.5%) who often drink beer is 
far greater than those of female respondents (7.2%) (figure 4.8.1.2). Secondly, 
the proport ion of frequent beer consumers increases when age increases 
(figure 4.8.1.3). Thirdly, respondents with postgraduate educat ion level (20.8%) 
consume beer more often than respondents with other educat ion levels (figure 
4.8.1.4). Finally higher income groups, above $9,000 tend to consume beer 
more often than the lower income groups (figure 4.8.1.5 and f igure 4.8.1.6). 
Brandy 
The frequency of consuming brandy is dependent on sex, age and 
income class respectively. 
Firstly, male respondents consume brandy slightly more often than 
female respondents (figure 4.8.1.2). Secondly, the proport ion of f requent brandy 
drinker increases when age increases (figure 4.8.1.3). Thirdly, respondents with 
income $15,000 and above consume brandy more often than other income 
groups (figure 4.8.1.5 and figure 4.8.1.6). 
Wine 
The frequency of consuming wine is dependent on sex age, educat ion 
level and income class respectively. 
Firstly, female respondents consume wine slightly more often than male 
respondents (figure 4.8.1.2). Secondly, the proport ion of f requent wine drinker 
increases when age education level or income increases respectively (figure 
4.8.1.3 to f igure 4.8.1.6). 
Mineral Water 
The f requency of consuming mineral water is dependent on age sex and 
income respectively. 
Firstly, for the frequent mineral water consumers, male and female 
respondents are more or less the same (figure 4.8.1.2). Secondly, respondents 
with income $13,000 to $14,999 drink mineral water far more often (10%) than 
other income groups (figure 4.8.1.5 and figure 4.8.1.6). 
Bread 
The f requency of consuming bread is dependent on sex only. Female 




The frequency of consuming cereal is dependent on sex only. Female 
respondents eat cereal more often than male respondents by 6 per cent (figure 
4.8.1.2). 
Rice 
The frequency of consuming rice is dependent on sex only. Male 
respondents eat rice more often than female respondents by 10 per cent (figure 
4.8.1.2). 
Overall 
Male likes to consume beer, brandy and rice than female. Whereas 
female consumes more wine, mineral water, bread and cereal than male 
respondents (figure 4.8.1.2). 
There is no statistical significant relationships between consumpt ion of 
bread, cereal, noodle rice and sex, income age respectively. Elder age 
groups, aged 30 or above, consume more beer, brandy and wine than that of 
younger age groups (figure 4.8.1.3). 
Higher proport ion of frequent beer and wine consumers are found in 
higher educat ion levels especially the postgraduates than the lower educated 
market (figure 4.8.1.5 and figure 4.8.1.6). 
Similarly, higher income groups consume much more beer, brandy, wine 
and mineral water than the middle to low income groups (figure 4.8.1.5 and 
f igure 4.8.1.6). 
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4.8.2 Restaurants 
For the restaurants where respondents go 'often', Chinese (79.1%) and 
Western Restaurant (55.0%) dominate. Besides these two types of restaurants, 
the ranking of other restaurants are Vietnamese (11.3%), Italian (5.1%), 
Japanese (4.1%) and Korean (3.7%) accordingly (figure 4.8.2.1). 
Chinese : 
The f requency of going to Ghinese restaurant is dependent on age 
educat ion level and income respectively. 
Firstly, the percentage of frequent visitors of Chinese restaurant 
increases when age increases except the age group 35-40 (figure 4.8.2.3). 
Secondly, the percentage of frequent visitors of Chinese restaurant also 
increases when educat ion level increases (figure 4.8.2.4). 
: 
The frequency of going to Italian restaurant is dependent on sex, age, 
educat ion level and income respectively. 
Firstly, relatively speaking female respondents go to eat Italian food 
more often than male respondents (figure 4.8.2.2) . Secondly, younger age 
groups such as 15 to 19 and 20 to 24, tend to go to Italia restaurant more 
often than the elder age groups (figure 4.8.2.3). Thirdly, higher income groups 
with income equal or above $11,000 have higher proport ion of f requent visitors 
of Italian food than those of other income groups (figure 4.8.2.5 and figure 
4.8.2.6). 
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The frequency of going to Japanese restaurant is dependent sex, 
age, educat ion level and income respectively. 
Firstly, female respondents go to eat Japanese food more often than 
male respondents (figure 4.8.2.2). Secondly, elder age groups, i.e. 30 to 34 
and 35 to 40, tend to go to Japanese restaurant more often than the younger 
age groups (figure 4.8.2.3). Thirdly, the proport ion of f requent visitors of 
Japanese restaurant increases when educat ion level and income increases 
respectively (figure 4.8.2.4 and figure 4.8.2.5). 
Korea : 
The f requency of go ing to Japanese restaurant is dependent o sex, 
age, educat ion level and income respectively. 
Firstly, relatively speaking, female respondents go to eat Japanese food 
more often than male respondents (figure 4.8.2.2). Secondly, the proport ion of 
f requent visitors of Korea restaurant decreases when educat ion level increases 
(figure 4.8.2.4). 
Indian : 
The f requency of go ing to Indian restaurant is dependent n age 
educat ion level and income respectively. 
Firstly, elder age groups such as 30 to 34 and 35 to 40 tend to go to 
Indian restaurant more often than other age groups (figure 4.8.2.3). Secondly, 
the propor t ion of frequent visitors of Indian restaurant increases when educat ion 
level increases (figure 4.8.2.4). Finally, among the respondents who often go 
to Indian restaurant, income group of $15,000 and above go far more frequent 
I U) 
than the other income groups (figure 4.8.2.5 and figure 4.8.2.6). 
Thai : 
The frequency of going to Thai restaurant is dependent on age, 
educat ion level and income respectively. 
Firstly, among the frequent visitors of Thai restaurant, respondents of 
elder age groups, i.e. 30 to 34 and 35 to 40 (figure 4.8.2.3) or with higher 
educat ion levels i.e. university and above (figure 4.8.2.4), or higher income 
levels, $13,000 and above have higher proport ion of frequent visitors than the 
other groups respectively (figure 4.8.2.5 and figure 4.8.2.6). 
Western : 
The f requency of go ing to Western restaurant is dependent on sex, age, 
educat ion level and income respectively. 
Firstly, relatively speaking female respondents has higher proport ion of 
f requent visitors than that of male respondents (figure 4.8.2.2). Secondly, 
except age group 15 to 19 the proport ion of frequent visitors of Western 
restaurant decreases when age increases (figure 4.8.2.3). Thirdly, respondents 
with higher educat ion levels, co l lege/poly technic or above go more often to 
Western restaurant than the respondents of lower educat ion levels (figure 
4.8.2.4). 
Vietnamese : 
The f requency of go ing to \ / ietnamese restaurant is dependent on age, 
educsition level and income respectively. 
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Firstly, female respondents has higher proport ion of frequent visitors than 
that of male respondents (figure 4.8.2.2). Secondly, higher propor t ion of 
f requent visitors is found in age group 20 to 24 and 25 to 29 (figure 4.8.2.3). 
Thirdly, respondents with middle educat ion levels, i.e. s e c • da ry / .1. and 
co l lege/poly technic tend to go more often than that of other educat ion levels 
(figure 4.8.2.4). Finally, percentage of respondents w h o often go to Vietnamese 
are more or less the same in all income groups except those with income 
$2,999 and below (figure 4.8.2.5 and figure 4.8.2.6). 
Malavsia : 
The f requency of go ing to Malaysia restaurant is dependent n age, 
and income respectively. 
Firstly, the proport ion of frequent visitors of Malaysian restaurant 
increases when age increases (figure 4.8.2.3). Secondly, the proport ion of 
f requent visitors of higher income groups with income $13,000 and above is 
higher than those of other lower income groups (figure 4.8.2.5 and figure 
4.8.2.6). 
Overall 
Higher percentage of female is found to be the frequent visitors of Italian 
Japanese Korean, Wester and Vietnamese restaurants than that of male 
(figure 4.8.2.2). 
Chinese and Western restaurants still dominate the market regardless the 
difference in age, educat ion or income. Nevertheless, for other types of 
restaurant, younger aged g roup like to go to Italia restaurant whereas elder 
age groups, aged 30 and above, would like to go to Japanese, Thai and 
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Malaysia restaurants relatively (figure 4.8.2.3). 
Higher propor t ion of respondents of higher educat ion levels especially 
postgraduates is the frequent visitors of Italian and Japanese restaurants. 
Whereas low to middle educated respondents would go to Korean and 
Vietnamese restaurants more often than the higher educated respondents 
(figure 4.8.2.4). 
In addit ion higher income group, with income 11,000 and above has 
greater proport ion of f requent visitors of Italian, Japanese, Korean, Thai and 
Vietnamese restaurants than those of the lower income groups (figure 4.8.2.5 
and figure 4.8.2.6). 
4.8.3 Transportat ion 
The most popular transportat ion is Mass Transit Railway (MTR), 71.5 per 
cent respondents often travel by this t ransportat ion and about 99.0 per cent 
have used this t ransportat ion before. The ranking of other t ransportat ion are 
bus with 62.2 per cent respondents often use it, minibus (48.5%), train (23.8o/o) 
and taxi (20.5%) accordingly. The high ranking of train may be due to the 
sample bias (Chapter VI). On the other hand, about 50 per cent of the 
respondents ever use light rail before (figure 4.8.3.1). 
Bus : 
The f requency of travelling by bus is dependent n age, educat ion level 
and income respectively. The proport ion of f requent traveller of bus decreases 
when age, educat ion level and income increases respectively (figure 4.8.3.2 to 
I u ) 
f igure 4.8.3.6). 
M I R : 
The f requency of travelling by MTR is dependent on age educat ion level 
and income respectively. 
Firstly, the proport ion of f requent traveller of MTR decreases when age 
increases except for age group 15 to 19 (figure 4.8.3.3). On the other ha d the 
proport ion of f requent traveller of MTR increases when educat ion level increases 
(figure 4.8.3.4). While proport ion of f requent travellers of MTR are more or less 
the same all income groups (figure 4.8.3.5 and figure 4.8.3.6). 
Private Car : 
The f requency f travelling by private car is dependent on age educat ion 
level and income respectively. The propor t ion f f requent travellers of private 
car increases when age educat ion and income increases respectively (figure 
4.8.3.3 to f igure 4.8.3.6). 
Taxi : 
The f requency of travelling by taxi is dependent n age educat ion level 
and income respectively. 
The proport ion f frequent travellers of Taxi increases rapidly when age 
and income increases respectively (figure 4.8.3.3, f igure 4.8.3.5 and figure 
4.8.3.6). Moreover, among the frequent travellers of Taxi, respondents with 
highest educat ion level - postgraduate has the greatest percentage of frequent 
travellers which is greater than the second largest g roup by almost 20 per cent 
(figure 4.8.3.4). 
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Light Rail : 
The frequency of travelling by light rail is dependent on education level 
and income respectively. 
Highest proportion of frequent travellers of light rail is found in those with 
lowest education level - primary and below (figure 4.8.3.4). While different 
income groups tend to have the similar proportion of frequent travellers of light 
rail (figures 4.8.3.5 and 4.8.3.6). 
Tram: 
The frequency of travelling by tram is dependent on sex and age 
respectively. 
Relatively speaking, female respondents travel by tram more often than 
male respondents (figure 4.8.3.2). Highest proportion of frequent travellers of 
tram is found in the youngest age group - 15 to 19 which is about 10% more 
than the second largest group - 35 to 40 (figure 4.8.3.3). 
Peak Tram: 
The frequency of travelling by peak tram is dependent on sex. Male 
respondents has a slightly higher proportion of frequent travellers than that of 
female respondents (figure 4.8.3.2) . 
Train: 
The frequency of travelling by train is dependent on sex, education level 
and income respectively. 
Firstly, male respondents has a higher proportion of frequent travellers 
of train than that of female respondents (figure 4.8.3.2) . Secondly , very high 
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proport ion f frequent travellers of train have university and above educat ion 
levels (average 40%) which is twice as much as the next highest group (18.2%) 
(figure 4.8.3.4). 
Minibus : 
The f requency of travelling by minibus is dependent on age, educat ion 
level and income respectively. 
Firstly, the proport ion of frequent travellers of minibus in different age 
groups are similar (figure 4.8.3.3). Secondly, the proport ion of frequent 
travellers decreases when education level increases. Thirdly, higher proport ion 
of f requent travellers is found in middle income groups with income between 
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4.9 Findings From Section VIII 
4.9.1 Overall Ranking of Television Programs By Mean Scores 
TVB Jade 
The top five ranking of the TVB Jade programs according to the mean 
scores of watching are News Report (78.7%), Poli t ical/Parl iamentary Programs 
(62.0%), Product ion of RTHK (39.3%) Locally Produced Drama Series (33.8%) 
and Musical Entertainment (31.9%) respectively (figure 4.9.1.1). 
ATV Local Channel 
The top five ranking of the ATV Local Channel are News Report (35.7%), 
Product ion of RTHK (24.7%), Political /Par l iamentary Programs (21.2%), 
Documentar ies (12.0%) and Sports (10.2%) respectively (figure 4.9.1.2). 
Compar ison between TVB Jade and ATV Local Channel 
The top three programs in two Ghinese Gha els are the same except 
for posit ion of the number two and three. However, the percentage of frequent 
viewers of each TVB Jade program (if ATV also available) is higher than that of 
ATV Local Ghannel except the Madari Feature. 
TVB Pearl 
The top five ranking of the TVB Pearl programs are Special Movie 
Program (42.3%), Saturday Movies (30.5%), News Report (14.9%), 
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ATV Wor ld Channel 
The top five ranking of the ATV World Channel are Special Movie 
Programs(13.9%), News Report (10.4%), Saturday Movies (10.0%), 
Poli t ical/Parl iamentary Programs (6.1%) and Musical Entertainment (4.9%) 
respectively (figure 4.1.9.4). 
Compar ison between TVB Pearl and ATV World Channel 
Overall speaking, Movie Programs in both English Gha nel are the 
greatest attraction t the respondents which can be proved by the top ranking 
of the Special Movie Programs and Saturday Movies in both TV companies. 
Moreover, great proport ion of respondents also watch the news report in the 
English channel. Nevertheless, programs in TVB Pearl are more popular than 
those in ATV Wor ld Ghannel. 
4.9.2 Mean Score of Each Program By Five Demographic Factors 
Ranking of the top three programs in each channels do not vary greatly 
with respect to difference in age, sex, education, marital status and income. 
TVB Jade 
Ranking of the top three programs remain the same regardless the 
difference in sex. However, female respondents watch the fol lowing programs 
more frequent than that of male, they include locally p roduced drama series, 
variety show, musical entertainment, telemovies, cantonese feature, mandar in 
feature, and w o m e n today. Whereas male watch sports p rogram more frequent 
than that of female (figure 4.9.2.1). 
I 7. 1 
With respect to age, the ranking of the top two programs are the same. 
The product ion of RTHK is more popular in the older age groups where it can 
maintain its third position. When there is an increase in age, the mean scores 
of watching the fol lowing programs increases, they include sports, 
documentar ies, pol i t ical/parl iamentary programs, Good Morning Hong Kong, 
and Mandar in Feature. On the contrary mean scores of watching locally 
p roduced drama series and musical entertainment decrease when age 
increases (figure 4.9.2.5). 
News report do have the highest mean scores of watching by the 
respondents f rom all educat ion levels. Whereas pol i t ical/parl iamentary 
programs ranks second in all educat ion levels except the lowest educated 
market -pr imary and below where locally p roduced drama series is ranked 
higher. When there is an increase in the educat ion standard of the respondent, 
the mean scores of watching the fol lowing programs decrease, they include 
locally p roduced drama series, variety, documentar ies, musical entertainment, 
telemovies, ca tonese feature, women today and clubbed program (figure 
4.9.2.9). 
With respect to income, just like all other demograph ic factors, highest 
mean score of watching is found in news report, fol lows by 
pol i t ical/parl iamentary programs. However, lower income groups tend to watch 
more locally p roduced drama series while higher income groups like to watch 
product ion of RTHK (figures 4.9.2.17 and 4.9.2.18). 
As there are a number of programs that we cannot tell whether there are 
statistically significant relationship exist between mean scores and marital status, 
no particular f indings can be drawn out (figure 4.9.2.13). 
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ATV Local Channel 
The ranking of the top three programs are more or less the same 
regardless difference in demographic factors. The mean scores of all the ATV 
Local Channel p rograms are higher for male respondents than those of female 
except the cantonese feature (figure 4.9.2.2). 
Secondly, when age increase the mean scores of the fol lowing programs 
increase they are (i) locally produced drama series for which decreasing trend 
is found in same program of TVB, (ii) sports, documentar ies, mandar in feature 
which have the same t rend to those of TVB, and (iii) morning live wave, racing 
results and dubbed program (figure 4.9.2.6). 
Thirdly, when educat ion level of the respondents increase the mean 
scores of cantonese feature, mandarin feature and pol i t ical/parl iamentary 
programs decrease respectively (figure 4.9.2.10). 
Moreover, when income is taken into considerat ion, the mean scores of 
watching sports, documentar ies program and news report increase when 
income increase respectively (figures 4.9.2.19 and 4.9.2.20). 
Lastly, for the audience of ATV Local Gha el, Married people tend to 
have higher mean scores in programs like morn ing in live wave, mandarin 
feature and pol i t ical/parl iamentary programs (figure 4.9.2.14). 
TVB Pearl 
Similarly, posit ion of the top three p rograms by watching mean scores 
do not vary much accord ing to different demograph ic factors. Male 
respondents like to watch documentar ies program, talk shows, sports news 
report, pol i t ical/parl iamentary programs and product ion of RTHK than those of 
female. Whereas female has higher watching mean scores in comic shows, 
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drama series and cartoon series than those of male (figure 4.9.2.3). 
When age, education level or income increase, the mean scores of 
watching documentar ies program, news report, pol i t ical/parl iamentary programs 
and product ion of RTHK will also increase respectively (figures 4.9.2.7 4.9.2.11, 
4.9.2.21 and 4.9.2.22). 
Divorced respondents has the highest f requency mean score of watching 
detective series and musical entertainment. Whereas marr ied people watch 
more program of product ion of RTHK than any other two groups (figure 
4.9.2.15). 
ATV Wor ld Ghannel 
Mean scores for all programs of ATV World Ghannel f male are higher 
than those of female (figure 4.9.2.4). On the other hand, when age increase, 
the mean scores of watching all p rograms will increase except the news report 
(figure 4.9.2.8). However, mean scores of watching news report and political 
/par l iamentary programs increase when educat ion or income increase 
respectively (figures 4.9.2.12, 4.9.2.23 and 4.9.2.24). 
J 
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4.10 Findings From Section IX 
4.10.1 Newspapers 
Oriental Daily is the best selling newspaper in our research with 47 per 
cent of respondents who are its the frequent readers. The respective ranking 
are Ming Pao Daily News (43.3%), Sing Po (41.9%), South China Morning Post 
(34.8%) and Sing Tao Yih Pao (13.8%). Others newspapers do not account for 
even 10% each (figure 4.10.1.3). 
Oriental Daily : 
The f requency of reading Oriental Daily is dependent on educat ion level 
and income respectively. 
Firstly, among frequent readers in all educat ion levels Oriental Daily only 
dominates in the market with lower educat ion level i.e. primary and below and 
secondary/T. I . In the market of higher educat ion levels, it is only the third or 
forth best selling newspaper. Moreover, the proport ion of frequent readers of 
Oriental Daily decreases when educat ion level increases. / \mong frequent 
readers in all income groups, Oriental Daily dominates the lower income class, 
with income $2,999 and below to $6,999. For higher income market, $7,000 
and above, Oriental Daily becomes the third or forth best selling newspaper. 
Ming Pao Daily News : 
The f requency of reading Ming Pao Daily News is dependent n 
educat ion level, marital status and income respectively. 
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Firstly, the proport ion of frequent readers of Ming Pao Daily News 
increases when educat ion level increases. Among the market of all educat ion 
levels, Ming Pao Daily News is very strong in the market of higher education 
level, i.e. co l lege/poly technic and above, where it becomes the umber one or 
two best selling newspaper. Secondly, higher proport ion of frequent readers 
is found in respondents who are single or divorced. Thirdly, among frequent 
readers in all income groups, Ming Pao Daily News is the best selling 
newspaper in market with income $7,000 to $12,999. 
Sing Po : 
The f requency of reading Sing Po is dependent on educat ion level and 
income respectively. 
For the total market regardless the demographic characteristics, Sing Po 
is the third best selling newspaper. However, with respect to market of all 
educat ion levels, it is relatively strong in the market of lower educat ion levels 
i.e. secondary/T. I . or below where it becomes the second popular newspaper. 
In addit ion with respect to all income classes, it is the second best selling 
newspaper in income group between $3 000 and $10,999. 
South China Morning Post : 
The f requency of reading South China Morning Post is dope dent on 
age, educat ion level marital status and income respectively. 
Firstly, among all the frequent readers of South China Morning Post in 
all age groups, highest percentage (43.4%) is found in youngest age group -
15 to 19 which is 5 per cent higher than the next highest group - 30 to 34. 
J 6 3 
Secondly. South China Morning Post becomes the best or second best selling 
newspaper in the higher educat ion markets, i.e. co l lege/poly technic and above. 
Moreover, it is also the number one newspaper in the market with high income 
- $ 1 3 , 0 0 0 and above. 
Overall 
Higher proport ion of female respondents being the frequent readers of 
Wah Kiu Yat Po and Sing Tao Yih Pao than those of male. Whereas the reverse 
is t rue for Hong Kong Economic Times. 
Younger age groups, 15 to 19, has the highest percentage of frequent 
readers of Hong Kong Standard and South China Morning Post. 
Moreover, South China Morning Post is the market leader in the market 
of respondents with co l lege/poly technic and postgraduate educat ion levels. 
Whereas Ming Po is also relatively strong in high educat ion market. Oriental 
Daily only dominates in market with lower educat ion levels. 
With respect to income Orietnal Daily only dominates in the lower 
income groups, below $6,999, while Ming Pao is the market leader in income 
between $7,000 to $12,999. South China Morning Post is the market leader in 
high income market, $11,000 and above. 
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4.10.2 Radio Program 
The most popular radio program is the popular music with about 75 per 
cent of the respondents who is the frequent audience. The respective ranking 
is talk & discussion (26.6%), home & recreation (21.2%), d rama (17.9%), 
classical music (13.3%) and sports (11.1%) (figure 4.10.2.1). 
PoDular Music : 
The f requency of listening popular music program is dependent on age, 
marital status and income respectively. 
Al though popular music is the most popular radio p rogram for all age 
groups the frequency of listening to this program decreases when age 
increases. Single and divorced respondents listen to popular music more often 
than those respondents who are married. Moreover, popular music is the most 
popular radio program for all income groups. 
Talk & Discussion : 
The f requency of listening talk & discussion program is dependent on 
sex, age, educat ion level and income respectively. 
Firstly, male respondents has higher proport ion of f requent audience of 
talk & discussion than that of female respondents. Secondly, the proport ion of 
frequent audience of talk & discussion radio program increases when age 
increases. Thirdly, talk & discussion program is more popular in the higher 
educated market - co l lege/polytechnic and above, where it can maintain its 
second posit ion but not in the less educated markets. However, the proport ion 
of frequent audience increases when educat ion level increases. Finally, talk & 
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discussion p rogram is relatively weak in the lower income market, with income 
$6,999 and below, where it is only ranked number three instead of number two. 
Home & Recreation : 
The f requency of listening home & recreation program is dependent • 
sex, educat ion level and income respectively. 
Firstly, male respondents has higher proport ion of frequent audience of 
home & recreation than that of female respondents. Secondly, home & 
recreation p rogram is more popular in the low to medium educated markets, 
i.e. co l lege/poly technic and below, but not in the high educated market where 
it cannot maintain its third position. Thirdly, this program is relatively stronger 
in the lower to middle income markets such as income with $10,999 and below 
with respect to f requent audience in all income groups. 
Drama : 
The f requency of listening drama program is dependent on sex, age, 
education level marital status and income respectively. 
Relatively speaking, female respondents has higher proport ion of 
frequent audience of drama than that of male respondent. Secondly, the 
proport ion of f requent audience of d rama program increases when age 
increases. A l though it is ranked number four as the most popular radio 
program, it ranks number two in the age group 15 to 19 and number three in 
age group 20 to 24. Thirdly, drama program is relatively more popular in the 
lowest educated market - primary and below, where it ranks number two. 
Moreover, the propor t ion of frequent audience of drama program decreases 
when educat ion level increases. In addit ion, highest proport ion of frequent 
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audience is found in respondents with single or divorced marital status. Finally, 
drama program is more popular in the low income markets, with income $4,999 
and below, where it ranks number two. 
Sports : 
The frequency of listening sports program is dependent on sex sex, age, 
education level and income respectively. 
Far greater percentage of male respondents (20.9%) is the frequent 
audience of sports program than that of female respondents (3.3%). It also 
becomes the third most popular radio program for male respondents. 
Secondly, the proportion of frequent audience of sports program increases 
when age increases. Thirdly, with respect to education level higher percentage 
of frequent audience of sports program is found in the lower educated markets, 
i.e. secondary/T.I. and below. 
4.10.3 Magazines 
Ming Po Weekly is the best selling magazine with 36 per cent of 
respondents being its frequent readers. The respective ranking for other 
magazines is Readers's Digest (Chinese) (25.6%), Hong Kong TV Weekly 
(17.9%) City Weekly (13.0%), Asiaweek (11.7%) and Hong Kong Economic 
Journal (8.8%) (figure 4.10.3.1). 
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Ming Po Weekly : 
The frequency of reading Ming Po Weekly is dependent • sex. There 
is much higher proportion of female respondents (43.1%) being the frequent 
readers of Ming Po Weekly than that of male respondents (26.3%). 
Reader's Digest fChinese): 
he frequency of reading Reader's Digest (Chinese) is dependent on 
age. Among all age groups, highest percentage of frequent readers of 
Reader's Digest (Chinese) is found in the eldest age group - 35 to 40 (37.9%) 
which is about 10% higher than that of the second highest group - 15 to 19 
(29.4%). 
Hong Kong TV Weekly : 
The frequency of reading Hong Kong TV Weekly is dependent on sex 
education level and income respectively. 
There is higher proportion of female respondent (21.8%) being the 
frequent readers of Hong Kong TV Weekly than that of male respondent 
(13.1%). With respect to education level the proportion of frequent readers of 
Hong Kong TV Weekly decrease when education level increases. It can only 
maintain its second and third position in lower educated market, primary and 
below and seco dary/ .1. respectively. Moreover, Hong Kong TV Weekly is 
relatively strong only in the lower income classes, i.e. income below $6,999 
where it ranks number two or three in the popularity of different magazines. 
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Asiaweek : 
The frequency of reading Asiaweek is dependent n education level and 
income respectively. 
With respect to education level the proportion of frequent readers of 
Asiaweek increases when education level increases. Moreover, it becomes the 
second and third popular magazine for the postgraduate and undergraduate 
respectively. Thirdly, Asiaweek is relatively strong in the higher income groups, 
with income $9,000 and above, where it is ranked number two or three. 
Overall : 
Female are the frequent. readers of the following magazines when 
compare to male respondent: Young Girl, Reader's Digest (English), Ming Po 
Weekly, Vogue, Eve, City Weekly, Hong Kong TV Weekly, JV & Entertainment 
Times. While male is the frequent readers of H.K. Economic Journal Monthly 
Champion Sports, Automobile and Capital. 
The proportion of frequent readers of Far East Economic Journal, Time, 
Executive and Capital increase when education level increases. 
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4.11 Findings From Section X 
4.11.1 Durable Products 
Calculator 
Casio is the dominating brand (71%) followed by Sharp (11.7%) and 
Hewlett-Packard (1.6). It is found that 9.7% of the respondents do not own a 
calculator. (FIGURE 4.11.1.1) 
Findings from the ownership of calculator by demographic characteristics. 
Possession of calculator is found to be dependent of age, education 
marital status and income. (FIGURE 4.11.1.1.1 - 4.11.1.1.5) 
Casio dominates the ownership by all respondents disregard their age, 
education, marital status and income followed by Sharp and Hewlett-Packard 
respectively. 
Except the youngest group, the percentage of ownership of a Casio 
calculator decreases with age and with the exception of the eldest group, the 
percentage of respondents who do one have calculators increases with age. 
The proportion of respondents owning a Hewlett-Packard calculator 
increases with education level. This is also true of Casio calculator with the 
exception for the postgraduates. Moreover, the proportion of respondents 
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The ownership of calculator seems to fluctuate with income level and 
no obvious trend can be found. 
Findings from ownership of calculators by attitude statements 
Casio, Sharp and Hewlett-Packard are found to be the top leading 
brands. 
Out of the 49 statements, 16 of them reject the null hypothesis showing 
that the mean score of these attitude statements is dependent of the brand of 
calculator being possessed by the respondent. (FIGURE 4.11.1.1.6) 
Casio users score high for the statements “ I want to be well read 
and well informed." and "The modern society is forever changing." but low for 
the statements "I dorVt like to have the number "4" in my registration or licence 
number." and "Relying on geomancy in choosing my residence is wise." 
Sharp users score comparatively high for the statements "My family is 
the single most important thing to me.", "i believe that our educational system 
is good.", "TV is my main form of entertainment." and "Advertisements usually 
present a true picture of the product." 
However, they score lower for statements "I want to get ahead 
financially." and “ A woman should seek her own career." 
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Respondents owning Hewlett-Packard calculators agree more with the 
statement "I often try new ideas or products before my friends do." 
We can conclude that the Sharp users are the most conservative of the 
group and they are also less aggressive. The Casio users are the least 
superstitious and they seem to be the group most anxious for knowledge. On 
the other hand Hewlett-Packard users are more open-minded and ready to 
accept new ideas 3nd new things. 
Motorcycles 
Most respondents (95.4) do not have a motorcycle. Among the owners, 
Honda (2.0%) is the most popular brand followed by Yamaha (1.3%) and Suzuki 
(0.6%) respectively. (FIGURE 4.11.1.2) 
Findings from the ownership of motorcycle by demographic characteristics. 
The null hypothesis cannot be rejected for all demographic factors 
showing that the possession of motorcycles is independent of these 
demographic factors. (FIGURE 4.11.1.2.1 - 4.11.1.2.5) 
Findings from ownership of motorcycles by attitude statements 
Honda Yahama and Suzuki are the top three brands respectively. 
Out of the 49 statements, 11 of them reject the null hypothesis showing 
that the mean score of these attitude statements is dependent of the brand of 
motorcycle being possessed by the respondent. (FIGURE 4.11.1.2.6) 
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Comparatively, Honda users agree more that "My greatest achievements 
are ahead of me." and "I think I am trendy." and they do not agree much with 
the statements that "I don't like to have the number "4__ in my registration or 
licence umber." and "A woman should seek her own career." 
Owners of Yahama motorcycles follow the general trend and do not 
show distinctive attitude towards the statements. 
Suzuki owners score low for a number of statements including "I 
frequently act n hunches." "Relying on geomancy in choosing my residence 
is wise." and "My social status is an important part of my life." 
However, they score exceptionally high for the statement "I want to get 
ahead financially." 
Generally speaking there is not much difference among owners of 
different brands of motorcycle towards the attitude statements. 
Cameras 
Most of the respondents (32.8%) do not have a camera but Nikon 
dominates among people who have one by 21.6% followed by Ga o (15o/o) 
and Minolta (9.8%) respectively. (FIGURE 4.11.1.3) 
Findings from the ownership of camera by demographic characteristics. 
The Ho is rejected for sex, age, marital status and income implying that 
the ownership of camera is dependent of these demographic factors. (FIGURE 
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4.11.1.3.1 - 4.11.1.3.5) Just like the results from the overall frequency table, 
ownership of camera in both sex groups is in the order of Nikon, Canon and 
Minolta. It is interesting to see that a higher proportion of male respondents 
(35.10/0) report that they do not have a camera when compared with females 
(30.9%). 
Ownership among the elder groups is dominated by Nikon but by Gan 
among the youngest group of 15-19. Canon occupies the second position 
among the groups 20-24, 25-29 and 35-40, Nikon among the 15-19 and Minolta 
among the 30-34. The proportion of people owning a Minolta camera increases 
with age. The ownership of Nikon increases with age except the 35-40 group. 
Other than the 35-40 group, the proportion of people having a Kodak camera 
decreases with age. The percentage of respondents who do not own a camera 
also decreases with age except the 20-24 group. 
Regardless of their status, most respondents have a Nikon camera 
followed by Canon and Minolta respectively. However, Nikon and Canon are 
equally popular among the divorced people. The proportion of married people 
who do not have a camera (around 20%) is much lower than single or divorced 
respondents (around 37%). 
\ 
Other than the income group of $11,000-$12,999 who mostly possess 
a Ga o camera the other groups mostly possess a Nikon camera. Ga on 
is the second most popular brand except among $9 00 -$10 999 and $11,000-
$12 999 group. Minolta is the second most popular group among the $9,000-
$10,999 group and Nikon among the $11,000-$12,999 group. The proportion 
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Of respondents who do not have a camera decreases with income with the 
exception of the $3,000-$4,999 and the highest income group. 
Findings from attitude statements by top three brands of cameras 
Nikon, Canon and Minolta are the three leading brands respectively but 
19 out of the 49 statements reject the null hypothesis. (FIGURE 4.11.1.3.6) The 
difference among different brand users is small if any towards different attitude 
statements. However, Nikon users score comparatively low for the statement 
"I think I am trendy." and Minolta users for the statement "Advertisements 
usually present a true picture of the product." On the other hand, Canon users 
score higher for the statement "A woman's life is fulfilled only if she can provide 
a happy home for her family." 
Wrist watch 
he ownership of wrist watch spreads over a number of brands. 
However, Seiko leads and is followed by Citizen and Titius respectively. Only 
6o/o of the respondents report that they do not have a wrist watch. (FIGURE 
4.11.1.4) 
Findings from the ownership of wrist watch by demographic characteristics. 
The null hypothesis is rejected for all five demographic factors implying 
that the possession of wrist watch is dependent of sex, age, education, marital 
status and income. (FIGURE 4.11.1.4.1 - 4.11.1.4.5) 
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Seiko leads both sex groups followed by Citizen. Casio is the third most 
among males and TItius among females. Rado is by far the least popular brand 
among both groups. 
Casio is the most popular brand among the youngest group while Rolex 
and Seiko are equally popular among the eldest group. Apart from that, Seiko 
is the most popular brand among all other groups. Guy Laroche is the least 
popular among the eldest group but Rado is the least popular among all other 
groups. Except the youngest group, the proportion of respondents owning a 
Rolex watch increases with age. The possession of Seiko watches also 
increases with age except the oldest group. 
Most respondents from different education groups own a Seiko wrist 
watch. Citizen is the second most popular brand other than people of university 
standard. The least popular brand among all groups is Rado. Contrast to the 
overall tendency the proportion f postgraduates owning a Titius is very low 
(1.50/0) which is in fact the second lowest within the group. The percentage of 
people owning a Casio increases with education level but with the exception 
of postgraduates, decreases with education level. 
Citizen is the most popular brand among the divorced group while Seiko 
is the most popular among the others. With no exception, Rado is the least 
popular brand among all respondents. 
Other than the group with income $2,999 and below, Seiko is the most 
popular brand while Citizen is the most popular among this group. Rolex is the 
2 J I 
second most popular brand among the highest income group. A number of 
brands are equally unpopular among the higher income groups including Guy 
Laroche, Alba, Casio and Rado. 
Findings from attitude statements by top three brands of wrist watch 
Seiko is the most popular brand followed by Citizen and Titius 
respectively. 
16 of the 49 statements reject the null hypothesis showing that the 
attitude towards these statements is dependent of the brand of wrist watch 
being owned by the respondent. (FIGURE 4.11.1.4.6) 
Like owners of cameras, owners of wrist watch do not show much 
difference in attitude towards the attitude statements. 
However, Titius owners tend to agree less that "I like stimulation and 
changes." and "I prefer to live a glamorous life." 
Owners of Citizen wrist watch agree less with the statements that "I like 
humour and jokes." and "Financial stability is very important to me." 
Seiko owners are more family oriented and show higher score for the 
statement "My family is the single most important thing to me." 
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Hi-fi stereo set 
Aiwa is the leading brand (23.5%) followed by Sony (22.4%) and National 
(6.0%) respectively. (FIGURE 4.11.1.5) 
Findings from the ownership of hi-fi stereo set by demographic characteristics. 
Ho is rejected for only for sex showing that the possession of hi-fi stereo 
set is dependent of the sex of the respondent. (FIGURE 4.11.1.5.1 -4.11.1.5.5) 
It is found that Aiwa followed by Sony are the two most popular brands 
among both groups of respondents. About the same percentage of male and 
female respondents do not have a hi-fi stereo set (17.6% for males and 17.9% 
for females). 
Finding from attitude statements by top three brands of hi-fi stereo set 
Fifteen statements out of 49 rejected the null hypothesis. Aiwa is the 
most dominated brand followed by Sony and National respectively. (FIGURE 
4.11.1.5.6) However, the difference in attitude among different brand users is 
small if any. 
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Personal Computer 
M is the most popular brand (12.7%) followed by Apple (8.6%) and 
NEC (1.0%) respectively. However, most of the respondents (69.4%) do not 
have a personal computer. (FIGURE 4.11.1.6) 
Findings from the ownership of personal computer by demographic 
characteristics. 
It is found that the possession of personal computer is dependent of 
sex age, education and income. (FIGURE 4.11.1.6.1 - 4.11.1.6.5) 
M followed by Apple and NEC are the three most popular brands 
among the two groups of respondents. Hewlett-packard is the least popular 
among males and Sigma among females. A higher percentage of females 
(74.6%) do not have a personal computer when compared with males (63.1%). 
Among all age groups, IBM is the most popular brand followed by Apple 
whereas Hewlett-Packard is the least popular. Except the eldest group, the 
proportion of respondents having a NEC personal computer decreases with 
age. 
Other than the group of postgraduates, IBM is the most popular brand 
among all educational levels and the proportion of people having an IBM 
personal computer increases with educational level. IBM and Apple are equally 
popular among postgraduates. The trend also shows that the percentage of 
respondents who do not have a personal computer decreases with increased 
educational level. 
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Except the lowest income group most respondents from the other 
groups have an IBM personal computer while Apple is the second most popular 
brand. For the lowest income group, the picture is just reversed. The 
proportion of people who do not have a personal computer tends to decrease 
with increased income. 
Findings form attitude statements by top three brands of personal computers 
M, Apple and NEC are the top three brands respectively and 15 out 
of the 49 statements reject the null hypothesis which says the mean score of 
the attitude statements is independent of the brand being owned by the 
respondent. (FIGURE 4.11.1.6.6) 
The attitude of IBM users usually follow the trend of the general 
population. 
Apple users agree more that The modern society is forever changing." 
and "I trust reporting by the newspapers." But they agree less that "I will take 
whatever it costs to make the ends meet." 
NEC owners score exceptionally high for the statements "My feelings 
tend to guide my life more than reasoning." and "My social status is an 
important part of my life.", and They also score higher than other groups for 
the statement "A woman's life is fulfilled only if she can provided a happy home 
for her family." NEC owners are thus seemed to be more sentimental and more 
traditional. 
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Automobile 
Most of the respondents (84.8%) do not have an automobile. Among 
those who have, Toyota is the leading brand (3.3%) followed by BMW (2.8%) 
and Honda (2.1%) respectively. (FIGURE 4.11.1.7) 
Findings from the ownership of automobile by demographic characteristics. 
The null hypothesis is rejected for sex, age, education, marital status 
and income showing that the ownership of automobile is dependent of these 
factors. (FIGURE 4.11.1.7.1 -4.11.1.7.5) 
Toyota is the most popular brand among males followed by Honda 
whereas BMW is the most popular among females followed by Toyota. Equally 
high percentage of males and females do not own an automobile - 82.8% for 
males and 86.4% for females. 
BMW is the most popular brand among the eldest respondents while 
Toyota is the most popular among people of age 20-24, 25-29 and 30-34. 
Neglecting the youngest group, the ownership of BMW and Mercedes Benz 
increases with age while the proportion of people who do not own a car 
decreases with age. 
BMW is the most popular brand among people of primary level. Toyota 
is the most popular among people of secondary and college standard while 
Honda among people of university and postgraduate level. The result shows 
that the proportion of people owning a Nissan/Datsun and a BMW increases 
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With educational level. However, the proportion for not having a car decreases 
with increase in educational level. 
BMW is the most popular brand among the divorced and people married 
with children. Toyota is the most popular among the single respondents and 
the people married with no children. The single (88.6%) and the divorced 
(86.2%) have higher proportion of not having an automobile when compared 
with the married groups (74.5% and 77.8% for people without and with children 
respectively). 
BMW is the most popular brand among the lowest and also the highest 
income group. Honda, Toyota and Mercedes Benz score equally high among 
the income group of $11,000-$12,999. Among all the other groups, Toyota is 
the most popular brand. The proportion of people owning increases with the 
level of income. 
Findings from attitude statements by top three brands of automobile 
16 out of 49 attitude statements reject the null hypothesis. Toyota is 
the dominating brand followed by BMW and Honda. (FIGURE 4.11.1.7.6) 
Toyota owners score higher for the statements that "I would rather work 
smart than work hard.", "I think I am more independent than most people." and 
"I like to receive attention." 
Owners of BMW say that they agree more with the statements "It's 
important to feel that I am part of a group." Compared with other groups’ they 
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score lower for the statements "I would like to try new and different things." and 
" want to get ahead financially." BMW owners seem to be more group oriented 
and more conservative being less ready to try new ideas. 
Television set 
Hitachi is the dominating brand (21.9%) followed by National (15.40/0) 
and Toshiba (11.9%). It is interesting to find that 6.4% of the respondents say 
that they do not have a television set while television is considered to be one 
of the most popular entertainment nowadays in Hong Kong. (FIGURE 4.11.1.8) 
Findings from the ownership of television set by demographic characteristics. 
Ho is rejected for age and marital status implying that the possession of 
television set is dependent of age and marital status. (FIGURE 4.11.1.8.1 -
4.11.1.8.5) 
Hitachi is the most popular brand among all age groups followed by 
National whereas Gold Star and Samsung are the two most unpopular brands. 
Except for the group of 20-24, the proportion of people owning a television set 
increases with age. The group of 35-40 shows a hundred percent ownership 
for television set. 
Hitachi is the most popular brand among single respondents and people 
married with children. Toshiba is the most popular among those married with 
no children while National is the most popular among the divorced. The 
married with no children shows a hundred percent ownership of television sets. 
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Regardless of their ownership of different types of durable products, the 
respondents agree with the following statements that "I want to get ahead 
financially." "The modern society is forever changing." and "I want to be well 
read and well informed." 
However, they all disagree with the statements that "I will take whatever 
it costs to make the ends meet.", "I don't like to have the number "4" in my 
registration or licence number" and "I am pessimistic about my future." 
It can be seen that most people perceived themselves positively. 
Statements with wordings that are generally accepted as negatively tend to 
receive negative response from the respondents 
Findings from attitude statements by top three brands of television set 
Hitachi is the most popular brand of television set followed by National 
and Philips respectively. Only nine statements reject the null hypothesis 
showing that there is really little difference in attitude among different brand 
owners of television set. However, Hitachi users agree more that "I want to 
live every moment of my life." (FIGURE 4.11.1.8.6) 
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4.11.2 Beverages 
A. Milk 
Dairy Farm (43.2%) and Kowloon Dairy (31.2%) dominate the milk market 
which are totally account for about 75 per cent of the market (figure 4.11.2.1). 
Preference for milk is dependent on sex, age, marital status and income 
respectively. 
Higher percentage of male respondents (11.0%) do not consume milk 
when compare to that of female respondents (6.9%). The ranking of the two 
dominated milk brands remain the same with regard to sex. However, for 
individual brand female prefer Dairy Farm and Kowloon Dairy than that of male. 
Whereas among respondents who choose Dutch Lady, male (7.1%) prefer this 
brand than that of female (4.3%) (figure 4.11.2.2). 
Dairy Farm remains the leading brand in all age groups except in the age 
group 35 to 40 where Kowloon Dairy is preferred. Moreover, consumption f 
Daily Farm milk decreases when age increases (figure 4.11.2.3). 
With respect to marital status, Daily Farm is the leading brand in all 
martial status except those respondents who are divorced. Among those who 
choose Dairy Farm, higher percentage is found in single respondents. 
Moreover, lower percentage of married people do not consume milk product 
(figure 4.11.2.4). 
Thirdly, higher income groups tend to consume less milk product than 
the lower income groups. The ranking of the top two ranked brands remain the 
same throughout all income groups. However, among those who select Daily 
Farm as the most favourite brand, higher proportion is found in the lower 
income groups (figures 4.11.2.5 and 4.11.2.6). 
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B. Nourishing Drink.? 
Holicks is the leading brand with 34 per cent of respondents choose it 
as the most favourite brand. Ovaltine (22.3%) ranks second and Milo (12.5%) 
ranks third. A relatively large percentage (24%) of respondents do not drink 
nourishing drinks (figure 4.11.2.7). 
Preference for nourishing drink dependent on sex, age. education level, 
marital status and income respectively. 
Higher percentage of male (26.9%) do not consume nourishing drink 
than that of female (21.6%). Among those who prefer Horllcks, female has 
higher preference of Horlicks than that of male. The situation is reversed for the 
case of Ovaltine (figure 4.11.2.8). 
The ranking of the top three brands remain the same with respect to 
different age groups (figure 4.11.2.9) and different education standard groups 
(figure 4.11.2.10). 
Increase in income also increase the percentage of not consuming 
nourishing drink. Holicks is the most preferred brand only in market of income 
below $9,000. Whereas for the high income group, range from $11,000 to 
$14 999 Ovaltine dominates (figures 4.11.2.11 and 4.11.2.12). 
C. Instant Cofffifi 
Majority of the respondents do not consume instant coffee. 
Nevertheless, Nescafe dominates the market with 43 per cent respondents 
select it as the most favourite brand. The second ranked brand - Maxwell 
House only accounts for 5 per cent (figure 4.11.2.13). 
Hq cannot be rejected. It cannot be proved that whether there is 
statistical relationship between preference for instant coffee and the five 
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demographic factors. 
D. Beer 
Majority of the respondents (38.7%) do not consume beer. The leading 
brands are Carlsberg (22.1%) and San Miguel (20.7%). The third ranked brand 
is Pabst (6.3%) (figure 4.11.2.14). 
Preference for beer dependent on sex, age, education level marital 
status and income respectively. 
Firstly female consume less beer than male respondents. Among 
individual brand higher percentage of female prefers San Miguel and higher 
percentage of male prefers Carlsberg (figure 4.11.2.15). 
Secondly Carlsberg is the leading brand only in the age groups between 
20 to 29. In the other age groups, 15 t 19 and 30 to 34, San Miguel replaces 
Carlsberg position as the most favourite beer. Moreover, preference for Pabst, 
Lowenbrau and sing Tao increase when age increases respectively. Overall, 
decrease in age will increase the percentage of not consuming beer (figure 
4.11.2.16). 
Thirdly, Carlsberg dominates the high educated market, 
college/polytechnic and above. Whereas San Miguel becomes the top brand 
beer in lower education level secondary/ .1. and below. On the other hand, 
preference for Pabst decreases when education level increases. While 
preference for Lowenbrau increases when education increases (figure 
4.11.2.17). 
With regard to marital status, San Miguel dominates the market of 
respondents who are married without children, married with children and 
divorced. However, Carlsberg holds its first position in the market of single. 
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Finally, when income is taken into consideration, Carlsberg is the most 
favourite beer for middle to high income groups. $7,000 and above. Whereas, 
San Miguel is the leader in the low income class, below $7,000. Moreover, 
preference for Lowenbrau increases when income increases (figures 4.11.2.18 
and 4.11.2.19). 
E. Carbonated Soft Drinks - COIR 
One finding is that Coca Cola heavily dominates the cola market with 
about 84 per cent respondents choose it as the most favourite cola. Other 
brands even not make up of 10 per cent of the market. Pepsi Cola only 
accounts for 6 per cent (figure 4.11.2.20). 
Preference for cola is dependent on sex. . Female has higher 
percentage (4.4%) in not consuming cola than that of male. Among those who 
choose Coca Cola as the most favourite brand higher percentage is found in 
female (89.2%) than male (87.5%). The reverse is true for Pepsi Cola (figure 
4.11.2.21). 
F. Non-Carbonated Soft Drinks - Non Cola 
Crystal Spring Lemon Tea is the leading brand (23%), Yeo's (16.4%) 
ranks second and Welch's Grape Juice ranks third (16.1%). A relatively large 
proportion of respondents (16.6%) do not consume non-carbonated soft drinks. 
On the other hand, the low percentage of the two famous brands - Vita and Hi-
C might be deal to the setting of the question which do not include these two 
brand in the list at the very beginning (figure 4.11.2.22). 
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Preference for non-carbonated soft drink is dependent on sex. age, 
education level marital status and income respectively. 
Crystal Spring Lemon Tea is the leading brand for both sex. For those 
who choose Welch's Grape Juice as the most favourite brand, higher 
percentage of female prefers Welch's than that of male. The reverse is true for 
those who choose Yeo's (figure 4.11.2.23). 
Secondly, Crystal Spring Lemon Tea is the top ranked brand for younger 
age groups between 15 to 29. Whereas Yeo's becomes market leader in older 
age groups between 30 to 40 (figure 4.11.2.24). 
Thirdly with respect to education levels, the ranking of the top three 
brands remain the same. However, for the postgraduate, majority of the 
respondents (20.7%) select 'others' as the most favourite brand (figure 
4.11.2.25). 
Fourthly, preference for different brands vary according to respondents 
with different marital status. Yeo's becomes the top ranked brand in the market 
of married respondents. Whereas Grystal Spring Lemon Tea and Welch's 
Grape Juice dominate the single and divorced markets respectively (figure 
4.11.2.26). 
Finally, preference for different brands also vary greatly according to 
different income groups. Crystal Spring Lemon Tea is the leader in the low 
income market below $7,000. Welch's Grape Juice is the top ranked brand in 
the middle income market, between $7 000 to $12,999. Whereas Yeo's 
becomes the most favourite brand in the high income market, above $13,000 
(figures 4.11.2.27 and 4.11.2.28). 
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G. Carbonated Soft Drinks - Non CDI ^ 
The respective ranking are Seven-up (22.1%), Sunkist (20.6%). Sprite 
(I8.80/0) and Schweppes (16.4%). In fact, unlike Coca Cola which dominates 
the whole cola market market shares of different brands in the noncola market 
are very close (figure 4.11.2.29). 
Preference for non-cola is dependent on age, marital status and income 
respectively. 
Firstly Seven-up is the top ranked brand only in the older age markets, 
with aged 25 to 40. Whereas Sunkist and Sprit are relatively strong in the youth 
market from 15 to 24. Overall, consumption of non-cola decreases when age 
increases (figure 4.11.2.30). 
Secondly with respect to different marital status, Seven-up is the leading 
brand in the market of married people. Whereas Sunkist is preferred by single 
and Sprite dominates the market of divorced people. Moreover, Schweppes 
is relatively strong in the market of married people (figure 4.11.2.31). 
Lastly preference of non-cola vary greatly according to different income 
groups. Seven-up remains the first or second ranked brand in all income 
groups it is particularly strong in the high income classes, above $13,000. In 
addition Schweppes ranks number one in the higher income markets, with 
income between $9,000 to $12,999. Relatively speaking, Sprite is strong in the 
lower income class, below $6,999 (figures 4.11.2.32 and 4.11.2.33). 
247 
F I G U R E 4 . 1 1 . 2 . 2 9 
PREFERENCE SHARE OF CARBONATED 
SOFT DRINKS - NON COLA 
Do no t consume 8.8510 
Seven-up 22 .13Q 
248 
FIGURE 4.11.2.30 
PREFERENCE SHARE OF CARBONATED 
3Q • SOFT DRihKS - NQN COLA AGE 
‘ ra 
2 8 . 0 - \ 
2 6 . 0 - n ^ 
2 ( 0 - z \ 
2 2 . 0 - / > \ 
^ - f y ^ J 
\ is_ - \ - :™ 
(/3 ^ V n , , X \ X 
X X 
^ 1 2 . 0 n 0 
1 0 . • \ x^ x^^  U K 
B.O X - , 
… y … p 
_ _ 
1 2 3 4 5 6 7 8 
CARBONATED SOFT DRINKS - NON COLA 
K Z ] 1 5 - 1 9 2 0 - 2 4 ^ 2 5 - 2 9 [ ^ Z ] 3 0 - 3 4 ^ 3 5 - 4 0 
FIGURE 4.11.2.31 
PREFERENCE SHARE OF CARBONATED 
SOFT DRINKS- NON-COLA MARTIAL STATUS 
4 0 . 0 - ] — 
3 5 . • — X 
X 
3 0 . 0 — X 
X 
00 \ . . 
S - • ^ ^ 
X F] 
n 
b 15 • X C \ ^ X 
5 - xSx xAx NR XSK XSK _ [ 
0.0 _ _ _ _ _ _ R f I H 
1 2 3 4 5 6 7 8 
CARBONATED SOFT DRINKS - NON COLA 
[ \ I s i ng l e [ / Z ^ j m a r r i e d w / o c h l I d 
k \ \ J m a r r i e d w / c h ( I c t - e n r \ 7 ] d i v o r c e d 
249 
FIGURE 4.11.2.32 
PREFERENCE SHARE OF CARBONATED 
35 • SOFT DRINKS-NQN COLA INCOME 
3 0 . 0 -
25.• - pn 
^ ^ n 
I 20.0 X \ 
I 15 - ) . g 
5 . 0 \ X \ \ 
0 . 0 _ _ II ^ [H 
^ 2 3 4 5 6 7 8 
CARBONATED SOFT DRINKS - NON COLA 
9 9 8. BELOW [ ^ J3QDD-$4999 
$ 5 0 0 0 - $ 6 9 9 9 f X T I $ 7 0 0 0 - 5 8 9 9 9 
FIGURE 4.11.2.33 
PREFERENCE SHARE OF CARBONATED 
0 SOFT D NKS_NON COLA INCOME 
3 0 . 0 - • 
n P^X 
25.• - • 
I 2 0 . 0 - 0 ^ ^ 
X X N X 
- - S x \ X a . \ X i 
0 . 0 
1 2 3 4 5 6 7 8 
CARBONATED SOFT DRINKS - NON COLA 
1 9 0 0 0 - $ 1 0 9 9 9 [ ^ $11QDQ-$12999 
\ J J 1 3 0 0 Q - $ 1 ^ 9 9 9 [ X Z 1 $ 1 5 0 0 0 6. ABOVE 
271 
4.11.3 Daily Products 
A. Toilet Soap 
Imperial Leather is the leading brand with 24 per cent of respondents that 
like it most. While Lux (20.3%) ranks number two and Zest (16.6%) ranks third 
(figure 4.11.3.1). 
Preference of toilet soap is dependent on sex, age, education level, 
marital status and income respectively. 
Relatively speaking, male respondents (29.8%) prefers Imperial Leather 
than female respondents (20.2%). While female (21.3%) prefers Lux than male 
respondents (18.9%). Female also has higher percentage of not consuming 
toilet soap (figure 4.11.3.2). 
Imperial Leather is the leading brand in all age groups except 15 to 19 
where Lux is preferred. Moreover, when age increases, there is an increased 
in the preference of Imperial Leather. On the contrary, when age decreases, 
preference of Zest increases (figure 4.11.3.3). 
Imperial Leather is the leading brand in all education levels particularly 
for the respondents with postgraduate education (38.7o/o) (figure 4.11.3.4). 
B. Toothpaste 
Colgate is the leading brand with over 51 per cent of respondents 
choose it as the most favourite brand. Darkie (33.5%) ranks second and Crest 
(9.50/0) ranks third. Other brands account for only negligible market share 
(figure 4.11.3.5). 
Preference of toothpaste is dependent on education level marital status 
and income respectively. 
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Firstly’ Colgate is the most favourite brand for respondents of all 
education levels. Secondly, the preference of Crest increases when education 
level increases. Moreover, Darkle is more appeal to the less educated 
consumers, for example, 41.5 per cent of respondents with education level of 
primary and below like Darkie when compare to only 15.6 per cent of 
postgraduate like it most (figure 4.11.3.6). 
With respect to income, Colgate still dominates all income groups. 
Darkie ranks number two only in the low to middle income group, with income 
$8 999 and below. While Crest is preferred to Darkie by the respondents in 
higher income groups, i.e. with income $9,000 and above. Increase income will 
increase the preference for Crest (figures 4.11.3.8 and 4.11.3.9). 
C. Toothbrush 
Reach is the leading brand with about 35 per cent respondents that like 
it most. Colgate (21.1%) comes second and Jordan (15.1%) ranks third (figure 
4.11.3.10). 
Preference of toothbrush is dependent on age, education level marital 
status and income respectively. 
Firstly Reach dominates all age groups. However, preference for Reach 
decreases when age increases except for the age group 15 to 19. Secondly, 
for those who prefer Colgate, higher percentage is found in age group 15 to 19 
(31.2) than the other age groups. Thirdly, preference for Oral B increases when 
age increases except for the age group 35 to 40 (figure 4.11.3.11). 
Reach and Colgate are the number one and number two brands 
respectively in all markets with different education levels except for the 
postgraduate in which they choose 'others' as the most preferred brand. 
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Moreover preference of Oral B increases when education level increases (figure 
4.11.3.12). 
With respect to income, Reach again dominates all markets except 
respondents with income $13,000 to $14,999. While Colgate ranks second 
only in the low to middle income markets, i.e. range from $2,999 and below to 
8,999. Jordan ranks either second or third in all markets. Moreover, preference 
for Oral B increases when income increases (figures 4.11.3.14 and 4.11.3.15). 
D. A alaesics 
Panadol dominates the analgesics market with over 50 per cent 
respondents choose it as the most preferred brand. There is about 25 per 
cent of respondents do not consume any analgesics. The second most 
preferred brand, Cartal, only accounts for 9.7% and Po Chai Pills (5.6%) ranks 
third (figure 4.11.3.16). 
Preference of toothbrush is dependent n sex age, education level 
marital status and income respectively. 
Higher proportion of female respondents prefer Panadol and Cortal than 
that of male respondents. While higher proportion of male respondents prefer 
Po Chai Pills than that of female respondents (figure 4.11.3.17). 
Gonsumptio of analgesics increases when age increases. Panadol is 
the leading brand in all age groups. Also, consumption of Panadol increase 
when age increases. While among the respondents who prefer Po Chai Pills, 
highest proportion is found In the eldest age group, 35 to 40 (8.3%) (figure 
4.11.3.18) 
With respect to education level Panadol still dominates all education 
levels. Moreover, consumption of Panadol increases when education level 
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increases especially for the postgraduate where over 61 per cent of 
respondents choose Pa adol as the most favourite brand. However, 
consumption of Cortal decreases when education level increases. For those 
who choose Po Chai Pills as the most favourite brand, higher percentage is 
found in respondents with lower education level (figure 4.11.3.19). 
Being the leading brand, Panadol dominates the choice of all income 
groups. Cortal only remains the second most favourite brand in the low to 
middle income market. While for the high income groups, above 13,000, 
Contax 500 ranks second (figures 4.11.3.21 and 4.11.3.22). 
E. Tissue Paper 
Majority of the respondents (36.1%) select 'others' brand as their most 
favourite brand. After that, Kleenex (20.3%) is the leading brand and Andrex 
(18.9%) follows (figure 4.11.3.23). 
Preference of tissue paper is dependent on age and marital status. 
Majority of respondents in all age groups select 'others' as the most favourite 
brand. Moreover, Kleenex is the leading brand only in the younger market, 
aged 29 and below. While Andrex becomes the most favourite brand in the 
elder market with aged 30 and above (figure 4.11.3.24). 
F. Detergents 
Wonderful Liquid Detergent is the leading brand with 54 per cent of 
respondents choose it as the most favourite brand. Magiclean (14.5%) which 
has far lower percentage than Wonderful ranks second. However, a relatively 
large percentage of respondents (17.3%) select 'others' (figure 4.11.3.26). 
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Preference of detergent is dependent on sex. age, manta status and 
income respectively. 
I general greater percentage of male respondents (6.1°/o) than that of 
female (2.2%) in n t consuming detergent. For individual brand, higher 
percentage of female respondents prefer Wonderful Liquid Detergent than that 
of male (51.3%). F the number two brand, male respondents (16.5°/o) prefer 
Magiclean than that of female respondents (12.9%) (figure 4.11.3.27). 
Secondly, total consumption f detergents increases when age 
increases. Wonderful Liquid Detergent dominates all age groups. Similarly, 
Magiclean ranks second in all age groups. Moreover, consumption of 
Magiclean increases when age increases (figure 4.11.3.28). 
According to marital status, single (5.1%) and divorced (6.9%) 
respondents are more likely in not consuming detergent than those who have 
bee married. Among the frequent users of Magiclean, higher percentage is 
found in respondents who a e married (figure 4.11.3.29). 
The ranking of top three brands remains the same with regard to different 
income classes (figures 4.11.3.30 and 4.11.3.31). 
G. Batteries 
Eveready is the leading brand which accounts for about 58 pe cent of 
the response rate. National ( 2 3 . r a n k s second and Duracell ranks third 
(19.9%) (figure 4.11.3.32). 
Preference of batteries is dependent • sex age, education level, marital 
status and income respectively. 
Higher percentage of male (2.9%) than female (6.2%) in consuming 
batteries. For individual brand, male (41.7%) has higher preference for 
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Eveready than that of female (35.1%). While female has higher preference for 
National and Duracell than that of male (figure 4.11.3.33). 
With respect to age, Eveready still dominates all age groups with 
particularly higher proportion in elder groups, aged 30 and above. While 
Duracell ranks third in all age groups, National is relatively strong in elder 
markets (4.11.3.34). 
Thirdly, Eveready ranks first regardless the education level. On the other 
hand, preference for National decreases when education level increases. 
Whereas preference for Duracell increases when education level increases 
(figure 4.11.3.36). 
Finally Eveready is the strongest brand in all income classes. National 
is more preferred by the lower income class respondents. It ranks number two 
only in markets with income $6,999 and below. Whereas Duracell is preferred 
to National in the higher income groups with income $11,000. Preference for 
Duracell increase when income increases (figures 4.11.3.37 and 4.11.3.38). 
H. Laundry Deterae ts 
Vigor 33 is the most favourite brand with 30 per cent of the respondents 
choose it as the most favorite brand. Fab (18.2%) comes second and 
Wonderful Detergent (13.2%) follows (figure 4.11.3.39). 
Preference of laundry detergent is dependent on sex, education level 
marital status respectively. 
For individual brand female (30.3%) has higher preference for Vigor 33 
than that of male (28.9%). While for Fab and Wonderful Detergent male has 
relatively higher preferences (figure 4.11.3.40). 
The percentages of do not consume laundry detergent are relatively 
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high in the groups of single and divorced. Vigor 33 remains the top ranked 
brand in all marital status except for the divorced where Wonderful Detergent 
dominates (figure 4.11.3.41). 
Generally speaking, increase in education standard will decrease the 
consumption of laundry detergent. The ranking for the top three brands remain 
the same in all income groups (figure 4.11.3.42). 
I. Video Cassette Tapes 
About 29 per cent of respondents do not consume video cassette tapes. 
Fuji is the most favourite brand with 27 per cent of the respondents select it. 
National (16.4%) ranks second. While relatively large percentage (18.0%) of 
respondents prefer 'others' (figure 4.11.3.43). 
Preference of video cassette tape is dependent on sex, age, and income 
respectively. 
In general, female consume less video cassette tapes than that of male. 
For individual brand preference higher percentage of female (29.1%) prefer Fuji 
than that of male respondents (24.5%) but reverse is the true for other brands 
such as National and JVC (figure 4.11.3.44). 
While Fuji is preferred by respondents from all age groups, National has 
higher preference among the elder age group, aged 30 and above (figure 
4.11.3.45). 
With respect to income lower income groups consume less video 
cassette tapes than higher income groups. Fuji ranks top in all income groups 
except $15,000 or above. On the other hand, National is the number one brand 
in the highest income group, $13,000 and above (figures 4.11.3.46 and 
4.11.3.47). 
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J. Camera Film 
Two large brands dominate the whole camera film market. With Kodak 
being the market leader (47.5%) and Fuji (36.8%) comes second. Other brands 
accounts for 5 per cent only (figure 4.11.3.48). 
Preference of camera film is dependent on sex, age, and income 
respectively. 
Interestingly, higher percentage of male (13.2%) do not consume camera 
film than that of female(8.8%) (figure 4.11.3.49). 
Secondly consumption of camera film decreases when age increases. 
The ranking of the top two brands remain the same regardless the age 
difference (figure 4.11.3.50). 
Thirdly, consumption of camera film will decreases when income 
decreases. For those who prefer Kodak, higher proportion is found in the 
higher income groups, with income $9,000 and above (figures 4.11.3.51 and 
4.11.3.52). 
K. Sports Shoes 
Reebok is the leading brand with 26 per cent of respondents select it as 
the most favourite brand. Adidas (16.7%) ranks second and Nike (11.8%) 
follows (figure 4.11.3.53). 
Preference of sports shoes is dependent on sex, age, education and 
income respectively. 
I general higher percentage of female (14.3%) do not consume sports 
shoes when compare to male (6.1). Reebok (29.6%) dominates the female 
market. Whereas Addidas and Nike gain higher preference by male than that 
of female (figure 4.11.3.54). 
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Being the top brand in the overall market, Reebok ranks first only in the 
younger age groups, aged 29 and below. Whereas in the elder age groups, 
aged over 30 Adidas becomes the most preferred brand (figures 4.11.3.55 and 
4.11.3.56). 
Ranking of the top three brands remain the same regardless the 
difference in education standard except for the respondents with 
college/polytechnic education level (figures 4.11.3.57 and 4.11.3.58). 
Ranking of the top three brands are more or less the same if income is 
also take into consideration. However, lower income groups, $6,999 and below 
tend to consume less famous brands but 'others' (figures 4.11.3.59 to 
4.11.3.62). 
L. Jeans 
Majority of the respondents (36%) like to consume 'others' brand. In 
such a way that the top three brands only account for total 36 per cent of the 
response rate. The respective ranking are, Levis (13.9%), Big John (12.2%) and 
Giordano (10.7%) (figure 4.11.3.63). 
Preference of jean is dependent on age marital status and income 
respectively. 
Preference for different brands vary greatly with respect to different age 
groups. Preference for Levis increases when age increases and it is the top 
brand only in the elder age groups, aged above 30. Whereas Giordano is 
particularly strong in the youngest market where it becomes the most favourite 
brand. Big John is the top brand in age group between 20 to 29. Moreover, 
Apple Jeans is also strong in the elder market, aged over 30 where it ranks 
second. Last but not the least, decrease in age will increase the consumption 
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of 'others' brand (figure 4.11.3.64). 
The high proportion of buying ‘other, brands so not vary according to 
different marital status. However, Levis is the leader only in the market of 
respondents who are married with children or divorced. Whereas in the other 
two groups, single and married without children, Big John is preferred (figure 
4.11.3.65). 
Within all income groups, lower to middle income groups, income below 
11 000 are more likely to buy 'others' brand. Levis dominates the high income 
market Big John dominates the middle income market and Giordano becomes 
the most preferred brand in the lowest income market, below $3,000 (figures 
4.11.3.66 and 4.11.3.67). 
M. Talcum Powder 
Majority of the respondents (46.1%) do not consume talcum powder. 
However, Johnson's dominates the market with 44 per cent of respondents 
select it as the most favourite brand. The second brand-Cussions only has 6 
per cent (figure 4.11.3.68). 
Preference of talcum powder is dependent on sex education and marital 
status respectively. 
Male respondents (51.5%) has 10 per cent more in not consuming 
talcum powder than the percentage of female (41.8%) (figure 4.11.3.69). 
With respect to education level, increase in education level will decrease 
the consumption of talcum powder. Same trend occurs for the preference for 
Johnson's talcum powder (figure 4.11.3.71). 
Respondents who are single or married with children have greater 
proportion of not consuming talcum powder. Nevertheless, Johnson's still 
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dominates the market regardless of different marital status (figure 4.11.3.70). 
N. Shampoo 
Rejoice is the leading brand with 21 per cent of respondents choose it 
as the most favourite brand. The respective ranking are Kao (18.1%) and Wella 
(12.4%). Relatively high percentage of respondents use 'others' brand (figure 
4.11.3.72). 
Preference of shampoo is dependent on sex, age, education level, and 
income respectively. 
For male respondents, Head & Shoulder replaced Wella as the second 
preferred brand. For those who choose Head & Shoulder or Rejoice, male has 
higher preference than female in these two brands. Whereas, for those who 
select Wella as the most favourite brand, higher percentage is found in female 
respondents. Lastly, similar preference of male and female exists for Kao 
(figure 4.11.3.73). 
Secondly, Rejoice is the leading brand only in age between 20 to 34. 
Whereas for the youngest- 15 to 19 and the eldest group- 35 to 40, Kao ranks 
first. In addition, consumption of Head & Shoulder increases when age 
increases (figures 4.11.3.74 and 4.11.3.75). 
Thirdly, Rejoice is the leading brand in market of different education 
levels except the market of lowest education level primary and below. It is 
particulary strong in high educated market which is far better sales (22.8%) than 
the number two brand _ Head & Shoulder (10.9%). Consumption of Kao and 
Wella decrease when education level increase. Whereas consumption of Head 
& Shoulder increases when education level increases (figures 4.11.3.76 and 
4.11.3.77). 
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Finally, Rejoice ranks top in market with income above $4,999. Whereas 
Kao replaces Rejoice as the number one brand in the lowest income group with 
income below $5,000. However, it is particularly weak in the higher income 
market income $9,000 and above where Wella and Vidal Sassoon replace it as 
the second and third most preferred brand respectively (figures 4.11.3.78 to 
4.11.3.81). 
O. Conditioner/Creme Rinse 
Majority of the respondents (26.1%) do not consume condition/creme 
rinse. It may deal to the reason of high percentage usage of Rejoice which is 
a two in one shampoo. The respective ranking are Kao (22.1%), Wella (17.9%) 
and New Vidal Sassoon (6.9%) (figure 4.11.3.82). 
Preference of conditional/cream rinse is dependent on sex, age, 
education level, and income respectively. 
The ranking of the top three brand remain the same in both sex. For 
individual brand, more female prefer Wella and New Vidal Sassoon than that of 
male. Whereas male prefer Kao than that of female. In addition, higher 
percentage of male respondents do not consume conditioner/cream rinse than 
that of female (figure 4.11.3.83). 
Secondly, consumption of conditioner/cream rinse decreases when age 
increases. Kao is very strong in the youth market, 15 to 24 where it outweighs 
the second brand-Wella in great percentage. However, Wella is relatively strong 
in the elder market, 25 to 40 (figures 4.11.3.84 and 4.11.3.85). 
Thirdly, with respect to education level, preference for Kao and Wella 
decrease when education standard increases respectively. On the other hand, 
New Vidal Sassoon becomes the leading brand in consumer with postgraduate 
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education level. Moreover, for the respondents with university or postgraduate 
level majority of them do not consume conditioner/cream rinse (figures 
4.11.3.86 and 4.11.3.87). 
Lastly majority of the higher income respondents do not consume 
conditioner/cream rinse. Kao has a leading position only in the low to middle 
income groups below $9,000. Whereas Wella has a strong position in high 
income group, above $9,000 (figures 4.11.3.88 to 4.11.3.91). 
P. Diskettes 
Majority of the respondents (60.9%) do not consume diskettes. The 
respective ranking are Maxell (12.1%), Dysan (8.1%) and 3M (6.4%) (figure 
4.11.3.92). 
Preference of diskettes is dependent on sex, age, education level marital 
status and income respectively. 
Higher percentage of female (65.6%) do not consume diskettes (figure 
4.11.3.93). The ranking of the top three brand remain more or less the same 
for different age groups. DASF becomes the number two brand in eldest age 
group - 35 to 40 (figure 4.11.3.94). 
With respect to education level consumption of diskettes increases when 
education level increases. Maxell remains the market leader except for the 
consumer with postgraduate education level where Dysan outweighs Maxell a 
lot. Moreover, consumption of Dysan increases when education level increases 
(figure 4.11.3.95). 
Lastly, higher income groups tend to consume more than that of lower 
income groups. The ranking of top two brand do not vary much with respect 
to different income classes (figures 4.11.3.96 and 4.11.3.97). 
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4.11.4 Ladies Products 
A, Moistuhsina Cream fFace) 
Oil of Ulan (24.4%) Johnson's Baby Lotion (13.4%) and Ponds (6.4%) 
are the top three brands often used by female. Only twelve per cent of the 
female respondents do not use moisturising cream. The least popular brand is 
Uoreal (1.0%) which is famous for it hair care products rather than facial cream 
(Figure 4.11.4.1). 
Preference of moisturising cream (face) depends on income, education 
level and martial status. 
Oil of Ulan is a popular brand for all groups. Generally, there is a 
decreasing trend of 'do not consume when age education level and income 
of the respondents increase. Besides, for the older age, higher income and 
better educated respondents there is an increasing percentage of using 'other' 
brands products which may include a lot of moistuhsers from the cosmetic 
companies. There is no significant trend in the preference of brands among 
different martial status groups respondents (Figure 4.11.4.2 to Figure 4.11.4.4). 
B^  Cosmetics 
Max Factor (15.1%), Estee Lauder (7.7%) and Lancome (6.8%) are the 
top three most popular brands preferred by the respondents. Over ne-thi d of 
the respondents (38.3%) do not consume cosmetics. his implies that Hong 
Kong female is not so fond of make up (Figure 4.11.4.5). 
Preference of cosmetics depends on age, income, education level and 
martial status. 
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There is a general decreasing trend of 'do not consume when aae and 
income increase. Max Factor is the dominant brand in the younger age groups 
(age 24 & below) while its popularity decreases as age of the respondent 
increases. Lancome becomes the most popular brand for the female aged 35-
40. For the two on-the-shelf brands, Cover Girl are more popular among 
females of aged 24 and below while Maybelline is more popular among females 
of older age groups (Figure 4.11.4.6). The higher the income and education 
level, the higher the probability of the respondents to choose the sophisticated 
brands such as Estee Lauder and Lancome. The proportion of the higher 
income and better educated female to consume the ‘other brands is higher 
than the other females. It may be because these ladies are better informed and 
have more money to consume the others famous cosmetics brands. There is 
no significant trend for the preference of brands among different martial status 
groups (Figure 4.11.4.7 to Figure 4.11.4.9). 
a Skin Care 
The most popular brands are Max Factor (10.9%) and Clinique (9.3%). 
The remaining brands share the market more or less equally. This implies the 
skin care market is very fragmented. Nearly one third of the female (32.0%) do 
not consume skin care products (Figure 4.11.4.10). 
Preference of ski care products depends on age, income and education 
level. 
There is a significant higher percentage of 'do not consume' among 
female of younger age, less educated and low income. However there is n 
significant trend in each of the demographic group for the preference of different 
brands of the skin care products. Except for the better educated females, there 
is an increasing trend to use ‘other brandnames products than the females with 
lower education level (Figure 4.11.4.11 to Figure 4.11.4.14). 
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CHAPTER V 
CONCLUSIONS AND RECOMMENDATIONS 
Since most respondents agree that the society is forever changing and 
they want to be well read and well informed, the most popular television 
programmes are News Report and Political and Parliamentary programmes. 
There is an obvious opportunity for business related to provision of information 
such as publishing and broadcasting business. This is particularly true with the 
imminent of 1992 when the local Cable Television Broadcasting Company starts 
to operate. The communication business of Hong Kong will enter a new era 
and the pattern of marketing activities might be changed completely. Further 
study is recommended in order to get more accurate information in this aspect. 
Respondents agree that our society is forever changing and most of 
them say that they would like to try new and different things. Marketing people 
should therefore be more creative and more innovative in designing marketing 
programmes. With the revolution in our broadcasting system, this would be 
particularly essential. 
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Over ninety percent of the respondents agree that a woman should seek 
her own career. However, a majority of over sixty five percent of the 
respondents also agree that a woman's life is fulfilled only if she can provide 
a happy home for her family. It is evident that it is generally accepted for 
women to play dual roles in life - to play well in both their work and their family. 
The class of working women thus represent a huge potential market which 
would have a great demand for convenience including convenience in location, 
operation and usage. There should be opportunities for new convenient 
products such as food, beverages and household products, etc. A more 
detailed research is recommended to find out the real potential of this group. 
A high percentage of the respondents (over 70%) agree with the 
statements "I believe that filial piety is very much alive in our society." and "I 
listen to the advice of my elders.". Also, a high percentage of the people say 
that they are the happiest when they are with their family and that they are 
most satisfied with the relation with their parents. All these highlight the 
importance of family influence in decision making including the buying and 
consumption decisions. 
At the same time, most respondents agree that it is important to feel 
that they are part of a group and they are the happiest when they are with their 
friends. Most people also think that it is the most important to have a secured 
life, sense of belonging and warm relationship with others. The importance of 
group influence can thus be inferred. 
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It is found in Section IV what people want most in life is health. This 
kind of health consciousness implies potential for health products like all kinds 
of low calorie food and beverages. 
Results of Section XI show that the market of retailing is dominated by 
Japanese department stores which are characterized by the cleanliness and 
neatness within their stores and also the variety of products offered. They 
emphasize the idea of one stop shopping which provides most convenient and 
efficient shopping for their customers and thus meet the needs of Hong Kong 
people for convenience. 
Over seventy five percent of the respondents say that they sometimes 
or often visit fast food shops like McDonald, Cafe de Carol and Fairwood. 
Again the need for convenience and efficiency can be fulfilled by visiting these 
shops. McDonald is particularly successful which can be attributed to its 
success in appealing to the family, the core unit of our society as a whole. 
Because of the high consciousness for time, convenience and efficiency, 
a high percentage of respondents are also found to visit chain shops with 
numerous branches more often than other one-shop stores. The trend for 
chain operations is therefore expected to continue and even to become more 
prominent. 
We can conclude from our analysis that although the young generation 
of Hong Kong are brought up in a mixed culture environment, many of them are 
still under the influence of Chinese culture and traditions. They put family in a 
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high position and they enjoy staying with their family. The importance of family 
influence can thus be presumed. On the other hand, it can be observed that 
Hong Kong is a city of very fast rythm, convenience and efficiency is what most 
people are looking for. These two words would also be the secret to doing 
business successfully in Hong Kong. 
However, analysis of the research results identifies quite a lot of 
difference among various demographic groups in terms of their attitudes, 
interests and opinions. These differences appear to be sufficient to suggest 
that the individual groups could have quite different consumption habits and 
buying motives. Observation tends to confirm this conclusion. Accordingly, it 
would be unwise to expect a single market strategy to appeal to the entire 
Hong Kong market. Rather, it is necessary, if not essential, to make some 
targeting decisions from the very outset. 
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CHAPTER VI 
LIMITATIONS 
1. Non-probability sampling 
Despite the fact that convenience sampling is very extensively 
used in practice it is likely to be less valid than a probability sample. The fact 
that the respondents are not selected probabilistically precludes a assessment 
of ‘sampling error' and thus we cannot place bounds on the precision of the 
results. 
2. Selection bias 
I convenient sampling the interviewer is not assigned particular 
units to be interviewed. The interviewer is given general guidelines, but the 
selection of specific units is within his or her discretion. In practice this means 
the ‘interviewer's bias' in selecting respondents. The interviewer only samples 
those study objects that are readily accessible with a minimum amount of effort. 
One particular point to note is that since the research assistants, 
who are responsible for delivering the questionnaires, are mainly students from 
the Chinese University of Hong Kong (CUHK), the final sample consists of a lot 
of student respondents from CUHK. This causes the sample bias. 
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3. Non-response bias 
Non-response bias is inevitable in any kind of survey. Though 
personal collection of the finished questionnaire is used to minimize the chance 
of non-response in this survey, there is still a certain amount of non-responses. 
The reason for the non-response is not known, and so does the probability of 
the non-response to have different characteristics and opinions from those who 
do respond. 
4. Response bias 
We assume all of the respondents are rational people and they will 
answer each question according to their real situations and opinions. However, 
we cannot assure that all of the responses are completely reliable due to 
misunders tand ing or careless thinking of the questions. A simple and straight 
forward questionnaire is designed to minimize this bias. 
5. Question bias 
Owing to the length of the questionnaire, we find there are quite 
a lot of item non-responses in the collected questionnaire. Questionnaires that 
omit complete section are thrown away and thus increase the non-response 
error. Moreover, there is problem in coding the open-ended question 
concerning the occupation and job nature of the respondents in Section 11. in 
order to avoid inconsistent treatment, one coder was particularly assigned for 
coding these two questions. However it is sometimes very difficult to precisely 
categorise the respondents into proper occupation groups, thus judgement bias 
is inevitable. 
6. Content validity 
"Content validity concerns the extent to which the measurement 
instrument appears to be measuring the characteristic it is intended to 
measure."1 In this questionnaire, the questions were set in a fixed alternation 
question form for the advantages of easy to record, tabulate and analysis. 
However, there would be situation where the answers do not accurately reflect 
the true state of affairs. For example, only 6 categories were provided in Section 
I concerning the extent of agree or disagree of the attitudes statements. 
However, the opinion of the respondent towards a particular statement was 
somewhat between the points of scale. But the questionnaire does not allow 
this. There is a trade-off between the reliability and validity of fixed alternative 
questions. Reliable question are associated with lower validity. 
7. Reliability 
"A reliable measurement is one that will deliver consistent results 
and be relatively free from random e r ro r .The fixed alternative question is 
designed for the purpose of being more reliable, however, no test was given to 
measure the reliability of the questionnaire. It is suggested that equivalence 
approach, which is concerned with the internal consistency of the questionnaire, 
should be conducted. However, due to the limitation on time, no such analysis 
was performed. 




8. Narrow scope of the study 
Since this is a cross sectional research study that the 
characteristics of the sample members are measured once, we cannot teli any 
trend or change in characteristics of the attitudes over time. 
Moreover, this questionnaire was used to collect some basic 
information about the life styles and values of the new Hong Kong generation. 
An overview of their attitudes towards life frequency of participation in leisure 
activities and preference of brands etc. can be drawn from the results. However, 
the investigation of reasons and criteria that affect the respondents selection 
is beyond the scope of this study. 
Appendix I 
APPENDIX 1 
TRANSLATED VERSION OF THE QUESTIONNAIRE 
Section I 
The following are some statements about you and your attitudes towards life. Please indicate 
the extent to which you agree or disagree with each of the fol lowing statements. 
1 : Strongly Disagree 
2 = Disagree 
3 = Somewhat Disagree 
4 = Somewhat Agree 
5 Agree 
6 = Strongly Agree 
1. equently act on hunches 1 2 3 4 5 6 
2. I have more self-confidence than most people 1 2 3 4 5 6 
3. I like stimulation and changes 1 2 3 4 5 6 
4. I would rather work smart than work hard 1 2 3 4 5 6 
5. I would rather fight than compromise 1 2 3 4 5 6 
6. My feelings tend to guide my life more than reasoning 1 2 3 4 5 6 
7. I think I am trendy 1 2 3 4 5 6 
8. I don't like to have the number "4" in my registration 1 2 3 4 5 6 
or licence number 
9. I often try new ideas or products before my friends do 1 2 3 4 5 6 
10. I think I am more independent than most people 1 2 3 4 5 6 
11. I like humour and jokes 1 2 3 4 5 6 
12. I would like to try new and different things 1 2 3 4 5 6 
13. I prefer to live a g amorous life 1 2 3 4 5 6 
14. Most people are trustworthy and honest 1 2 3 4 5 6 
15. I will take whatever it costs to make the ends meet 1 2 3 4 5 6 
16. Money can solve most of the problems in this world 1 2 3 4 5 6 
17. I am pessimistic about my future 1 2 3 4 5 6 
18. want to live every moment of my life 1 2 3 4 5 6 
19. Relying on geomancy (fengsui) in choosing my 1 2 3 4 5 6 
residence is wise 
20. I am very careful about spending my money 1 2 3 4 5 6 
21. To buy anything (other than a house or car) on credit 1 2 3 4 5 6 
is unwise 
22. Financial stability is very important to me 1 2 3 4 5 6 
23. My greatest achievements are ahead of me 1 2 3 4 5 6 
24. I like to receive attention 1 2 3 4 5 6 
25. I want to get ahead financially 1 2 3 4 5 6 
26. I want to be well read and well informed 1 2 3 4 5 6 
27. A sense of accompl ishment is perhaps the most 1 2 3 4 5 6 
important reward in a job 
28. My social status is an important part of my life 1 2 3 4 5 6 
29. I like to stick to traditional ways of doing things 1 2 3 4 5 6 
30. I believe religion is an important part of my life 1 2 3 4 5 6 
31. I believe that filial piety is very much alive in our 1 2 3 4 5 6 
society 
32. I often feel like rebelling against social norms 1 2 3 4 5 6 
33. Respect for authority is important in our society 1 2 3 4 5 6 
34. TV is my main form of entertainment 1 2 3 4 5 6 
35. My parents are conservative 1 2 3 4 5 6 
36. believe that our educational system is good 1 2 3 4 5 6 
37. I trust reporting by the newspapers 1 2 3 4 5 6 
38. I listen to the advice of my elders. 1 2 3 4 5 6 
39. The modern society is forever changing 1 2 3 4 5 6 
40. It's important to feel that I am part of a group 1 2 3 4 5 6 
41. My family is the single most important thing to me 1 2 3 4 5 6 
42. A woman's life is fulfilled only if she can provide a 1 2 3 4 5 6 
happy home for her family 
43. It is wrong to have sex before marriage 1 2 3 4 5 6 
44. I often feel left out of things around me 1 2 3 4 5 6 
45. Conforming to social norms is very important to me 1 2 3 4 5 6 
46. Having more than two children is good for the society 1 2 3 4 5 6 
47. Advertisements usually present a true picture of the 1 2 3 4 5 6 
product 
48. A woman should seek her own career 1 2 3 4 5 6 
49. Achievement in educat ion is important for me to get 1 2 3 4 5 6 
ahead in life 
Section II 
Of the following four categories, which is the most important to you? Please circle one answer 
only. 
1. Having self respect and being well respected by others. 
2. Having a secured life, sense of belonging and warm relationship with others. 
3. Having a sense of accomplishment and self fulfilment. 
4. Having fun and enjoyment in life. 
Section III 
The following are some aspects concerning your level of satisfaction or dissatisfaction with what 
you already have. Please indicate the extent to which you are satisfied or dissatisfied with the 
fol lowing items in your life by circling the appropriate number against each statement using the 
scale as follows: 
1 = Very dissatisfied 
2 = Dissatisfied 
3 = Somewhat Dissatisfied 
4 = Somewhat Satisfied 
5 = Satisfied 
6 = Very Satisfied 
1. Money 1 2 3 4 5 6 
2. Friends 1 2 3 4 5 6 
3. Love affair/romance 1 2 3 4 5 6 
4. Job (if your are working) 1 2 3 4 5 6 
5. Study 1 2 3 4 5 6 
6. Relation with parents 1 2 3 4 5 6 
7. Leisure 1 2 3 4 5 6 
8. Your physical appearance 1 2 3 4 5 6 
9. Sexual life 1 2 3 4 5 6 
10. Material comfort 1 2 3 4 5 6 
Section IV 
In this section, we would like to know about your hopes and wishes. Please answer tho 
following three questions: 
1. What I want most in my life are: (Please circle the top three wishes) 
1. Freedom 
2. Position / Status 
3. Happiness 
4. Success in work / study 
5. Youthfulness 
6. Reputation 








15. Good Looks 
16. Stability (Job, home,etc.) 
17. Security 
2. I feel happiest when: (Please circle three responses) 
1. I am with my friends 
2. I am with my family 
3. I am with the opposite sex 
4. am engrossed in sports or hobbies 
5. I am all by myself 
6. am doing something for other people 
7. I am studying or trying to improve myself 
8. I am at work 
9. I am relaxing 
3. I would like to work for: (including what you are doing if you are satisfied). Please circle 
one 3 svvGr nly. 
1. Multi-national company 
2. Government 
3. Public utilities 
4. Local company 
5. My own business 
6. Non-profit organization (e.g. welfare organisation, foundations) 
7. China based organization 
8. Other (please specify): 
Section V 
This section contains statements regarding your leisure activities. Please indicate the extent to 
which you participate in them by circling the appropriate alphabet where: 
1 = Not interested at all 
2 = Would like but have not done it yet 
3 = Sometimes 
4 Often 
1. Aerobics 1 2 3 4 
2. Art gallery / art exhibition 1 2 3 4 
3. Attend classes (domestic e.g. cooking, flower 1 2 3 4 
arrangement) 
4. Attend classes (sports e.g. qigong, tae kwan do, 1 2 3 4 
yoga) 
5. Attend classes (arts/music e.g. calligraphy, guitar) 1 2 3 4 
6. Attend classes (others e.g. car maintenance, family 1 2 3 4 
appliance repair) 
7. Badminton 1 2 3 4 
8. Basketball 1 2 3 4 
9. Aquatic activities 1 2 3 4 
10. oardgames (e.g. chess) 1 2 3 4 
11. Bowling 1 2 3 4 
12. Card games (e.g. bridge) 1 2 3 4 
13. Computer games 1 2 3 4 
14. Disco 1 2 3 4 
15. Hobbycraft (e.g. knitting, clay modelling) 1 2 3 4 
16. Drawing / Painting 1 2 3 4 
17. Fishing 1 2 3 4 
18. Gardening 1 2 3 4 
19. Go to community centre 1 2 3 4 
20. Go to lounge 1 2 3 4 
21. Go to a private club 1 2 3 4 
22. Go to racetrack 1 2 3 4 
23. Jogging 1 2 3 4 
24. Keep pets 1 2 3 4 
25. Library 1 2 3 4 
26. Listen to music 1 2 3 4 
27. Listen to radio 1 2 3 4 
28. Partying 1 2 3 4 
29. Play mahjong 1 2 3 4 
30. Play musical instrument 3 4 
31. Photography 1 2 3 4 
32. Reading 1 2 3 4 
33. Roller skating 1 2 3 4 
34. Scuba diving 1 2 3 4 
35. Short trips (adventurous e.g. hiking) 1 2 3 4 
36. Short trips (fun e.g. holiday resorts) 1 2 3 4 
37. Social dance 1 2 3 4 
38. Squash 1 2 3 4 
39. Strolling 1 2 3 4 
40. Swimming 1 2 3 4 
41. Table tennis 1 2 3 4 
42. Tennis 1 2 3 4 
43. Theatre / concerts 1 2 3 4 
44. Travelling (sightseeing) 1 2 3 4 
45. Visit museum 1 2 3 4 
46. Watch movies 1 2 3 4 
47. Watch television 1 2 3 4 
48. Watch video 1 2 3 4 
49. Watersports (e.g. water skiing, wind surfing) 1 2 3 4 
50. Watching sports events 1 2 3 4 
51. Window shopping 1 2 3 4 
Section VI 
The following is a list of departmental stores, specialty stores, grocery stores and shopping 
centres. Please indicate the extent to which you frequent them by circling the appropriate 
alphabet where: 
1 = Never 
2 = Would like but have not been 
3 : Sometimes 
4 = Often 
Departmental stores Specialty stores 
Daimaru 1 2 3 4 Mothercare 1 2 3 4 
Isetan 1 2 3 4 Times Bookstore 1 2 3 4 
Sog 1 2 3 4 Toys 'R' US 1 2 3 4 
Tokyu 1 2 3 4 Joyce 1 2 3 4 
Yaohan 1 2 3 4 Benetton 1 2 3 4 
Marks & Spencer 1 2 3 4 Boss 1 2 3 4 
Matsuzakaya 1 2 3 4 Habitat 1 2 3 4 
Mitsukoshi 1 2 3 4 IKEA 1 2 3 4 
Wing On 1 2 3 4 Cotton Collection 1 2 3 4 
Sincere 1 2 3 4 City Chain 1 2 3 4 
Lane Crawford 1 2 3 4 The optical Shop Ltd. 1 2 3 4 
Shui Hing 1 2 3 4 Marathon 1 2 3 4 
Dodwell 1 2 3 4 Louis Vuitton 1 2 3 4 
Dragon Seed 1 2 3 4 Timberland 1 2 3 4 
Uny 1 2 3 4 Puma 1 2 3 4 
Jusco 1 2 3 4 Le Saunda 1 2 3 4 
Yue Hua 1 2 3 4 CSL 1 2 3 4 
Chung Kiu 1 2 3 4 Esprit 1 2 3 4 
Theme 1 2 3 4 
Dickson 1 2 3 4 
Crocodile 1 2 3 4 
Evergreen 1 2 3 4 
^I '^^semdicate the extent to which you frequent the fol lowing places by circling the appropriate 
Fast Food Outlets Shopping Centms 
Burger King 1 2 3 4 Tai Koo Shing Plaza 1 2 3 4 
K e n t u c k y F r i e d 1 2 3 4 New Town Plaza 1 2 3 4 
Chicken 
McDonald 's 1 2 3 4 Ocean Centre 1 2 3 4 
Pizza Hut 1 2 3 4 Ocean Terminal 1 2 3 4 
Cafe De Coral 1 2 3 4 Ocean City 1 2 3 4 
Fairwood 1 2 3 4 Swire House 1 2 3 4 
Olivers 1 2 3 4 Landmark 1 2 3 4 
Spaghett i House 1 2 3 4 Park Lane 1 2 3 4 
American Cafe 1 2 3 4 Prince Building 1 2 3 4 
Maxim's Restaurant 1 2 3 4 Argyle Centre 1 2 3 4 
Ah Heung Yuen 1 2 3 4 Grand Plaza 1 2 3 4 
Queensway Plaza 1 2 3 4 
Grocery Stores 
DaimaruSupermarket 1 2 3 4 
7-11 1 2 3 4 
Yaohan Supermarket 1 2 3 4 
Wel lcome 1 2 3 4 
Park'N Shop 1 2 3 4 
CRC Shop 1 2 3 4 
Olivers 1 2 3 4 
Circle K 1 2 3 4 
M i t s u k o s h i 1 2 3 4 
Supermarket 
Please tell us how frequent you eat at the fol lowing places when you eat out. 
Fast Food Outlets (e.g. Burger King, McDonald's) 1 2 3 4 
Eating Stalls in Shopping Centres 1 2 3 4 
Tai Pei Dong / Hawker Centres 1 2 3 4 
Restaurants 1 2 3 4 
Section VII 
We would like to know about your living habits. Please circle the alphabet that best describes 
you by using the scale below: 
1 = Never 
2 = Would like but have not tried 
3 Sometimes 
4 Often 
1. Please tell us the frequency in which you consume the following: 
Beer 1 2 3 4 
randy 1 2 3 4 
Wine 1 2 3 4 
Mineral Water 1 2 3 4 
Bread 1 2 3 4 
Cereal 1 2 3 4 
Noodle 1 2 3 4 
Rice 1 2 3 4 
2. Please indicate the frequency in which you dine at the following types of restaurants. 
Chinese 1 2 3 4 
Italian 1 2 3 4 
Japanese 1 2 3 4 
Korean 1 2 3 4 
Indian 1 2 3 4 
Thai 1 2 3 4 
Western 1 2 3 4 
Vietnamese 1 2 3 4 
Malaysian 1 2 3 4 
3. Please indicate the frequency in which you use the following modes of transportation. 
us 1 2 3 4 Tram 1 2 3 4 
MTR 1 2 3 4 Peak Tram 1 2 3 4 
Private Car 1 2 3 4 Ferry 1 2 3 4 
Taxi 1 2 3 4 Train 1 2 3 4 
Light Rail 1 2 3 4 Minibus 1 2 3 4 
Sect ion VIII 
The fol lowing are general descr ipt ions of the programs available on TVB Pearl TVB Jade ATV 
Local and ATV World. We are interested in knowing how often you watch the programs on each 
channel. Please indicate for each channel, how often you wa tch the programs by circl ing the 
appropr iate alphabet where: 
1 = Never wa t ch at all 
2 = Somet imes 
3 = Often 
TVB Jade 
Locally Produced Drama Series (e.g. Twil ight of Nation) 1 2 3 
Variety Show (e.g. Enjoy Yourself Tonight) 1 2 3 
Sports 1 2 3 
Documentar ies 1 2 3 
Political / Par l iamentary Programmes (e.g. News 1 2 3 
Magazine) 
Musical Entertainment (e.g. Jade Solid Gold) 1 2 3 
News eport 1 2 3 
Good Morning Hong Kong 1 2 3 
Telemovies 1 2 3 
Ga to ese Feature 1 2 3 
Mandar in Feature 1 2 3 
W o m e n Today 1 2 3 
Dubbed Programme 1 2 3 
A Product ion of RTHK 1 2 3 
Others: 1 2 3 
ATV Local Channel 
Local ly Produced Drama Series 1 2 3 
Sports 1 2 3 
Documentar ies 1 2 3 
Musical Entertainment 1 2 3 
News Report 1 2 3 
Morn ing Live Wave 1 2 3 
Cantonese Feature 1 2 3 
Mandar in Feature 1 2 3 
Political / Parl iamentary Programme 1 2 3 
Racing Results 1 2 3 
Dubbed Programme 1 2 3 
A Product ion of RTHK 1 2 3 
Others: 1 2 3 
TVB Pearl 
Detective Series (e.g. Miami Vice) 1 2 3 
Comic Shows (e.g. Crosby Show. Family Ties) 1 2 3 
Documentaries (e.g. 60 minutes plus) 1 2 3 
Musical Entertainment (e.g. Solid Gold) 1 2 3 
Drama Series (e.g. Sins, Thornbird) 1 2 3 
Special Movie Programmes (e.g. Movie of the Month) 1 2 3 
Saturday Movies 1 2 3 
Cartoon Series 1 2 3 
Talk Shows 1 2 3 
Sports 1 2 3 
News Report 1 2 3 
Political / Pariiamentary Programmes 1 2 3 
A Product ion of RTHK 1 2 3 
Others: 1 2 3 
ATV World Channel 
Saturday Movies 1 2 3 
Special Movie Programmes 1 2 3 
Racing Results 1 2 3 
Cartoon Series 1 2 3 
News Report 1 2 3 
Musical Entertainment (e.g. Sky Trax) 1 2 3 
Comic Shows (e.g. Comic Strip) 1 2 3 
Political / Parliamentary Programmes (e.g. The World this 1 2 3 
week) 
Others: 1 2 3 
Section IX 
The following are some questions on your listening and reading interests. Please indicate your 
interests by circling the appropriate number(s). 
A. Which of the following newspapers do you frequently read? You may circle m o m than one 
answer. 
I . Hong Kong Standard 2. Wah Kiu Yat Po 
3. South China Morning Post 4. s jpg pq 
5. Sing Tao Yih Pao 6. Ming Pao Daily News 
7. Ta Kung Pao 8. Wen Wei Po 
9- Express io . Oriental Daily 
I I . Hong Kong Economic Times 12. London Financial Times 
13. New York Times 
. W h i c h of the following types of radio programs do you frequently listen? 
1. Classical Music 2. Jazz 
3. Popular Music 4: Rock Music 
5. Home & Recreation 6. Talk & Discussion 
Prama 8. Beauty & Personal Care 
9. Sports 10. Quizzes 
C. Which of the following magazines do you regularly read? You may circle more than one 
answer. 
1 • Asiaweek 2. Far East Economic Journal 
3. Young Girl 4. Newsweek 
5. Reader's Digest (Chinese) 6. Reader's Digest (English) 
8. Ming Pao Weekly 
9. City Magazine io . Vogue 
Evg 12. City Weekly 
13. Hong Kong Economic Journal Monthly 14. Hong Kong TV Weekly 
15. TV & Entertainment Times 16. Champion Sports 
17. Automobile 18. Executive 
19. Seventeen 20. Capital 
21. People 22. Ming Pao Monthly 
23. 1990s 24. Others 
D. What other magazines do you regularly read? Please list them in the space below: 
Section X 
1. The following is a list of products that you possibly own. If you own any of the products, 
please circle the number that represents the brand name. 
A. Calculators 
F. Personal Computers 
1. Casio 
2. Hewlett-Packard 1. IBM 
3. Sharp 2. Apple 
4. Others: 3. NEC 
5. Do not o ^ 4. NCR 
5. Hewlett-Packard 
6. Compaq 
B. Motorcycles 7. Sigma 
8. Others: 
1. Honda 9. Do not own 
2. Suzuki 
3. Yamaha 
4. Others: G. Automobiles 
5. Do not own 
1. Ford 
2. Honda 
C. Cameras 3. Mazda 
4. Mitsubishi 
1. Canon 5. Nissan / Datsun 
2. Fuji 6. BMW 
3. Kodak 7. Toyota 
4. Minolta 8. Mercedes Benz 
5. Nikon 9. Subaru 
6. Yashica 10. Suzuki 
7. Others: 11. Others: 
8. Do not 12. Do not 
D. Wrist Watch H. Television Sets 
1. Alba 1. Gold Star 
2. Casio 2. Hitachi 
3. Charles Jordan 3. National 
4. Citizen 4. Philips 
5. Rado 5. Samsung 
6. Rolex 6. Sanyo 
7. Seiko 7. Sharp 
8. Guy Laroche 8. Sony 
9. Titius 9. Telefunken 
10. Others: 10. Toshiba 
11. Do not o ^ 11. Others: 
12. Do not o ^ 









9. Do no own 
The fol lowing is a list of food items and their brands. For each product, please circle the 
number that represents the brand that you prefer most. 
A Milk E. Carbonated Soft Drinks - Cola 
1. Dutch Lady 1. Coca Cola 
2. Dairy Farm 2. Watson's Super Cola 
3. Kowloon Dairy 3. Pesi Cola 
4. Anchor 4. Others: 
5. Carnation 5. Do not consume 
6. Others: 
7. Do not consume 
F. Non-carbonated Soft Drinks - Non Cola 
B. Nourishing Drinks 1. Pokka 
2. Yeo's 
1. Horiicks 3. V8 Fruit Juice 
2. Milo 4. Pacific Orchard 
3. Ovaltine 5. Welch's Grape Juice 
4- Others: 6. Del Monte Pineapple Juice 
5. Do not consume 7. Crystal Spring Lemon Tea 
8. Others: 
9. Do not consume 
C. Instant Coffee 
1. Jacob's Royale G. Carbonated Soft Drinks - Non Cola 
2. Taster's Choice " “ 
3. Militta Filter Coffee 1. Sunkist 
4. Maxwell House 2. Schweppes 
5. Nescafe 3. Fanta 
6. Others: 4. Seven-Up 
7. Do not consume 5. Sprite 
6. Sarsea 
7. Others: 
D. Beer 8. Do not consume 
1. Budweiser 
2. Carlsberg 
3. Tsing Tao 
4. Pabst (Blue Ribbon) 
5. Dab 




10. Do not consume 
The fol lowing is a list of products commonly used or worn. For each product, please circle the 
number that represents the brand that you most prefer. 
A. Toilet Soap . Toothpaste 
1. Camay 1. Aquafresh 
2. Fa 2. Colgate 
3. Imperial Leather 3. Crest 
4. Lux 4. Darkie 
5. Palmolive 5. Others: 
6. Zest 6. Do not consume 
7. Others: 
8. Do not consume 
C. Toothbrush H. Laundry Detergents 
1. Colgate 1. Fab 
2. Reach 2. Bio Tex 
3. Darkie AE2 3. Wonderful Detergent 
4. Jordan 4. Way Way Concentrated Laundry 
5. Wisdom Quest Powder 
6. Others: 5. AXE Lemon Laundry Powder 
7. Do not consume 6. Persil 
8. Oral B 7. Vigor 33 
8. Others: 
D. Analgesics 9. Do not consume 
1. Panadol 
2. Po Chai Pills I. Video Cassette Tapes 
3. Saredon 
4. Cortal 1. Fuji 
5. Contac 500 2. JVC 
6. Others: 3. National 
7. Do not consume 4. Others: 
5. Do not consume 
E. Tissue Paper 
J. Camera Films 
1. Kleenex 
2. Family 1. Fuji 
3. And rex 2. Kodak 
4. Scotties 3. Konica 
5. Purex 4. Others: 
6. Others: 5. Do not consume 
7. Do not consume 
K. Sports Shoes 
F. Detergents 
1. Adidas 
1. Magiciean 2. Dunlop 
2. Wonderful Liquid Detergent 3. Lotto 
3. Kleen All 4. New Balance 
4. J if 5. Nike 
5. Kiwi Clensol 6. Reebok 
6. Others: 7. Converse 
7. Do not consume 8. Others: 
9. Do not consume 
10. Puma 
G. Batteries 11. Diadora 
1. Duracell L. Jeans 
2. Eveready 
3. National 1. Apple Jeans 
4. Toshiba 2. Levis 
5. Others: 3. Wrangler 
6. Do not consume 4. Giordano 
5. Big John 
6. Others: 
7. Do not consume 
8. Puma 
M. Talcum Powder 
1. Cussons Talcum Powder 
2. Johnson's Baby Powder 
3. St. Michael 's 
4. Others: 
. Conditioner / Creme Rinse 
N. Shampoo 
1. Clairol 
1. Clairol 2. Kao 
2. Johnson's Baby Shampoo 3. L'oreal 
3. Kao 4. Wella 
4. Wella 5. Alberto V05 
5. Head & Shoulders 6. New Vidal Sasson 
6. Alberto V05 7. Finesse 
7. New Vidal Sassoon 8. Sunny Drop 
8. Finesse 9. Others: 
9. Rejoice 10. Do not consume 
10. Sunny Drop 
11. Others: 









9. Do not consume 
FOR LADIES ONLY 
The following is a list of rtems commonly used by ladies. Please circle the number that 
represents the brand that you most often use. 
A. Moisturising Cream (Face) C. Skin Care 
1. Hazeline Snow 1. Chanel 
2. Johnson's Baby Lotion 2. Clinique 
3. Nivea Cream 3. Elizabeth Arden 
4. Oil of Ulan 4. Estee Lauder 
5. Ponds 5. Kose 
6. L'oreal 6. Lancome 
7. Others: 7. Max Factor 
8. Do not consume 8. Nivea 
9. Shiseido 
10. Others: 
. Cosmetics 11. Do not consume 
1. Cover Gifi 
2. Estee Lauder 
3. Max Factor 
4. Lancome 
5. Kose 





11. Do not consume 
Section XI 
We need some personal data about yourself to enable meaningful interpretations and 
comparisons of the results. Please remember that this information will be treated with strict 
confidence and your responses will be aggregated to preserve your anonymity. Please circle 
one number for each of the following questions: 
1. Your sex: 1 Male 
2 Female 
2. Your age: (Please write down your age) 
3. What is your highest level of education? 
1 Primary school and below 
2 Attended secondary school / vocational industrial training 
3 Graduated from secondary school / vocational industrial training 
4 Attending college / polytechnic 
5 Graduated from college / polytechnic 
6 Attending / Attended university 
7 Graduated from university 
8 Postgraduate 
4. Your marital status: 1 Single 
2 Married without children 
3 Married with children 
4 Divorced 
5. You are currently: 
1 A full-time homemaker / housewife 
2 A full-time student 
3 Unemployed 
4 Employed (Please specify) 
Job Title: 
Your nature of work: 
6. If you are employed, what kind of organization do you work for? 
1 Government 
2 Public Utilities 
3 Local Company 
4 Multinational Company 
5 China Based Company 
6 Nonprofit Organization 
7 Self Employed 
8 Others: 
7. If you are employed, what is your monthly gross personal income? 
1 Less than $2,999 
2 $3,000 - $4,999 
3 $5,000 - $6,999 
4 $7,000 - $8,999 
5 $9,000 - $10,999 
6 $11,000 - $12,999 
7 $13,000 - $14,999 
8 $15,000 and above 
8. What type of house do you live in? 
1 Public Housing Estate 
2 Home Ownership Scheme 
3 Private Housing 
4 Squatters' Areas 
5 Bungalow 
6 Others: 






6 No religion “ ‘ ~ 






6 No religion “ 
11. Have you ever bought a life insurance policy? 
1 yes 
2 no 
If your answer is YES, which company did you purchase your life insurance policy from? 
1 AIA 
2 Manulife 
3 National Mutual 
4 Prudential 
5 Others: 
12. Do you own a credit card? 
1 Yes 
2 No 
If YES, what kind is it? 
1 American Express 




13. Which of the following banks do you have an account with? 
1 Hong Kong and Shanghai Bank 
2 Hang Seng Bank 
3 Citicorp 
4 Bank of China 
5 Bank of East Asia 
6 Standard Chartered Bank 
7 Chase Manhattan Bank 
8 Others: 
9 Other Chinese Bank 
THANK YOU FOR YOUR COOPERATION 
Appendix II 
香 港 新 一 代 成 年 人 生 活 方 式 
與 價 値 觀 的 硏 究 
香 港 中 文 大 學 





















3 = 頗 不 同 总 
, 非 不 頗 頗 同 兆 
4 = 頗 同 总 常 同 于 @ 惹 常 
5 = 同 ； g 畀 意 g 意 | 
6 =非常同意 意 
1 .我常常憑預感做事。 1 2 3 4 5 6 
2 .我的自信心比大多數人强。 1 2 3 4 5 6 
3 .我喜歡尋求刺激和改變。 1 2 3 4 5 6 
4 .我喜歡做事有方法多過埋頭苦幹。 1 2 3 4 5 6 
5 .我寧願爭取多過妥協。 1 2 3 4 5 6 
6 .我的生活感性重於理性。 1 2 3 4 5 6 
7 .我認爲自己是個追上潮流的人。 1 2 3 4 5 6 
8.我不喜歡我證件號碼或車牌中有「四」這個數字。 1 2 3 4 5 6 
9 .我經常先於我的朋友去嘗試新的意念或產品。 1 2 3 4 5 6 
10 .我認爲自己比大多數人獨立。 1 2 3 4 5 6 
11 .我喜歡幽默和笑話。 1 2 3 4 5 6 
12.我喜歡嘗試不同和新鮮的事物。 1 2 3 4 5 6 
13.我希望有一個多姿多采的人生。 1 2 3 4 5 6 
14 .大多數的人都是誠實可靠的。 1 2 3 4 5 6 
15.爲求達到目的’我會不擇手段。 1 2 3 4 5 6 
16.世界上很多問題也可以用金錢來解決。 1 2 3 4 5 6 
：17 .我對自己的將來感到悲觀。 1 2 3 4 5 6 
i 18.我希望能充實地渡過生命的一分一秒。 1 2 3 4 5 6 
丨19 .信賴風水來選擇居所是明智之擧。 1 2 3 4 5 6 
j 2 0 . 在 使 用 金 錢 方 面 我 是 非 常 謹 愼 的 。 1 2 3 4 5 6 
| 21.以信貸方式（除房屋或車子）去購買東西是不智的。 1 2 3 4 5 6 
22.經濟上的安定對我來說很重要。 1 2 3 4 5 6 
23.在不久的將來，我便會達到最高的成就。 1 2 3 4 5 6 
24 .我喜歡受人注目。 1 2 3 4 5 6 
25 .我希望我的經濟能力更好。 1 2 3 4 5 6 
26.我想博覽和常知道最新消息。 1 2 3 4 5 6 
27.成功感也許是工作上最大的酬報。 1 2 3 4 5 6 
28.社會地位是我生命中的一個取要部分。 1 2 3 4 5 6 
) 2 9 . 我 喜 歡 沿 用 傳 統 的 方 法 做 事 。 1 2 3 4 5 6 
30.我相信宗敎足我生命中的一個屯要部分。 1 2 3 4 5 6 
j 31.我相信孝逍在我們的社會足普遍存在的。 1 2 3 4 5 6 
- 1 -
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32 .我對社會規則常想反叛。 1 2 3 4 5 6 
33 .饽¢:權威在我們的社會是重要的。 1 2 3 4 5 6 
34 .眷電視是我的主要娛樂。 1 2 3 4 5 6 
35 .我的父母是保守的。 1 2 3 4 5 6 
36 .我相信我們的敎育制度是好的。 1 2 3 4 5 6 
37 .我相信報章的報導。 1 2 3 4 5 6 
38 .我聽從長輩的忠吿。 1 2 3 4 5 6 
39 .現代社會實在是瞬息萬變。 1 2 3 4 5 6 
40 .感覺到我是群體中的一員是重要的。 1 2 3 4 5 6 
41 .家庭是我唯一最重要的。 1 2 3 4 5 6 
42.唯有能給家人一個美滿的家，一個女人的生命才算豐盛。 1 2 3 4 5 6 
43 .婚前性行爲是錯的。 1 2 3 4 5 6 
44 .我常覺得我被忽略了。 1 2 3 4 5 6 
45 .順從社會的習俗對我是十分重要的。 1 2 3 4 5 6 
46 .有多過兩個孩子對社會有益。 1 2 3 4 5 6 
47 .廣吿往往有實地反映商品。 1 2 3 4 5 6 
48 .女人應尋找自己的職業。 1 2 3 4 5 6 









的等級，分别固出你對毎一項的滿意程度 ° 非 不 頗 頗 滿 十 
常 g 不 懣 意 分 
不 意 S 意 S 
-TT*. 曰 /已、 
1 . 金 錢 1 2 3 4 5 6 
2 . 朋 友 1 2 3 4 5 6 
3 . 愛 情 1 2 3 4 5 6 
4 . 職 業 （ 假 如 你 正 在 工 作 ） 1 2 3 4 5 6 
5 . 學 業 1 2 3 4 5 6 
6 . 與 父 母 的 關 係 1 2 3 4 5 6 
7 . 休 閒 娛 樂 1 2 3 4 5 6 
8 . 你 的 外 表 1 2 3 4 5 6 
9 . 性 生 活 1 2 3 4 5 6 
1 0 . 物 質 享 受 1 2 3 4 5 6 
-<5 -
m、在這一部份，我們想知道一些你的期望。請答下列三題： 
A. '{-•.命屮找敁恕擁彳丨的记 (誚丨卻丨丨你認爲敁啦要的三项) 
1 . 自 由 
2 . 地 位 
3 . 快 樂 
4 . 私 業 / 學 業 上 的 成 功 
5 . 靑 春 
6 . 聲 望 
7 . 有 異 性 作 伴 
8 . 餘 閒 
9 . 愛 
1 0 . 權 力 
1 1 . 友 誼 
1 2 . 健 康 
1 3 . 財 富 
1 4 . 幸 運 
1 5 . 美 貌 
1 6 . 安 定 （ 工 作 、 家 庭 等 ） 
1 7 . 安 全 
B. 當 的時候’我覺得最開心。（請圏出最重要的三項） 
1 . 我 與 朋 友 在 一 起 
2 . 我 與 家 人 在 一 起 
3 . 我 與 異 性 在 一 起 
4 . 我 熱 衷 於 運 動 / 嗜 好 
5 . 我 獨 處 
6 . 我 爲 他 人 服 務 
7 .我學習或嘗試提昇自己的能力 
8 . 我 工 作 
9 . 我 休 息 
C.我會喜歡爲 /在那一機構工作？（請圏一項。如你覺得滿意’可選現職機構。） 
1 . 跨 國 公 司 
2 . 政 府 
3 . 公 共 事 業 
4 . 本 地 公 司 
5 . 自 己 生 总 
6 . 非 牟 利 機 構 ( 如 福 利 機 構 ’ 基 金 組 織 ) 
7 . 中 資 機 構 
8. K.他（誚註明）： 
一 4 — 
伍、以下是一些你作爲消遣的活動，請依照下面的標準表示你參與 〈A在適常的號碼1:囵逻〉 
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1 . 睦 艰 舞 1 2 3 4 
2 . 參 觀 畫 展 或 畫 廊 1 2 3 4 
3 . 參 加 課 程 （ 家 務 性 的 例 如 ： 烹 妊 ， 插 花 ） 1 2 3 4 
4 . 參 加 課 程 （ 運 動 例 如 ： 氣 功 ， 台 拳 逍 ’ 瑜 加 ） 1 2 3 4 
5 . 參 加 課 程 （ 文 化 ’ 音 樂 例 如 ： 書 法 ’ 結 他 ） 1 2 3 4 
6 . 參 加 課 程 （ 其 他 例 如 ： 修 理 汽 車 ， 家 庭 電 器 修 補 ） 1 2 3 4 
7 . 羽 毛 球 1 2 3 4 
8 . 籃 球 1 2 3 4 
9 . 海 上 活 動 1 2 3 4 
10 .板類遊戲（例如：下棋） 1 2 3 4 
1 1 . 保 齡 球 1 2 3 4 
12 .紙牌遊戲（例如：橋W ) 1 2 3 4 
1 3 . 電 腦 遊 戲 1 2 3 4 
1 4 . 的 士 高 1 2 3 4 
15 .手工藝（例如：針織，陶器製作） 1 2 3 4 
1 6 . 繪 畫 1 2 3 4 
1 7 . 釣 魚 1 2 3 4 
1 8 . 園 藝 1 2 3 4 
19 .參與社會中心活動 1 2 3 4 
2 0 . 去 酒 廊 1 2 3 4 
2 1 . 去 私 人 會 所 1 2 3 4 
2 2 . 跑 馬 1 2 3 4 
2 3 . 緩 步 跑 1 2 3 4 
2 4 . 飼 養 寵 物 1 2 3 4 
2 5 . 去 圖 書 館 1 2 3 4 
2 6 . 聽 音 樂 1 2 3 4 
： 2 7 . 聽 收 音 機 1 2 3 4 
2 8 . 參 加 舞 舍 1 2 3 4 
2 9 . 打 麻 雀 1 2 3 4 
3 0 . 玩 樂 器 1 2 3 4 
3 1 . 榀 影 1 2 3 4 
32. 1 2 3 4 
—5 — 
〈誚在適當的號碼his選〉 
小 々 I.".) 經 
感 興 屮 常 
興 趣 參 參 





3 3 . 滾 軸 溜 冰 ， 。 
1 2 3 4 
3 4 . 潛 水 1 2 3 4 
35 .去有冒險性的短途旅行（如遠足） 1 2 3 4 
36 .去輕鬆有趣的短途旅行（如去渡假村） 3 4 
3 7 . 社 交 舞 n 。 。 
1 2 3 4 
3 8 . 壁 球 ， 。 。 
1 2 3 4 
3 9 . 漫 步 1 ？ q 力 
— 丄 Z 3 4 
4 0 . 游 泳 n n 。 
1 2 3 4 
4 1 . 乒 乓 球 T 9 q , 
丄 z 3 4 
4 2 . 網 球 1 2 3 
4 3 . 話 劇 / 音 樂 會 1 2 3 4 
4 4 . 觀 光 旅 遊 丨 2 3 
45 .參觀博物館 "1 9 。 
丄 乙 3 4 
4 6 . 看 電 影 ， n o 
1 2 3 4 
4 7 . 看 電 視 1 2 3 
48 .看錄影帶 丨 2 3 
49.水上活動（如滑水’風帆） 1 2 3 4 
50 .看運動賽事 。 。 
丄 z 3 4 
51 .逛街 n 。 。 




從 或 問 經 從 或 問 經 





百貨公司 美國餐廳 1 2 3 4 
大丸 1 2 3 4 美心餐廳 1 2 3 4 
依勢丹 1 2 3 4 雅香園 1 2 3 4 
崇光 1 2 3 4 
東急 1 2 3 4 專門店 
八佶半 1 2 3 4 M o t h e r c a r e 1 2 3 4 
馬莎百貨 1 2 3 4 ry. r K , n 9 Q , 
l i m e s Books to re 1 2 3 4 
= 板 屋 1 2 3 4 T o y s ‘ R ， u s 
三越 1 2 3 4 (玩具“反斗”城）工 2 3 4 
永安 1 2 3 4 J o y c e 1 2 3 4 
先施 1 2 3 4 Bene t t on 1 2 3 4 
連卡佛 1 2 3 4 B o s s 1 2 3 4 
瑞興 1 2 3 4 Hab i t a t 1 2 3 4 
天 祥 1 2 3 4 I K E A 1 2 3 4 
龍子行 1 2 3 4 Cot ton Co l l e c t i on 1 2 3 4 
U n y
 1 2 3 4 Ci ty Cha in ( 時 間 廊 ） 1 2 3 4 
吉 ^ 島 1 2 3 4 The Opt i ca l Shop Ltd . 1 2 3 4 
紐 1 2 3 4 Ma r a t hon 1 2 3 4 
中橋 1 2 3 4 L 0 U i s Vu i t t on 1 2 3 4 
T i m b e r l a n d 1 2 3 4 
快餐食肆 P u m a 1 2 3 4 
Bu rge r King 1 2 3 4 ^ 
家鄕雞 1 2 3 4 C S L 1 2 3 4 
麥當奴 1 2 3 4 E s p r i t 1 2 3 4 
必勝客 1 2 3 4 T h e m e 1 2 3 4 
大家樂 1 2 3 4 Dickson 1 2 3 4 
^ 快 活 1 2 3 4 C rocod i l e ( 鱷 魚 恤 ） 1 2 3 4 
O l ive r s 1 2 3 4
 E v e r
^
r e e n
 1 2 3 4 
Spaghe t t i House 1 2 3 4 
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〈誚在適常的號碼上隅選〉 〈 , 沾 在 適 常 的 號 趴 V M H / 
從 或 IM] 經 從 成 丨⑴ 柠 






太古城中心 1 2 3 4 大丸超級市場 1 2 3 4 
沙田新城市廣場 1 2 3 4 7-11 1 2 3 4 
海洋中心 1 2 3 4 八K伴超級市場 1 2 3 4 
海運大厦 1 2 3 4 惠旗 1 2 3 4 
海港城 1 2 3 4 百隹 1 2 3 4 
太古大厦 1 2 3 4 華潤 1 2 3 4 
置地廣場 1 2 3 4 O l i v e r s 1 2 3 4 
栢麗大道 1 2 3 4 C i r c l e K 1 2 3 4 
太子大厦 1 2 3 4 三越超級市場 1 2 3 4 
旺角中心 1 2 3 4 
雅蘭中心 1 2 3 4 
金鐘廊 1 2 3 4 
〈請在適當的號碼上圏選〉 
從 會 間 經 







快餐店（例如：Burger King，麥當奴） 1 2 3 4 
_物中心裏的食物館 1 2 3 4 
大牌檔 1 2 3 4 
酒家或餐廳 1 2 3 4 
-<5 -
柒、以下是一些有關你生活習憤的問題，請固出最過當的答案。 〈#在適常的號碼 
從 矜 I川 n 








p卑酒 1 2 3 4 
白闌地 1 2 3 4 
葡萄酒 1 2 3 4 
礦泉水 1 2 3 4 
麵包 1 2 3 4 
榖類食物（Cereal) 1 2 3 4 
麵 1 2 3 4 
飯 1 2 3 4 
2.請問你選擇在下列酒樓類别吃飯的次數爲： 
中式 1 2 3 4 
意大利 1 2 3 4 
日本 1 2 3 4 
_ 1 2 3 4 
印度 1 2 3 4 
泰國 1 2 3 4 
西式 1 2 3 4 
越南 1 2 3 4 
馬來西亞 1 2 3 4 
3.請問你乘坐以下交通工具的次數爲： 
巴士 1 2 3 4 
地下鐵路 1 2 3 4 
私家車 1 2 3 4 
的士 1 2 3 4 
輕便鐵路 1 2 3 4 
電車 1 2 3 4 
獍車 1 2 3 4 
渡海輪 1 2 3 4 
屯器化火車 1 2 3 4 
小巴 1 2 3 4 
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捌 、 以 下 是 分 别 在 無 線 翡 翠 台 、 明 珠 台 、 亞 洲 本 港 台 及 國 際 台 〈 巧 在 適 常 的 號 媽 \ - \ W l ) 
所播影的電視節目，請依照下面的標準，表示你收看各節 # [..j n 
目的頻密程度。 ^ 'I ' 
收 收 收 
U {( 
一本地製作的連褚劇例如：太平天國、男兒本色 1 2 3 
一綜合性節目例如：歡樂今宵 1 2 3 
一體育節目 1 2 3 
一 紀 錄 片 例 如 ： 國 寶 精 華 1 2 3 
一 時 事 特 輯 例 如 ： 新 聞 透 視 1 2 3 
一音樂性節目例如：勁歌金曲 1 2 3 
一新聞報吿 1 2 3 
一香港早晨 1 2 3 
一電視電影 1 2 3 
一粤語長片 1 2 3 
一國語長片 1 2 3 
一婦女新姿 1 2 3 
一配音片集 1 2 3 
一香港電台電視部製作節目 1 2 3 
一其他（請註明）： 1 2 3 
本港台 
一本地製作的連續劇例如：衙門風雲 1 2 3 
一體育節目 1 2 3 
一 紀 錄 片 例 如 ： 當 年 今 曰 1 2 3 
一音樂節目 1 2 3 
一新聞報吿 1 2 3 
一亞洲早晨 1 2 3 
一粤語長片 1 2 3 
一國語長片 1 2 3 
一時事特輯 1 2 3 
一賽馬結果 1 2 3 
一配音片集 1 2 3 
一否港電台電視部製作的節H 1 2 3 
一其他（請註明）： 1 2 3 
10 
〈誚在適常的號碼1:阁選〉 
從 丨⑴ 經 
小 屮 常 
收 收 收 
gg珠台 
一偵探片柒例如：Miami Vice 1 2 3 
一 喜 劇 例 如 ： C o s b y Show, Fami ly T i e s ( 一家親） 1 2 3 
一 紀 錄 片 例 如 ： 6 0 minutes plus ( 60分鐘時事特輯） 1 2 3 
一 音 樂 節 目 例 如 ： S o l i d Gold 1 2 3 
一 中 編 連 績 劇 例 如 ： S i n S , T h o r n b i r d ( 荆 鳥 ） 1 2 3 
一 特 備 電 影 例 如 ： M o v i e of the Month ( 毎 月 精 選 ） 1 2 3 
一週末電影 1 2 3 
一卡通片 1 2 3 
—淸談式節目 1 2 3 
一體育節目 1 2 3 
一新聞報吿 1 2 3 
一時事特輯 1 2 3 
一香港電台電視部製作的節目 1 2 3 
-其他（請註明）： 1 2 3 
國際台 
一週末雙影院 1 2 3 
一特備電影 1 2 3 
一賽馬結果 1 2 3 
^ 通 片 1 2 3 
一新聞報吿 1 2 3 
一 音 樂 節 目 例 如 ： S k y T r a x 1 2 3 
- 喜 劇 例 如 ： C o m i c S t r i p 1 2 3 
一 時 事 特 輯 例 如 ： T h e W o r l d th i s week 1 2 3 
-其他（請說明）： 1 2 3 
-<5 -
玖：以下是有關你收聽及閱讚興趣的問題’請圈出適當的答案。 
A . 你 經 常 閱 湞 下 列 那 份 報 紙 ？ （ 可 多 於 - 項 ） 
1 . 英 义 虎 银 2.笮饴丨丨报 
3. if丨華平報 4 . 成 龈 
5.坫仏•日報 6 . 明 报 
7 . 人 公 報 8 . 夂 麵 報 
9 . 快 報 10 .東方丨 j報 
1 1 . 芮 港 經 濟 1 2 . 倫 敦 财 經 時 報 
1 3 . 紉 約 時 報 
B . 你 經 常 收 聽 那 一 類 型 的 電 台 節 n ？ ( “]•多於一項） 
1 . 古 典 音 樂 2 . 爵 土 音 樂 
3 . 流 行 音 樂 4 . 搖 擺 音 樂 
5 .家事及娛樂性節目 6 .討論及座談式節目 
7 . 廣 播 劇 8 . 美 容 及 個 人 健 版 
9 . 體 育 節 目 1 0 . 問 答 遊 戲 
C . 你 經 常 閱 讀 那 本 雜 誌 ？ ( 可 多 於 一 項 ） 
1. As i a week ( 亞 洲 週 刊 ) 2. F a r E a s t Economic Rev iew 
3. Young Gir l 4. Newsweek 
5 . 讀 者 文 摘 6. R e a d e r ' s D ige s t 
7. T ime 8 . 明 報 周 刊 
9. Ci ty Magazine 10. Vogue 
11. Eve 1 2 . 城 市 阛 刊 
1 3 . 信 報 月 刊 1 4 . 內 港 屯 視 
15. TV & E n t e r t a i n m e n t T imes 1 6 . 奪 標 
1 7 . 車 主 18. Execu t i v e 
19. Seven t een 2 0 . 饩 本 雜 誌 
D . 除 以 上 雜 誌 之 外 ， 你 還 閱 讀 那 些 雜 誌 9 詁…一列出： 
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拾、商品擁有及品牌偏好 
1. F列造你可能擁有的物品。若有 ,請圏出你用的牌子。 
A . 計 數 機 E . 音 响 器 材 
1 . 金 石 （ C a s i o ) 1 . 愛 華 （ A i w a ) 
2 . 惠 普 （ H e w l e t t - P a c k a r d ) 2 . 日 立 （ H i t a c h i ) 
3 . 聲 寶 （ S h a r p ) 3 . 樂 聲 ( N a t i o n a l ) 
4 . 其 他 （ 請 說 明 ） ： 4 . 菲 利 浦 （ P h i l i p s ) 
5 . 不 擁 有 5 . 先 鋒 （ P i o n e e r ) 
6 . 新 力 （ S o n y ) 
B . 電 單 車 7. T e c h n i c s 
1 . 本 田 （ H o n d a ) 8 . 其 他 （ 請 說 明 ） ： 
2. Suzuki 9 . 不 擁 有 
3. Yamaha 
4 . 其 他 （ 請 說 明 ） ： F . 私 人 電 腦 
5 . 不 擁 有 1. IBM 
2. Apple 
C . 纖 3. NEC 
1 . 錦 囊 （ C a n o n ) 4. NCR 
2 . 富 士 ( Fu j i ) 5. H e w l e t t - P a c k a r d 
3 . 柯 達 ( K o d a k ) 6. Compaq 
4. Mino l t a 7. S igma 
5 . 麗 確 （ N i k o n ) 8 . 其 他 （ 請 說 明 ） ： 
6. Ya sh i c a 9 . 不 擁 有 
7 . 其 他 （ 請 說 明 ） ： 
8 . 不 擁 有 G. 
1 . 福 特 （ F o r d ) 
D. ^ m 2 . 本 田 
1 . 雅 伯 （ A l b a ) 3 . 萬 士 得 （ M a z d a ) 
2 . 金 石 （ C a s i o ) 4 . 三 菱 （ M i t s u b i s h i ) 
3. C h a r l e s J o r d a n 5 . 得 勝 ( N i s s a n / D a t s u n ) 
4 . 星 辰 （ C i t i z e n ) 6 . 寶 馬 （ B M W ) 
5 . 雷 達 （ R a d o ) 7 . 豐 田 （ T o y o t a ) 
6 . 勞 力 士 ( Rolex ) 8. M e r c e d e s Benz 
7 . 精 工 （ S e i k o ) 9. S u b a r u 
8. Guy L a r o c h e 10. Suzuk i 
9 . 鐵 逹 時 1 1 . 其 他 （ 請 說 明 ) : 
1 0 . 其 他 （ 請 說 明 ） ： 1 2 - 不 擁 有 
1 1 . 不 擁 有 
-<5 -
H . 越 D . 舰 
1 . 金 猛 ( G o l d S t a r ) 1. B u d w e i s e r 
2 . 日 立 （ H i t a c h i ) 2 . 锘 士伯 
3 . 樂 啓 ( N a t i o n a l ) 3 . 靑 島 
4 . 菲 利 浦 （ P h i l i p s ) 4 . 藍 帶 
5 . 三 星 ( S a m s u n g ) 5. Dab 
6 . 三 洋 （ S a n y o ) 6 . 生 力 
7 . 聲 寶 （ S h a r p ) 7 . 盧 雲 堡 
8 . 新 力 （ S o n y ) 9. S c h l i t z 
9 . 德 律 風 根 （ T e l e f i m k e n ) 9 . 其 他 （ 請 說 明 ） ： 
1 0 . 東 芝 （ T o s h i b a ) 1 0 . 從 不 購 買 
1 1 . 其 他 （ 請 說 明 ） ： 
1 2 . 不 擁 有 碳 _ 生 飮 品 一 可 樂 
1 . 可 口 可 樂 
>.下列是一些飮料產品，請圏出你最喜歡的牌 
子（只限於一項) 3 — 
4 . 其 他 （ 請 說 明 ） ： 
A. • 5 . 從 不 購 買 
1 . 子 母 
2 . 牛 奶 公 司 「 不 含 碳 酸 飮 品 
3 . 維 記 牛 奶 L 百 佳 
4. Anchor
 2
. 揚 協 成 
5 . 三 花 牌 3 . V8果汁 
6 . 其 他 （ 請 說 明 ） ： 4 . P a c i f i c O r c h a r d 
7 . 從 不 購 買 5 . 威 路 士 提 子 汁 
6 . 地 捫 菠 蘿 汁 
B
-營難口口口 7 . 碧 泉 檸 檬 茶 
L 奸 立 克 8 . 其 他 （ 請 說 明 ） ： 
2 . 美 祿 9 . 從 不 購 買 
3 . 阿 華 田 
4 . 其 他 （ 請 說 明 ） ： G . 碳 酸 性 飮 品 
5 . 從 不 購 買 1 . 新 奇 士 
2. 玉泉 
C . 即 溶 咖 啡 3 . 芬 “ 
1
• 積 及 ’ . 4 . 七 喜 
2. T a s t e r ' s Cho ice R 白 
。.M•石 
3. M e l i t t a F i l t e r Co f f e e c v,i i 
6. 沙士 
4
. , 麥 士 7 . 其 他 （ 請 說 明 ） ： 
5
. 雀 巢 8 . 從 小 購 買 
6 . 其 他 （ 請 說 明 ） ： 
7 . 從 不 購 贸 
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3 . 卜 列 c -般‘坑州的物品，满丨卻H你Airt•歡的 E . }\m 
W 1 . 煺 力 士 ( K l e enex ) 
2 . 宜 家 （ F a m i l y ) 
A
' 里 义 3 . 皇 冠 牌 （ A n d r e x ) 
1 . 加 美 （ C a m a y ) 4 . S c o t t i e s 
2
. 花 （ F a ) 5. P u r e x 
3 . 加 信 士 皇 室 牌 6 . 其 他 （ 請 說 明 ） ： 
4
. 力 士 7 . 不 用 厠 紙 
5 . 棕 攬 否 梘 
6
'
 Z e s t
 F . 洗 潔 精 
7 . 其 他 （ 請 說 明 ） ： T ^ 潔 靈 
8
. 不 用 肥 巷 2 . 新 奇 洗 潔 精 
3. K l e en Al l 
B
- 1 2 4 . 潔 而 亮 
1. A q u a f r e s h 5. Kiwi C l e n s o l 
2
. 高 露 潔 6 . 其 他 （ 請 說 明 ） ： 
3
-
 C r e s t
 7 . 不 用 洗 潔 精 
4 . 黑 人 
5 . 其 他 （ 請 說 明 ） ： G . 電 芯 
6 . 不 用 牙 膏 T ~ D i ^ a e e l l 
2 . 永 備 ( E v e r e a d y ) 
C
- 5 M 3 . 樂 聲 （ N a t i o n a l ) 
1 . 高 露 潔 4 . 東 芝 （ T o s h i b a ) 
2
. 護 齒 5 . 其 他 （ 請 說 明 ） ： 
3 . 黑 人 A E 2 6 . 不 用 電 芯 
4. J o r d a n 
5. Wi sdom Ques t H . 洗 衣 粉 
6 . 其 他 （ 請 說 明 ） ： i . 快 潔 
7 . 不 用 牙 擦 2 . 百 滌 （ B i o T e x ) 
3 . 新 奇 
D
- 止 縫 4 . 威 威 超 濃 縮 
1 . 必 理 痛 （ P a n o d o l ) 5 . 斧 頭 牌 檸 檬 洗 衣 粉 
2 . 保 濟 丸 6 . 寶 絲 
3 . 散 利 痛 7 . 威 潔 3 3 
4 . 克 痛 藥 片 8 . 其 他 （ 請 說 明 ） ： 
5 . 康 達 5 0 0 9 . 不 用 洗 衣 粉 
6 . 其 他 （ 請 說 明 ） ： 
7 . 不 用 止 痛 藥 
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1. m ^ m N . 洗 颁 水 
1 . 砧 士 （ Fu j i ) 1 . 佳 肫 滿 ( C l a i r o l ) 
2. J V C 2. 洗如水 
3 . 樂 饯 ( N a t i o n a l ) 3.花 :1- : 
4 . 其 他 （ 誚 說 明 ） ： 4 . 威 挪 （ W e l l a ) 
5 . 不 用 錄 影 帶 5. Head & S h o u l d e r s 
6. A l b e r t o V 0 5 
,j. 菲林 7. New Vidal Sassoon 
1 . 富 士 ( Fu j i ) 8. F i n e s s e 
2 . 柯 達 ( K o d a k ) 9. Re joyce 
3 . 柯 尼 卡 （ K o n i c a ) 1 0 . 新 一 代 （ S u n n y Drop ) 
4 . 其 他 （ 請 說 明 ） ： 1 1 .其他（請說明）： 
5 . 不 用 菲 林 1 2 . 不 用 洗 頭 水 
K . 運 動 鞋 〇 . 護 髮 素 
1. Ad idas 1 . 佳 麗 露 
2. Dunlop 2 . 花 王 
3. Lo t t o 3 . 萊 莉 雅 （ L ' o r e a l ) 
4. New Ba l a n c e 4 . 威 挪 （ W e l l a ) 
5. Nike 5. A l b e r t o V 0 5 
6. Reebok 6. New Vida l S a s s oon 
7. C o n v e r s e 7. F i n e s s e 
8 . 其 他 （ 請 說 明 ） ： 8 . 新 一 代 （ S u n n y Drop ) 
9 . 不 穿 運 動 鞋 9 . 其 他 （ 請 說 明 ） ： 
1 0 . 不 用 護 髮 素 
L . 牛 仔 褲 
1 . 蘋 果 牌 （ A p p l e J e a n s ) p . 電 腦 磁 碟 
2. L ev i s l . B A S F 
3 . 威 格 （ W r a n g l e r ) 2 . D a t a l i f e 
4 . 佐 丹 奴 ( G i o r d a n o ) 3 . p u j j 
5. Big John 4 . D y s a n 
6 . 其 他 （ 請 說 明 ） ： 5 . 3 M 
7 . 不 穿 牛 仔 褲 6 . M a x e l l 
7. Nashua 
M
' 8 . 其 他 （ 請 說 明 ） ： 
1 . 加 信 士 ( Cusons Ta l cum P o w d e r ) ^ 不用磁碟 
2 . 莊 生 ( J o h n s o n ' s Baby P o w d e r ) 
3. S t . M i ch a e l ' s 
4 . 其 他 （ 請 說 明 ) : 
5 . 小 用 爽 身 粉 
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4. 6 . 馬 肫 關 （ M a r y Quant) 
卜列坫女仕一般常用的物品，誚囵出妳砬 7 . 美 齊 蓮 ( M a y b e l l i n e ) 
常用的牌子。 8 . 露 華 濃 （ R e v l o n ) 
一‘帝 9.資生堂（Shiseido ) 
A
" ^ ^ ^ ^ 10 .其他（請說明）： 
1 . 夏 仕 蓮 雪 花 資 H . 不 用 化 粧 品 
2 . 莊 生 嬰 兒 潤 时 露 
3
. 利 維 亞 潤 面 膏 . C . 皮 膚 護 理 
4 . 玉 蘭 油 , 
I. Uhanel 
5 . 旁 士 冷 霜 9 . 





o r e a l
 3 . 伊 利 莎 伯 雅 頓 （ E l i z a b e t h A rden ) 
7 . 其 他 （ 請 說 明 ) : , F , T , 
4. h s t e e L a u d e r 
8 . 不 用 潤 面 霜 q 古絲 
。. 问林 
6 . 蘭 金 ( L a n c o m e ) 
B
' ^ ^ 7 . 蜜 絲 佛 陀 （ M a x F a c t o r ) 
1. Cove r G i r l . 8 . 利 維 亞 
2. E s t e e L a u d e r ^ 次 丄 ^ 
9 . 資 生 堂 
3 . 蜜 絲 佛 陀 （ M a x F a c t o r ) ！ 0 . 其 他 （ 請 說 明 ） ： 
4. 蘭 金 ( L a n c o m e ) ^ 不選用 
5 . 高 絲 （ K o s e ) 
拾壹、我們需要一些你的個人資料作爲分祈之用。這些資料將匿名及絕對保密處理，回答下列各題時 
，請圍出最適合的答案。 
1 . 性 别 ： 1 . 男 4 . 婚 姻 狀 況 ： 1 . 單 身 
2 . 女 2 . 已 婚 但 未 有 子 女 
3 . 已 婚 及 已 有 子 女 
2 . 年 齡 ： (請塡寫你的年歲） 4 . 離 婚 
3 .你的敎育程度是： 5 . 你 現 在 是 ： 
1 . 小 學 及 以 下 L 全 職 主 婦 
2 . 曾 讀 中 學 / 工 業 學 院 2 . 全 職 學 生 
3 . 中 學 / 工 業 學 院 畢 業 3 . 無 職 業 
4 . 現 正 就 讀 預 科 / 理 工 4 . 受 僱 ( 請 說 明 ) 
5 . 預 科 / 理 工 畢 業 職 位 ： 
6 . 就 讀 / 曾 讀 大 學 工作性質： 
7 . 大 學 畢 業 
8 . 大 學 以 上 
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•hl. 
6 .矜你现庄受餛，你在那類機構工作呢？ 10.你的宗敎足•• 
1 . 政 府 1 . 佛 敎 
2 . 公 共 小 業 2 . 逍 敎 
3 . 本 地 公 司 3 . 基 督 敎 
4 . 跨 國 公 司 4 . 天 主 敎 
5 . 中 資 公 司 . 5 . 其 他 （ 請 說 明 ） ： 
6 . 非 牟 利 機 構 6 . 無 宗 敎 
7 . 自 僱 
8 . 其 他 （ 請 說 明 ) ： 1 1 . 你 有 否 買 過 人 壽 保 險 ？ 
1 . 有 
7 .若你現在工作’你每月的收入是那一項？ 2 . 沒 有 
1 . 低 於 $ 2 ， 9 9 9 
2. $ 3 , 0 0 0 - $ 4 , 9 9 9 ’ < 袖 勺 傲 蘇 十 畫 提 公 ^ ] ½ ¾ ？ 
1 AIA 
3. $ 5 , 0 0 0 - $ 6 , 999 ‘ 
4. $ 7 , 0 0 0 - $ 8 , 9 9 9
 2
.
 M a n U a l L i f e 
5. $9，000—$10，999 3 . N a t i ^ a l Mutual 
6. $ 1 1 , 0 0 0 - $ 1 2 , 999
 4
.
 P r u d e n
^
i a l 
7. $13，000—$14,999 5 . 其 他 （ 請 說 明 ） ： 
8. $15，000及以上 
1 2 . 你 有 否 信 用 咭 呢 ？ 
1 有 
8 . 你 的 住 所 是 下 列 那 一 類 呢 ？ _ 
1 . 公 共 屋 邨 2.、沒有 
2 . 居 者 有 其 屋 若有，是那一類呢？ 
3 . 私 人 樓 宇 1 . 美 國 運 通 咭 （ A m e r i c a n E x p r e s s ) 
4
. 木 屋 2 . 大 來 信 用 証 （ D i n e r s C lub ) 
5 . 複 式 别 墅 3. M a s t e r c a r d 
6 . 其 他 （ 請 說 明 ） ： 4. V i s a 
5 . 其 他 （ 請 說 明 ） ： 
9 . 你 父 母 的 宗 敎 是 ： 
L 丨弗敎 1 3 . 你 在 下 列 那 / 那 些 銀 行 有 戶 口 呢 ？ 
2 . 道 敎 1 . 滙 豐 銀 行 
3 . 基 督 敎 2 . 恒 生 銀 行 
4 . 天 主 敎 3 . 萬 國 寶 通 銀 行 
5 . 其 他 （ 請 說 明 ） ： 4 . 中 國 銀 行 
6
. 無 宗 敎 5 . 東 亞 銀 行 
6 . 渣 打 銀 行 
7 . 大 通 銀 行 
8 . 其 他 （ 請 說 明 ） ： 
多謝合作！ 
- 1 8 -
A p p e n d i x III 
4 . 1 DEMOGRAPHIC P R O F I L E A N A L Y S I S 
TABLE 4 . 1 . 1 SEX TABLE 4 . 1 . 2 AGE 
FREQ. PERCENT FREQ. PERCENT 
1 HALE 6 8 0 4 4 . 4 1 1 5 - 1 9 221 1 4 . 4 
2 FEMALE 8 5 3 5 5 . 6 2 2 0 - 2 4 539 3 5 . 2 
3 2 5 - 3 0 4 2 9 2 7 . 9 
TOTAL 1533 1 0 0 . 0 4 3 1 - 3 4 199 1 3 』 
================== 5 3 5 - 4 0 145 9 . 5 
TOTAL 1533 1 0 0 . 0 
TABLE 4 . 1 . 3 EDUCATION 
FREQ. PERCENT 
1 PRIMARY AND BELOW 169 1 1 . 0 
2 SECONDARY/TECH. INSTITUTIONS 6 4 6 4 2 . 2 
3 COLLEGE / POLYTECHNIC 290 1 8 . 9 
4 UNIVERSITY 331 2 1 . 6 
5 POSTGRADUATE 9 7 6 . 3 
1533 1 0 0 . 0 
TABLE 4 . 1 . 4 STATUS 
FREQ. PERCENT 
1 SINGLE 1010 6 5 . 9 
2 MARRIED WITHOUT CHILDREN 159 1 0 . 4 
3 MARRIED WITH CHILDREN 3 3 4 2 1 . 8 
4 DIVORCED 30 2 . 0 
1533 1 0 0 . 0 
TABLE 4 . 1 . 5 OCCUPATION 
FREQ. PERCENT 
1 HOUSEWIFE 41 2 . 7 
2 FULL TIME STUDENT 3 4 6 2 2 . 9 
3 UNEMPLOYED 15 1 . 0 
4 EMPLOYED 1112 7 3 . 4 
1512 1 0 0 . 0 
TABLE 4 . 1 . 6 J O B P O S I T I O N 
1 NOT SPECIFIED 5 1 1 34 q 
2 PRODUCTION & RELATED 4 8 3 2 
3 TRANSPORT EQUIPMENT OPERATORS & LABOURERS 7 0 . 5 
4 SERVICE WORKERS 3 6 2 . 4 
5 CLERICAL & RELATED WORKERS 3 5 8 2 3 . 9 
6 SALES WORKERS 3 1 2 . 1 
7 PROFESSIONAL, TECHNCIAL & RELATED WORKERS 9 3 6 . 2 
8 ADMINISTRATIVE & SUPERVISORY 1 6 0 1 0 _ 7 
9 MANAGERICAL 1 2 5 8 3 
10 AGRICULTRUE, ANIMAL HUSBANDRY, FORESTRY WORKERS, FISHESMEN 0 0 . 0 
11 UNCLASSIFICAL 93 6 1 
12 BROKER / INVESTMENT ” 0 . 8 
13 TEACHER / EDUCATIONAL RELATED FIELD 2 7 1 . 8 
TABLE 4 . 1 . 7 JOB NATURE 
FREQ. PERCENT 
1 NOT SPECIFIED 9 4 3 6 2 . 8 
2 MANUFACTURING 65 4 . 3 
3 WHOLESALE & RETAIL, IMPORT & EXPORT TRADE 9 6 6 . 4 
4 RESTAURANTS, HOTEL, ENTERTAINMENT 71 4 . 7 
5 COMMUNITY, SOCIAL, PERSONAL SERVICES 105 7 . 0 
6 CONSTRUCTION 8 0 . 5 
7 TRANSPORT, STORAGE & COMMUNICATION 9 0 . 6 
8 FINANCE, INSURANCE, REAL ESTATE 9 7 6 . 5 
9 MINING & QUARRYING 1 0 . 1 
10 PUBLIC UTILITIES 9 8 6 . 5 
11 AGRICULTURE, FORESTING, HUNTING & FISHING 1 0 . 1 
12 UNCLASSIFIABLE 1 0 . 1 
1502 1 0 0 . 0 
TABLE 4 . 1 . 8 COMPANY 
FREQ. PERCENT 
1 GOVERNMENT 91 5 . 9 
2 PUBLIC UTILITIES 105 6 . 8 
3 LOCAL COMPANY 3 0 0 1 9 . 6 
4 MULTINATIONAL COMPANY 472 3 0 . 8 
5 CHINA BAS 21 1 . 4 
6 NONPROFIT ORGANIZATION 81 5 . 3 
7 SELF EMPLOYED 3 7 2 . 4 
8 OTHERS 122 8 . 0 
9 NOT SPECIFIED 304 1 9 . 8 
1533 1 0 0 . 0 
TABLE 4 . 1 . 9 INCOME TABLE 4 . 1 . 1 2 OWN RELIGION 
FREQ. PERCENT FREQ. PERCENT 
1 $ 2 , 9 9 9 AND BELOW 341 2 2 . 2 1 BUDDHISM 111 7 . 3 
2 $ 3 , 0 0 0 TO $ 4 , 9 9 9 4 0 0 2 6 . 0 2 TAOISM 7 0 . 6 
3 $ 5 , 0 0 0 TO $ 6 , 9 9 9 281 1 8 . 3 3 CHRISTIANS 2 7 3 1 8 . 0 
4 $ 7 , 0 0 0 TO $ 8 , 9 9 9 174 1 1 . 4 4 CATHORICS 128 8 . 5 
5 $ 9 , 0 0 0 TO $ 1 0 , 9 9 9 119 7 . 8 5 OTHERS 21 1 . 4 
6 $ 1 1 , 0 0 0 TO $ 1 2 , 9 9 9 5 3 3 . 5 6 NO RELIGION 974 6 4 . 3 
7 $ 1 3 , 0 0 0 TO $ 1 4 , 9 9 9 A3 2 . 8 
8 $ 1 5 , 0 0 0 AND ABOVE 122 8 . 0 1 5 U 1 0 0 . 0 
1533 1 0 0 . 0 
TABLE 4 . 1 . 1 0 TYPES OF HOUSING TABLE 4 . 1 . 1 3 INSURANCE 
FREQ. PERCENT FREQ. PERCENT 
1 PUBLIC HOUSING ESTATES 541 3 5 . 4 1 YES 439 2 9 . 1 
2 BUNGALOW 19 1 . 2 2 NO 1070 7 0 . 9 
3 OWNER HOUSING SCHEME 125 8 . 2 
4 SQUATTERS 14 0 . 9 1509 1 0 0 . 0 
5 PRIVATE HOUSING 7 7 7 5 0 . 9 ================== 
6 OTHERS 51 3 . 3 
1 5 2 7 1 0 0 . 0 TABLE 4 . 1 . 1 4 INSURANCE COMPANY 
FREQ. PERCENT 
TABLE 4 . 1 . 1 1 PARENT RELIGION 
1 AIA 184 1 2 . 0 
2 MANUAL LIFE 121 7 . 9 
FREQ. PERCENT 3 NATIONAL MUTUAL 108 7 . 0 
4 PRUDENTIAL 25 1 . 6 
1 BUDDHISM 4 7 9 3 1 . 7 5 OTHERS 72 4 . 7 
2 TAOISM 42 2 . 8 
3 CHRISTIANS 91 6 . 0 
4 CATHORICS 109 7 . 2 
5 OTHERS 3 8 2 . 5 TABLE 4 . 1 . 1 5 CREDIT CARD 
6 NO RELIGION 7 5 3 4 9 . 8 ================== 
1512 1 0 0 . 0 FREQ. PERCENT 
1 YES 762 5 2 . 0 
2 NO 702 4 8 . 0 
1464 1 0 0 . 0 
TABLE 4 . 1 . 1 6 TYPE OF CREDIT CARD TABLE 4 . 1 . 1 7 BANK 
-二二 = = = : = = = = = = = = = 
FREQ_ PERCENT FREQ. PERCENT 
1 A M E R I C A N EXPRESS 2 6 0 1 7 . 0 1 HONG KONG BANK 1100 7 1 . 8 
2 D I N E R S CLUB 4 6 3 . 0 2 HANG SENG BANK 6 0 0 3 9 . 1 
3 M A S T E R C A R D 1 0 8 7 . 0 3 CITI BANK 6 2 4 . 0 
4 v i s a 6 0 7 3 9 . 6 4 CHINA BANK 150 9 . 8 
5 0 T H E R S 13 0 . 8 5 EAST ASIA BANK 6 7 4 . 4 
6 STANDARD CHARTERED 4 5 0 2 9 . 4 
7 CHASE 3 2 2 . 1 
8 OTHERS 110 7 . 2 
9 OTHER CHINESE BANK 25 1 . 6 
TABLE 4 . 1 . 1 8 CROSS TABLE BY AGE AND MARITAL STATUS 
M a r r i e d M a r r i e d 
W i t h o u t W i t h 
S i n g l e C h i l d r e n C h i l d r e n D i v o r c e d 
Age F r e q . % F r e q . % F r e q . % F r e q . % T o t a l % 
15-19 1 8 2 8 2 . 4 % 6 2 . 7 % 22 1 0 . 0 % 11 5 . 0 % 221 1 0 0 . 0 
20-24 4 5 8 8 5 . 0 % 1 7 3 . 2 % 55 1 0 . 2 % 9 1 . 7 % 5 3 9 1 0 0 . 0 
25-29 2 8 3 6 6 . 0 % 7 4 1 7 . 2 % 6 9 1 6 . 1 % 3 0 . 7 % 4 2 9 1 0 0 . 0 
30-34 7 0 3 5 . 2 % 4 8 2 4 . 1 % 7 6 3 8 . 2 % 5 2 . 5 % 1 9 9 1 0 0 . 0 
35-40 1 7 1 1 . 7 % 14 9 . 7 % 112 7 7 . 2 % 2 1 . 4 % 145 1 0 0 . 0 
TABLE 4 . 1 . 1 9 
CROSS TABLE BY AGE AND INSURANCE PURCHASE 
YES NO 
FREQ. % FREQ. % TOTAL % 
15-19 11 5 . 1 % 2 0 3 9 4 . 9 % 21A 1 0 0 . 0 
20-24 109 2 0 . 5 % 4 2 4 7 9 . 5 % 5 3 3 1 0 0 . 0 
25-29 171 4 0 . 3 % 2 5 3 5 9 . 7 % 4 2 4 1 0 0 . 0 
30-34 8 3 4 2 . 1 % 114 5 7 . 9 % 1 9 7 1 0 0 . 0 
35-40 6 5 4 6 . 1 % 7 6 5 3 . 9 % 141 1 0 0 . 0 
TABLE 4 . 1 . 2 0 CROSS TABLE BY AGE AND CREDIT CARDS USAGE 
• • 一 一 一 — • • 一 • 麵 • ••• 一 一 一 一 一 一 一 一 一 — 攀 一 一 一 一 一 
YES NO 
FREQ. % FREQ. % TOTAL % 
15-19 13 6 . 3 % 194 9 3 . 7 % 2 0 7 1 0 0 . 0 
20-24 1 9 3 3 7 . 3 % 3 2 4 6 2 . 7 % 5 1 7 1 0 0 . 0 
25-29 3 2 1 7 7 . 2 % 9 5 2 2 . 8 % 4 1 6 1 0 0 . 0 
30-34 143 7 5 . 3 % 4 7 2 4 . 7 % 190 1 0 0 . 0 



































































































































































































































































































































































































































































































































































































































































































































































































































































































































且 t i o n & Insurance Purchase 
YES NO 
FREQ % FREQ % TOTAL % 
PRIMARY AND BELOW 34 2 0 . 2 % 134 79 . 8% 168 1 0 0 . 0 
SECONDARY/T.I. 204 3 2 . 3 % 4 2 8 6 7 . 7 % 6 3 2 1 0 0 . 0 
COLLEGE/POLYTECHNIC 71 2 4 . 9 % 214 75 . 1% 285 1 0 0 . 0 
UNIVERSITY 8 7 2 6 . 6 % 240 73 . 4% 3 2 7 1 0 0 . 0 
POSTGRADUATE 4 3 4 4 . 3 % 54 55 . 7% 9 7 1 0 0 . 0 
4 3 9 1070 
TABLE 4 . 1 . 2 4 
Cross Table by Education & Credi t Card Usage 
YES NO 
FREQ % FREQ % TOTAL % 
PRIMARY AND BELOW 45 2 7 . 4 % 119 72 . 6% 164 1 0 0 . 0 
SECONDARY/T.I. 3 1 9 5 1 . 9 % 2 9 6 4 8 . 1 % 6 1 5 1 0 0 . 0 
COLLEGE/POLYTECHNIC 1 3 7 4 9 . 6 % 139 50 . 4% 2 7 6 1 0 0 . 0 
UNIVERSITY 1 7 7 5 6 . 2 % 138 4 3 . 8 % 3 1 5 1 0 0 . 0 
POSTGRADUATE 84 8 9 . 4 % 10 10 .6% 94 1 0 0 . 0 

















































































































































































































































































































































































































































































































































































































































































































































































































































































































































































T A B L E 4 . 1 . 2 7 
C R O S S T A B L E BY JOB POSITION AND S E X 
MALE FEMALE 
F R E Q . % F R E Q % 
1 1 5 - 1 9 75 1 1 . 0 146 1 7 . 1 
2 2 0 - 2 4 234 3 4 . 4 3 0 5 3 5 . 8 
3 2 5 - 2 9 1 9 7 2 9 . 0 232 2 7 . 2 
4 3 0 - 3 4 9 7 1 4 . 3 102 1 2 . 0 
5 3 5 - 4 0 7 7 1 1 . 3 6 8 8 . 0 
TOTAL 6 8 0 1 0 0 . 0 8 5 3 1 0 0 . 0 
TABLE 4 . 1 . 2 8 
CROSS TABLE BY EDUCATION AND SEX 
MALE FEMALE 
FREQ. % FREQ % 
1 PRIMARY AND BELOW 51 7.5 118 1 3 . 8 
2 SECONDARY / T . I . 252 3 7 . 1 394 4 6 . 2 
3 COLLEGE/POLYTECHINIC 118 1 7 . 4 172 2 0 . 2 
4 UNIVERSTIY 193 2 8 . 4 138 1 6 . 2 
5 POSTGRADUATE 6 6 9 . 7 31 3 . 6 
TOTAL 6 8 0 1 0 0 . 0 8 5 3 1 0 0 . 0 
TABLE 4 . 1 . 2 9 
CROSS TABLE FOR MARITAL STATUS BY SEX 
MALE FEMALE 
FREQ. % FREQ % 
1 SINGLE 4 7 8 7 0 . 3 532 6 2 . 4 
2 MARRIED W/O CHILDREN 58 8 . 5 101 1 1 . 8 
3 MARRIED U CHILDREN 135 1 9 . 9 199 2 3 . 3 
4 DIVORCED 9 1 . 3 21 2 . 5 
TOTAL 680 1 0 0 . 0 8 5 3 1 0 0 . 0 
TABLE 4 . 1 . 3 0 
CROSS TABLE BY OCCUPATION AND SEX 
MALE FEMALE 
F R E Q . % FREQ % 
1 HOUSEWIFE 1 0 . 1 40 4 . 7 
2 STUDENT 153 2 2 . 9 193 2 2 . 9 
3 UNEMPLOYED 6 0 . 9 9 1 . 1 
4 EMPLOYED 5 0 9 7 6 . 1 601 7 1 . 3 
TOTAL 6 6 9 1 0 0 . 0 8 4 3 1 0 0 . 0 
TABLE 4 . 1 . 3 1 
C R O S S TABLE BY J O B P O S I T I O N AND SEX 
MALE FEMALE 
F R E Q . % FREQ % 
1 NOT SPECIFIED 206 3 0 . 9 305 3 6 . 6 
2 PRODUCTION & RELATED 19 2 . 8 29 3 , 5 
3 TRANSPORT EQUIPMENT OPERATORS & LABOURERS 7 0 0 . 0 
4 SERVICE WORKERS 23 3 . 4 13 1 . 6 
5 CLERICAL & RELATED WORKERS 71 1 0 . 6 2 8 7 3 4 . 5 
6 SALES WORKERS 22 3 . 3 9 1 . 1 
7 PROFESSIONAL, TECHNICAL & RELATED WORKERS 58 8 . 7 35 4 . 2 
8 ADMINISTRATIVE & SUPERVISORY 109 1 6 . 3 51 6 . 1 
9 MANAGERIAL 7 7 1 1 . 5 4 8 5 . 8 
10 AGRICULTRUE, ANIMAL HUSBANDRY, FORESTRY WORKERS, FISHESMEN 0 0 . 0 0 0 . 0 
11 UNCLASSIFICABLE 52 7 . 8 41 4 . 9 
12 BROKER/INVESTMENT 10 1 . 5 1 0 . 1 
13 TEACHER/EDUCATIONAL RELATED FIELD 13 1 . 9 K 1 . 7 
TOTAL 6 6 7 1 0 0 . 0 8 3 3 1 0 0 . 0 
TABLE A . 1 . 3 2 
CROSS TABLE BY JOB NATURE AND SEX 
MALE FEMALE 
FREQ. % FREQ % 
1 NOT SPECIFIED 3 6 5 5 4 . 6 5 7 8 6 9 . 3 
2 MANUFACTURING 3 5 5 . 2 30 3 . 6 
3 WHOLESALE & RETAIL, IMPORT & EXPORT TRADE 54 8 . 1 42 5 . 0 
4 RESTAURANTS, HOTEL, ENTERTAINMENT 4 8 7 . 2 23 2 . 8 
5 COMMUNITY, SOCIAL WORKER, PERSONAL SERVICES 41 6 . 1 64 7 . 7 
6 CONSTRUCTION 7 1 . 0 1 0 . 1 
7 TRANSPORT, STORAGE & COMMUNICATION 5 0 . 7 4 0 . 5 
8 FINANCE, INSURANCE, REAL ESTATE 50 7 . 5 4 7 5 . 6 
9 MINING & QURRYING 1 0 . 1 0 0 . 0 
10 PUBLIC UTIL IT IES 6 0 . 9 0 0 . 0 
11 AGRICULTURE, FORESTING, HUNTING & FISHING 0 0 . 0 1 0 . 1 
12 UNCLASSIFIABLE 56 8 . 4 42 5 . 0 
TOTAL 6 6 7 1 0 0 . 0 8 3 3 1 0 0 . 0 
TABLE 4 . 1 . 3 3 
CROSS TABLE BY INCOME AND SEX 
MALE FEMALE 
FREQ. % FREQ % 
1 $ 2 , 9 9 9 AND BELOW 122 1 7 . 9 219 2 5 . 7 
2 $ 3 , 0 0 0 - $ 4 , 9 9 9 154 2 2 . 6 2 4 6 2 8 . 8 
3 $ 5 , 0 0 0 - $ 6 , 9 9 9 132 1 9 . 4 149 1 7 . 5 
4 $ 7 , 0 0 0 - S 8 f 9 9 9 84 1 2 . 4 90 1 0 . 6 
5 $ 9 , 0 0 0 - $ 1 0 , 9 9 9 51 7 . 5 6 8 8 . 0 
6 $ 1 1 # 0 0 0 - $ 1 2 , 9 9 9 2 8 4 . 1 25 2 . 9 
TABLE 4 . 1 . 3 4 
C R O S S TABLE BY JOB P O S I T I O N AND SEX 
MALE FEMALE 
F R E Q . % FREQ % 
1 BUDDHISM 4 9 7 . 3 62 7 . 4 
2 TAOISM 4 0 . 6 3 0 . 4 
3 CHIRSTIANS 9 6 1 4 . 3 177 2 1 . 0 
4 CATHORICS 3 9 5 . 8 8 9 1 0 . 6 
5 OTHERS 10 1 . 5 11 1 . 3 
6 NO RELIGION 4 7 3 7 0 . 5 501 5 9 . 4 
TOTAL 671 1 0 0 . 0 8 4 3 1 0 0 . 0 
TABLE 4 . 1 . 3 5 
CROSS TABLE BY INSURANCE PURCHASE AND SEX 
MALE FEMALE 
FREQ. % FREQ % TOTAL 
YES 2 4 8 3 7 . 0 191 2 2 . 8 4 3 9 
NO 4 2 3 6 3 . 0 6 4 7 7 7 . 2 1071 
TOTAL 671 1 0 0 . 0 8 3 8 1 0 0 . 0 1509 
TABLE 4 . 1 . 3 6 
CROSS TABLE BY INSURANCE COMPANY AND SEX 
MALE FEMALE 
FREQ. % FREQ % TOTAL 
1 AIA 104 1 5 . 3 80 9 . 4 184 
2 MANUAL LIFE 61 9 . 0 60 7 . 0 121 
3 NATIONAL MUTUAL 59 8 . 7 4 9 5 . 7 108 
4 PRUDENTIAL 15 2 . 2 10 1 . 2 25 
5 OTHERS 41 6 . 0 31 3 . 6 72 
TABLE 4 . 1 . 3 7 
CROSS TABLE BY CREDIT CARD USAGE AND SEX 
MALE FEMALE 
FREQ. % FREQ % TOTAL 
YES 3 8 6 5 9 . 0 3 7 6 4 6 . 4 762 
NO 2 6 8 4 1 . 0 434 5 3 . 6 702 
TOTAL 654 1 0 0 . 0 8 1 0 1 0 0 . 0 1509 
TABLE 4 . 1 . 3 8 
C R O S S TABLE FOR C R E D I T CARD TYPE BY SEX 
MALE FEMALE 
F R E Q . % FREQ % TOTAL 
AMERICAN EXPRESS 138 2 0 . 3 122 1 4 . 3 260 
DINERS CLUB 25 3 . 7 21 2 . 5 4 6 
MASTERCARD 5 8 8 . 5 50 5 . 9 108 
VISA 2 9 9 4 4 . 0 3 0 8 3 6 . 1 6 0 7 
OTHERS 10 1 . 5 3 0 . 4 13 
TABLE 4 . 1 . 3 9 
CROSS TABLE BY BANKS AND SEX 
MALE FEMALE 
FREQ. % FREQ % TOTAL 
HONG KONG BANK 504 7 4 . 1 596 6 9 . 9 1100 
HENG SENG BANK 262 3 8 . 5 3 3 8 3 9 . 6 6 0 0 
CITI BANK 30 4 . 4 3 2 3 . 8 6 2 
CHINA 62 9 . 1 8 8 1 0 . 3 150 
EAST ASIA 3 2 4 . 7 3 5 4 . 1 6 7 
STANDARD CHARTERED 2 0 7 3 0 . 4 2 4 3 2 8 . 5 4 5 0 
CHASE 16 2 . 4 16 1 . 9 3 2 
OTHERS 4 7 6 . 9 6 3 7 . 4 110 
OTHER CHINESE BANK 12 1 . 8 13 1 . 5 25 
TABLE 4 . 1 . 4 0 
FREQUENCY TABLE OF HOUSING TYPE BY INCOME 
PUBLIC HOUSING HOME PRIVATE SQUATTERS' 
INCOME GROUPS ESTATE OWNERSHIP HOUSING AREAS BUNGALOW OTHERS 
1 $ 2 , 9 9 9 & BELOW 3 8 . 8 5 . 6 5 1 . 8 1 . 2 1 . 8 0 . 9 
2 $ 3 , 0 0 0 - $ 4 , 9 9 9 4 6 . 6 6 . 8 3 9 . 3 1 . 5 1 . 0 4 . 8 
3 $ 5 , 0 0 0 - $ 6 , 9 9 9 4 2 . 0 1 1 . 7 4 1 . 6 0 . 7 0 . 4 3 . 6 
4 $ 7 , 0 0 0 • $ 8 , 9 9 9 3 5 . 3 9 . 2 5 2 . 0 0 . 0 0 . 6 2 . 9 
5 $ 9 , 0 0 0 - $ 1 0 , 9 9 9 1 4 . 3 1 0 . 9 6 9 . 7 0 . 8 0 . 8 3 . 4 
6 $ 1 1 , 0 0 0 - $ 1 2 , 9 9 9 1 1 . 3 9 . 4 6 7 . 9 0 . 0 1 . 9 9 . 4 
7 $ 1 3 , 0 0 0 - $ 1 4 , 9 9 9 2 0 . 9 1 6 . 3 5 8 . 1 0 . 0 0 . 0 4 . 7 
8 $ 1 5 , 0 0 0 & ABOVE 1 0 . 7 4 . 1 7 7 . 7 0 . 8 4 . 1 2 . 5 
TABLE 4 . 1 . 4 1 
FREQUENCY TABLE OF OWNERSHIP OF INSURANCE POLICY BY INCOME 
YES NO 
INCOME GROUPS % % 
1 $ 2 , 9 9 9 & BELOW 17 5 . 1 3 1 9 9 4 . 9 
2 $ 3 , 0 0 0 - $ 4 , 9 9 9 8 7 2 2 . 2 305 7 7 . 8 
3 $ 5 , 0 0 0 - $ 6 , 9 9 9 80 2 8 . 9 197 7 1 . 1 
4 $ 7 , 0 0 0 - $ 8 , 9 9 9 71 4 1 . 0 102 5 9 . 0 
5 $ 9 , 0 0 0 - $ 1 0 , 9 9 9 50 4 2 . 0 6 9 5 8 . 0 
6 $ 1 1 , 0 0 0 - $ 1 2 , 9 9 9 2 7 5 1 . 9 25 4 8 . 1 
7 $ 1 3 , 0 0 0 - $ 1 4 , 9 9 9 26 6 1 . 9 16 3 8 . 1 
8 $ 1 5 , 0 0 0 & ABOVE 81 6 8 . 6 3 7 3 1 . 4 
TABLE 4 . 1 . 4 2 
FREQUENCY TABLE OF OWNERSHIP OF INSURANCE POLICY BY MARITAL STATUS 
YES NO 
MARITAL STATUS % % 
SINGLE 244 2 4 . 6 % 748 7 5 . 4 % 
MARRIED W/O CHILDREN 6 3 3 9 . 9 % 95 6 0 . 1 % 
MARRIED W/ CHILDREN 129 3 9 . 2 % 200 6 0 . 8 % 
DIVORCED 3 10 .0% 2 7 9 0 . 0 % 
TABLE 4 . 1 . 4 3 
FREQUENCY TABLE OF OWNERSHIP OF INSURANCE POLICY BY JOB POSITION 
YES NO 
JOB POSITION % % 
1 No t S p e c i f i e d 51 10 .2% 4 4 8 8 9 . 8 % 
2 P r o d u c t i o n & r e l a t e d 8 17 .0% 3 9 8 3 . 0 % 
3 T r a n s p o r t e q u i p , o p e r a t o r s 3 4 2 . 9 % 4 5 7 . 1 % 
4 S e r v i c e w o r k e r s 20 5 5 . 6 % 16 4 4 . 4 % 
5 C l e r i c a l a n d r e l a t e d w o r k e r s 9 6 2 7 . 2 % 2 5 7 72 . 8% 
6 S a l e s w o r k e r s 15 5 1 . 7 % 14 4 8 . 3 % 
7 P r o f e s s i o n a l 42 4 5 . 2 % 51 5 4 . 8 % 
8 A d m i n i s t r a t i v e & S u p e r v i s o r y 61 3 8 . 6 % 9 7 6 1 . 4 % 
9 M a n a g e r i a l 85 6 8 . 5 % 3 9 3 1 . 5 % 
10 B r o k e r / I n v e s t m e n t 5 4 5 . 5 % 6 5 4 . 5% 
11 T e a c h e r / E d u c a t i o n a l 6 2 2 . 2 % 21 77.8% 
12 U n c l a s s i f i c a b l e 41 4 4 . 6 % 51 5 5 . 4% 
TABLE 4 . 1 . 4 4 
FREQUENCY TABLE OF OWNERSHIP OF INSURANCE POLICY BY JOB NATURE 
YES NO 
JOB NATURE % % 
1 No t S p e c i f i e d 200 2 1 . 6 % 725 7 8 . 4 % 
2 M a n u f a c t u r i n g 22 3 4 . 4 % 42 6 5 . 6 % 
3 W h o l e s a l e a n d r e t a i l . . 4 7 5 0 . 0 % 4 7 5 0 . 0 % 
4 R e s t . , h o t e l , e n t e r t a i n m e n t 3 8 5 4 . 3 % 32 4 5 . 7 % 
5 C o m u n i t y , s o c i a l s e r v i c e s 3 9 3 7 . 1 % 6 6 6 2 . 9 % 
6 C o n s t r u c t i o n 4 5 0 . 0 % 4 5 0 . 0 % 
7 t r a n s p o r t , s t o r a g e & commun. 2 2 2 . 2% 7 7 7 . 8 % 
8 F i n a n c e I n s u r a n c e R e a l e s t a t e 42 4 3 . 8 % 54 5 6 . 3 % 
9 M i n i n g & Q u a r r y i n g 0 0 . 0% 1 100 . 0% 
10 P u b l i c U t i l i t i e s 2 3 3 . 3 % 4 6 6 . 7 % 
11 A g r i c u l t u r e / F o r e s t i n g / F i s h i n g 0 0 . 0 % 1 100 .0% 
12 U n c l a s s i f i a b l e 3 8 3 8 . 4 % 61 6 1 . 6 % 
TABLE 4 . 1 . 4 5 
FREQUENCY TABLE OF CREDIT CARD BY INCOME 
YES NO 
INCOME GROUPS % % 
1 $ 2 , 9 9 9 & BELOW 35 1 0 . 7 291 8 9 . 3 
2 $ 3 , 0 0 0 - $ 4 , 9 9 9 124 3 2 . 8 254 6 7 . 2 
3 $ 5 , 0 0 0 - $ 6 , 9 9 9 176 6 5 . 4 9 3 3 4 . 6 
4 $ 7 , 0 0 0 - $ 8 , 9 9 9 135 7 9 . 9 3 4 2 0 . 1 
5 $ 9 , 0 0 0 - $ 1 0 , 9 9 9 9 7 8 A . 3 18 1 5 . 7 
6 $ 1 1 , 0 0 0 • $ 1 2 , 9 9 9 4 7 9 2 . 2 4 7.8 
7 $ 1 3 , 0 0 0 - $ 1 4 , 9 9 9 3 7 9 0 . 2 4 9 . 8 








































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































TABLE 4 . 5 . 4 0 
FREQUENCY TABLE OF TOP WISHES 
NO YES 
WISHES F r e q % F r e q % 
1 F r e e d o m 861 56 . 2% 6 7 2 4 3 . 8 % 
2 P o s i t i o n / S t a t u s 1491 9 7 . 3 % 4 2 2 . 7% 
3 H a p p i n e s s 9 6 9 6 3 . 2 % 5 6 4 3 6 . 8 % 
4 S u c c e s s i n w o r k / s t u d y 1139 74 . 3% 3 9 4 2 5 . 7 % 
5 Y o u t h f u l n e s s 1508 9 8 . 4 % 25 1 .6% 
6 R e p u t a t i o n 1521 9 9 . 2 % 12 0 . 8% 
7 C o m p a n i o n s h i p w i t h o p p o s i t e s e x 1A18 9 2 . 5 % 115 7 . 5% 
8 L e i s u r e 1506 9 8 . 2 % 2 7 1 .8% 
9 Love 1042 6 8 . 0 % 491 3 2 . 0 % 
10 Powe r 1501 9 7 . 9 % 3 2 2 . 1% 
11 F r i e n d s h i p 1 3 1 7 8 5 . 9 % 2 1 6 14 .1% 
12 H e a l t h 504 3 2 . 9 % 1029 6 7 . 1 % 
13 W e a l t h 1175 7 6 . 6 % 3 5 8 23 . 4% 
14 Luck 1446 9 4 . 3 % 8 7 5 . 7% 
15 Good L o o k s 1504 9 8 . 1 % 2 9 1 .9% 
16 S t a b i l i t y 1142 74 . 5% 391 25 . 5% 
17 S e c u r i t y 1509 9 8 . 4 % 24 1 .6% 
TABLE 4 . 5 . 1 . 1 
FREQUENCY TABLE OF TOP THREE WISHES BY SEX 
W i s h e s M a l e F e m a l e 
% % 
1 F r e e d o m 4 5 . 4 4 2 . 6 * 
2 P o s i t i o n / s t a t u s 4 . 4 1 . 4 
3 H a p p i n e s s 3 0 . 6 4 1 . 7 
4 S u c c e s s i n w o r k / s t u d y 3 2 . 1 2 0 . 6 
5 Y o u t h f u l n e s s 1 . 3 1 . 9 * 
6 R e p u t a t i o n 1 . 2 0 . 5 * 
7 C o m p a n i o n s h i p w i t h o p p o s i t e s e x 9 . 7 5 . 7 
8 L e i s u r e 2 . 2 1 . 4 * 
9 Love 2 9 . 1 3 4 . 3 
10 Powe r 2 . 5 1 . 8 * 
11 F r i e n d s h i p 1 5 . 6 1 2 . 9 * 
12 H e a l t h 6 3 . 7 6 9 . 9 
13 W e a l t h 2 6 . 3 2 1 . 0 
14 Luck 4 . 1 6 . 9 
15 Good l o o k s 0 . 1 3 . 3 
16 S t a b i l i t y ( J o b , home , e t c . ) 2 5 . 1 2 5 . 8 * 
17 S e c u r i t y 1 . 0 2 . 0 * 

































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































TABLE 4 . 2 . 4 0 
FREQUENCY TABLE OF MOMENT OF HAPPINESS 
YES NO 
MOMENT OF HAPPINESS F r e q % F r e q % 
1 I am w i t h my f r i e n d s 9 4 6 6 1 . 7 5 8 7 3 8 . 3 
2 I am w i t h my f a m i l y 8 0 7 5 2 . 6 726 4 7 . 4 
3 I am w i t h t h e o p p o s i t e s e x 4 2 2 2 7 . 5 1111 7 2 . 5 
4 I am e n g r o s s e d i n s p o r t s o r h o b b i e s 4 1 5 2 7 . 1 1118 7 2 . 9 
5 I am a l l b y m y s e l f 224 1 4 . 6 1309 8 5 . 4 
6 I am d o i n g s o m e t h i n g f o r o t h e r p e o p l e 2 8 9 1 8 . 9 1244 8 1 . 1 
7 I am s t u d y i n g o r t r y i n g t o i m p r o v e m y s e l f 6 2 8 4 1 . 0 905 5 9 . 0 
8 I am a t work 1 8 7 1 2 . 2 1346 8 7 . 8 
9 I a n r e l a x i n g 3 3 4 2 1 . 8 1199 7 8 . 2 
TABLE 4 . 5 . 2 . 1 
FREQUENCY TABLE OF THE HAPPIEST MOMENT BY SEX 
MOMENT OF HAPPINESS M a l e F e m a l e 
% % 
1 I am w i t h my f r i e n d s 6 1 . 2 6 2 . 1 * 
2 I am w i t h my f a m i l y 4 8 . 8 5 5 . 7 
3 I am w i t h t h e o p p o s i t e s e x 3 3 . 7 2 2 . 6 
4 I am e n g r o s s e d i n s p o r t s o r h o b b i e s 2 9 . 7 2 5 . 0 
5 I am a l l b y m y s e l f 1 3 . 1 1 5 . 8 * 
6 I am d o i n g s o m e t h i n g f o r o t h e r p e o p l e 1 6 . 6 2 0 . 6 * 
7 I am s t u d y i n g o r t r y i n g t o i m p r o v e m y s e l f 4 2 . 6 3 9 . 6 * 
8 I am a t work 1 4 . 0 1 0 . 8 * 
9 I a n r e l a x i n g 1 6 . 8 2 5 . 8 







































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































TABLE 4 . 6 . 2 - FREQUENCY TABLE FOR SECTION FIVE • LEISURE ACTIVITIES BY SEX (%) 
F R E Q U E N C Y T A B L E O F M O S T D E S I R A B L E C O M P A N Y 
T Y P E O F C O M P A N Y F R E Q . % 
1 M u l t i - n a t i o n a l c o m p a n y 4 6 3 3 2 . 2 
2 G o v e r n m e n t 1 3 4 9 . 3 
3 P u b l i c U t i l i t i e s 9 2 6 . 4 
4 L o c a l C o m p a n y 7 4 5 . 1 
5 M y o w n B u s i n e s s 5 2 6 3 6 . 5 
6 N o n - p r o f i t o r g a n i z a t i o n 9 2 6 . 4 
7 C h i n a B a s e d o r g a n i z a t i o n 5 0 . 3 
8 O t h e r 5 4 3 . 8 
T o t a l : 1 4 4 0 1 0 0 . 0 
T A B L E 4 . 5 . 3 . 1 
F R E Q U E N C Y T A B L E O F M O S T D I S I R A B L E C O M P A N Y B Y S E X 
T Y P E O F C O M P A N Y M A L E F E M A L E 
% % 
1 M u l t i - n a t i o n a l c o m p a n y 2 8 . 8 3 4 . 8 
2 G o v e r n m e n t 7 . 0 1 1 . 1 
3 P u b l i c U t i l i t i e s 6 . 7 6 . 1 
4 L o c a l C o m p a n y 5 . 0 5 . 2 
5 M y o w n B u s i n e s s 4 3 . 0 3 1 . 3 
6 N o n - p r o f i t o r g a n i z a t i o n 4 . 7 7 . 7 
7 C h i n a B a s e d o r g a n i z a t i o n 0 . 3 0 . 4 
8 O t h e r 4 . 4 3 . 2 


























































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































TABLE 4.6.2 - FREQUENCY TABLE FOR SECTION FIVE • LEISURE ACTIVITIES BY SEX (%) 
RESPONSE = NOT INTERESTED AT ALL 
M F 
Cultural A c t i v i t i e s -
Art g a l l e r y / a r t exh ib i t i on 33.8 25.1 
Attend c l a s se s (domestic) 68 .7 23.3 
Attend c Ia s ses (Spor t s ) 32.0 45.3 
Attend c l a s s e s ( a r t s /mus i c ) 28.1 22.6 
Attend c l a s s e s ( o t h e r s ) 27.0 66.9 
Boardgames 20.1 42.4 
Card games 13.5 26.0 
Hobbycraft 56.8 21.3 
Drawing/painting 44.3 38.5 
Gardening 46.0 37.7 
f Library 12.7 12.3 
* Listen to music 3 . 8 3 .6 
* Lis ten to radio 4 .0 5.0 
* Play musical instrument 30 .7 30.1 
Photography 15.1 22.6 
* Reading 4 .9 4.5 
Theater /concer t s 22.1 18.5 
贫 Travel I ing ( s igh t see ing) 5 . 7 4.0 
* Vi s i t museum 13.5 16.3 
* Watch movies 1.9 3 .3 
* Watch TV 3 .0 2.9 
* Watch video 3 . 7 4 .3 
Watching spo r t s events 11.4 33.6 
Social A c t i v i t i e s M F 
•i Disco 42.3 42.7 
Go to community cen t r e 32.4 26.1 
Go to lounge 23.8 41.4 
Go to a p r i va t e c lub 38.6 56.1 
* Partying 30.6 33.5 
Social dance 38.3 31.1 
Sporting Activities 12345 
Aerobics 74.0 29.0 
,Badmin ton 12.2 14.6 
Basketbal l 20.1 41.9 
Aquatic a c t i v i t i e s 9 .3 18.6 
Bowling 14.8 20.1 
Fishing 22.6 31.6 
Jogging 20.5 29.8 
* Rol ler ska t ing 33.8 34.7 
Scuba diving 28.0 50.8 
Short t r ips (adven turous ) 14.9 30.0 
* Short t r fpsCfun) 4 .8 4.1 
ik Squash 21.8 19.5 
Swimming 8 . 7 12.4 
Table t enn i s 16.5 39.2 
Tennis 13.3 21.5 
Uate rspor t s 15.5 30.8 
Others M F 
Computer games 13.2 21.3 
Go to race t rack 54.3 76.7 
Keep pe t s 33.4 40.5 
Play mahjong 29.4 45.1 
S t r o l l i n g 11.7 8 .9 
Window shopping 11.7 5.6 
RESPONSE = WOULD LIKE BUT HAVE NOT DONE IT YET 
Cultural A c t i v i t i e s M p 
Art g a l l e r y / a r t exh ib i t ion 22.5 18.8 
Attend c l a s s e s (domestic) 24.0 54.9 
Attend c l a s s e s (Spo r t s ) 44.7 37.4 
Attend c I a s s e s ( a r t s /mus i c ) 42.5 36.4 
Attend c l a s s e s ( o t h e r s ) 54.2 26.0 
Boardgames 8 .6 7 .9 
Card games 9.5 11.5 
Hobbycraft 32.0 28.2 
Drawing/painting 27.2 23.6 
Gardening 32.8 28.6 
* Library 6.1 5.1 
ft Lis ten to music 4 .3 3 .6 
t Lis ten to radio 1.9 2.0 
* Play musical instrument 35.0 30.4 
Photography 23.6 25.1 
Reading 2.8 2.7 
Thea te r /concer t s 23.4 17.3 
* Travel I i ng ( s igh t see ing ) 17.5 16.1 
if V i s i t museum 21.4 16.9 
t Watch movies 2.2 1.3 
* Watch TV 1.5 1.2 
* Watch video 5 .7 6 .9 
Watching spo r t s events 9 .9 10.2 
Social A c t i v i t i e s H F 
* Disco 13.9 11.9 
Go to conmunity cen t re 29.6 27.7 
Go to lounge 8 .3 8 . 7 
Go to a p r i v a t e c lub 30.6 19.3 
* Par tying 16.3 14.0 
Social dance 37.6 40.5 
Sporting Activities 12345 
Aerobics 21.2 39.8 
* Badminton 8 .3 10.2 
Basketbal l 9 .6 13.2 
Aquatic a c t i v i t i e s 16.0 17.6 
Bowling 10.8 14.6 
Fishing 26.1 29.7 
Jogging 17.7 18.5 
* Rol ler ska t ing 25.3 26.9 
Scuba d iv ing 60.4 44.1 
Short t r ipsCadventurous) 21.8 24.6 
* Short t r i p s ( f u n ) 7.0 10.3 
* Squash 23.4 27.9 
Swimming 6.1 6.5 
Table t enn i s 10.3 11.5 
Tennis 32 .7 35.4 
Ua te r spor t s 47.8 48.4 
Others M F 
Computer games 11.4 18.8 
Go to race t rack 13.6 11.2 
Keep pe t s 21.9 19.2 
Play mahjong 5 .3 5.2 
S t r o l l i n g 7.5 5.2 
Window shopping 1.8 1.3 
RESPONSE = SOMETIMES 
Cultural Activities 15 - 19 20 - 24 25 - 29 30 - 34 35 - 40 
Art g a l l e r y / a r t exh ib i t i on 41.1 52.7 
Attend c l a s s e s (domestic) 6.1 18.7 
Attend c l a s s e s (Spo r t s ) 19.4 14,9 
Attend c I a s s e s ( a r t s /mus i c ) 25.4 32.9 
Attend c l a s s e s ( o t h e r s ) 16.4 5.6 
Boardgames 63.6 46.5 
Card games 55.2 49.9 
Hobbycraft 9 .0 40.2 
Drawing/painting 22.9 31.0 
Gardening 17.8 27.3 
* Library 56.1 57.5 
犬 L is ten to music 45.1 44.3 
* Lis ten to radio 45.1 39.5 
* Play musical instrument 26.1 29.3 
Photography 47.8 44.4 
* Reading 44.3 43.8 
Thea te r /concer t s 46 .7 54.2 
* Travel I i ng ( s igh t see ing ) 61.7 61.9 
* V i s i t museum 57.1 59.4 
* Watch movies 48.5 49.6 
* Watch TV 35.6 34.7 
* Watch video 45.1 48.7 
Watching spo r t s events 52.8 48.9 
Social A c t i v i t i e s M F 
噠 Disco 39.9 41.6 
Go to community cen t r e 34.6 40.2 
Go to lounge 56.9 44.8 
Go to a p r i v a t e c lub 26.8 22.0 
浃 Par ty ing 48.4 47.8 
Social dance 21.0 24.7 
Sporting Activities 12345 
Aerobics 4.4 27.9 
Badminton 66.0 61 _8 
Basketbal l 59.6 40.3 
Aquatic a c t i v i t i e s 57,0 51.5 
Bowling 65.1 58.5 
Fishing 44.3 34.5 
Jogging 53.1 45.3 
* Rol le r ska t ing 39.0 36.1 
Scuba diving 9 .5 3 .5 
Short t r ips (adven tu rous ) 55.6 39.4 
* Short t r i p s ( f u n ) 73.2 70.6 
* Squash 40.4 40.2 
Swimning 52.5 53.6 
Table t enn i s 62.1 45.7 
Tennis 44.2 36.7 
Watersports 28.6 16.8 
Others M F 
Computer games 53.3 49.7 
Go to race t rack 21.3 10.9 
Keep pe t s 34.2 25.6 
Play mahjong 45.4 40.0 
S t r o l l i n g 59.5 57.0 
Window shopping 54.8 44.5 
RESPONSE = OFTEN 
Cultural Activities 15 - 19 20 - 24 75 - 29 30 - 34 35 - 40 
Art g a l l e r y / a r t exh ib i t ion 2 .7 3 .4 
Attend c l a s s e s (domestic) 1.2 3_1 
Attend c l a s s e s (Spo r t s ) 3 .9 2_5 
Attend c I a s s e s ( a r t s /mus i c ) 4 .0 g.2 
Attend c l a s s e s ( o t h e r s ) 2 .4 1.4 
Boardgames 7 .7 3^3 
Card games 21.9 12.6 
Hobbycraft 2 .2 10.3 
Drawing/painting 5 .6 6 .9 
Gardening 3 .4 6 .4 
Library 25.0 25.1 
Lis ten to music 46.8 48.4 
is Lis ten to radio 49.0 53.4 
Play musical instrument 8 .3 10.2 
Photography 13.5 8.0 
* Reading 48.0 49.0 
Thea te r /concer t s 7 .8 10,0 
* Travel I i ng ( s igh t see ing ) 15.1 18.0 
* Vi s i t museum 8.1 7.3 
H Watch movies 47.3 45.8 
* Watch TV 59.9 61.1 
dk. Watch video 45.4 40.1 
Watching spo r t s events 26.0 7.2 
Social A c t i v i t i e s M F 
头 Disco 3 .8 3 .8 
Go to community cen t r e 3 .4 6.0 
Go to lounge 11.1 5.1 
Go to a p r i v a t e c lub 4 .0 2.6 
洚 Par tying 4 . 7 4 . 7 
Social dance 3.1 3 .8 
Sporting Activities 12345 
Aerobics o.4 3 .3 
*• Badminton 13.5 13.4 
Basketbal l 10.7 4 .6 
Aquatic a c t i v i t i e s 17_8 12.3 
Bowling 9 .3 6 .8 
Fishing 6 .9 4.1 
Jogging 8 . 7 6.4 
法 Rol ler ska t ing 1.9 2.4 
Scuba diving 2.1 1.5 
Short t r ips (adven tu rous ) 7.6 6.0 
* Short t r i p s ( f u n ) 14.9 15.0 
it Squash 14.3 12.3 
Swimming 32.7 27.5 
Table t enn i s 11.0 3 .6 
Tennis 9 . 7 6 .4 
Uaterspor t s 8.1 3 .9 
Others H F 
Computer games 22.1 10.2 
Go to race t rack 10.8 1.2 
Keep pe t s 10.5 14.7 
Play mahjong 19.8 9 .7 
S t r o l l i n g 21.4 28.9 
Window shopping 31.7 48.6 
TABLE 4 . 6 . 3 : FREQUENCY TABLE FOR SECTION FIVE - LEISURE ACTIVITIES BY AGE CATEGORY (%) 
RESPONSE = NOT INTERESTED AT ALL 
Cultural A c t i v i t i e s 15 - 19 20 - 24 25 - 29 30 - 34 35 - 40 
Art g a l l e r y / a r t exh ib i t i on 26.8 24.0 29.0 41.4 33.6 
Attend c l a s s e s (domestic) 45.7 45.6 39.7 41.9 45.1 
Attend c I a s se s (Spor t s ) 41.4 44.2 34.1 34.3 40.8 
Attend c I a s s e s ( a r t s /mus i c ) 21.9 23.1 21.6 33.7 35.0 
Attend c l a s s e s ( o t h e r s ) 60.3 52.9 44.3 43.7 41.3 
Boardgames 25.0 28.5 35.9 41.4 36.4 
Card games 12.3 15.2 21.5 27.1 39.9 
ff Hobbycraft 35.5 36.4 35.1 39.7 43.4 
Drawing/painting 32.3 38.7 41.8 49.2 50.4 
Gardening 46.1 48.1 37.4 35.9 28.4 
Library 7 .7 10.2 12.4 23.6 13.4 
Lis ten to music 3.2 2.2 3.0 5.5 9 . 7 
Lis ten to radio 3.2 3.5 5.1 6.5 6 .3 
Play musical instrument 18.6 26.9 34.0 37.7 40.3 
Photography 12.4 21.7 15.9 23.2 25.4 
Reading 5 .9 3 . 7 4.2 5.6 6 .3 
Thea te r /concer t s 22.2 16.3 18.6 26.7 26.6 
Travel I i ng ( s igh t see ing ) 9 . 7 4 .3 3 .3 5.1 2 .9 
V i s i t museum 17.1 15.0 12.5 21.2 11.4 
Watch movies 2.3 1.3 2 .8 3.1 7 .7 
女 Watch TV 1.4 3 .4 3.5 3.0 2.1 
Watch video 2.3 4.0 3.5 5.1 7.1 
\ Watching spo r t s events 27.3 25.7 20.9 24.4 19.1 
Social A c t i v i t i e s 15 - 19 20 - 24 25 - 29 30 - 34 35 - 40 
Disco 52.3 43.4 33.0 41.2 55.0 
Go to convnunity cen t r e 23.7 28.7 30.0 30.7 31.5 
Go to lounge 45.5 28.9 25.6 35.7 53.8 
Go to a p r i v a t e c lub 59.4 49.7 43.6 41.6 49.7 
Par tying 30.6 30.5 32.0 34.7 38.6 
Social dance 38.9 32.5 32.2 36.4 37.3 
Sporting Activities 15 - 19 20 - 24 25 - 29 30 - 34 35 - AO 
Aerobics 51.6 52.1 44.5 51.8 42.0 
Badminton 12.3 11.5 11.0 16.1 26.8 
Basketball 14.5 34.5 36.0 34.2 37.6 
Aquatic a c t i v i t i e s 14.7 13.6 13.6 13.6 21.7 
B o w l i n
9 13.2 14.1 12.4 28.1 39.9 
F i s h i n
9 25.6 26.0 29.7 28.1 30.1 
* Jogging 22.3 27.9 25.7 21.7 28.0 
Roller ska t ing 14.4 26.5 39.2 49.5 58.2 
Scuba diving 32.9 40.1 40.3 42.9 53.5 
Short t r i p s (adven tu rous ) 14.8 22.0 21.2 30.8 37.6 
Short t r i p s ( f u n ) 3.2 5.0 3 .3 5.1 6.4 
Squash 13.5 15.5 17.1 26.8 52.1 
* Swimming 10.6 10.7 10.1 9.1 15.6 
失 Table t enn i s 25.0 29.3 28.5 29.3 36.9 
Tennis 15.3 12.9 17.4 22.7 35.5 
Watersports 21.9 21.3 24.2 25.1 36.2 
Others 15 - 19 20 - 24 25 - 29 30 - 34 35 - 40 
Computer games 10.5 14.9 18.2 22.6 30.0 
Go to race t rack 73.5 72.0 66.4 59.6 48.3 
Keep pe t s 30.0 33.5 40.8 39.7 50.0 
Play mahjong 48.6 40.6 34.7 34.2 28.6 
* S t r o l l i n g 13.0 10.4 7.5 11.2 10.7 
Window shopping 10.3 6 .4 6 .6 10.8 14.1 
RESPONSE = WOULD LIKE BUT HAVE NOT DONE IT YET 
Cul tura l Ac t i v i t i e s 15 - 19 20 - 24 25 - 29 30 - 34 35 _ 40 
Art g a l l e r y / a r t exh ib i t ion 29.5 21.8 19.0 12.6 16-1 
Attend c l a s s e s (domestic) 41.1 44.0 41.8 36.4 35.9 
Attend c Iasses (Spor t s ) 44.1 36.9 46.4 42.4 29.6 
Attend c l a s s e s ( a r t s /mus i c ) 35.6 41.0 41.1 36.2 35 7 
Attend c l a s s e s (o the r s ) 29.2 37.5 42.9 38.7 43.4 
Boardgames 10.5 7.6 5 .6 7.1 16.1 
Card games 9.1 9 .7 11.9 9.5 14.0 
, H o b b y c r a f t 29.5 32.5 29.5 26.6 25.9 
Drawing/painting 16.4 25.8 28.5 23.1 29.1 
Gardening 26.0 30.8 33.4 26.3 33.3 
Library 6.4 4 . 7 4.2 7.5 8.5 
Lis ten to music 1.8 3.2 4.0 6.5 6 .3 
Lis ten to radio 3.2 0 .9 1.2 4.5 2 .8 
Play musical instrument 27.7 34.5 31.7 32.2 34.0 
Photography 33.9 28.2 22.2 16.2 13.4 
Reading 3.2 3 .9 1.2 3 .6 1.4 
Thea te r /concer t s 24.5 21.9 17.2 15.9 20.1 
Travel l ing(s i 'ghtsee ing) 29.6 23.0 8 .9 6.1 11.4 
V i s i t museum 21.3 24.3 15.3 13.6 12.9 
Watch movies 2.3 1.3 1.4 1.0 4 .2 
, W a t c h TV 0.5 1.3 1.4 1.5 2.1 
Watch video 11.6 6.2 4 .9 4 .6 5 .7 
Watching spor t s events 9 .3 9.4 10.6 10.7 11.3 
Social A c t i v i t i e s 15 - 19 20 - 24 25 - 29 30 - 34 35 - 40 
Disco 24.5 14.0 7 .7 9.5 10.0 
Go to community cen t re 26.9 28.1 27.5 29.6 34.3 
Go to lounge 21.8 6.1 4 .9 7.5 9.1 
Go to a p r i va t e club 26.0 28.0 22.7 24.4 12.6 
Par ty ing 33.8 15.2 8 .7 14.1 5.5 
Social dance 46.3 42.7 36.2 36.9 27.5 
Sporting Activities 15 - 19 80 - 24 25 - 29 30 - 34 35 - AO 
Aerobics 35.6 32.2 30.9 20.6 39.9 
Badminton 7 .3 8.0 10.0 10.1 14.8 
Basketball 14.1 9 .3 10.1 15.6 15,6 
Aquatic a c t i v i t i e s 25.7 19.6 12.4 12.1 13.3 
Bowling 32.3 9 . 7 7 .7 8.0 17.5 
Fishing 36.1 32.1 23.1 20.6 26.6 
* Jogging 19.1 19.6 15.4 18.2 19.6 
Rol ler ska t ing 35.6 20.1 26.5 30.3 27.7 
Scuba diving 57.9 53.5 51.3 48.0 37.3 
Short t r ips (adven tu rous ) 31.5 25.9 19.8 18.2 19.1 
Short t r i p s ( f u n ) 18.1 7.5 5 .9 7.6 10.6 
Squash 39.5 25.2 20.6 25.3 25.0 
* Swimning 7 .9 7.1 5.6 3.0 7 .8 
* Table t enn i s 10.2 10.1 12.3 11.1 11.3 
Tennis 44.2 35.1 26.6 33.8 39.1 
Watersports 53.5 55.9 40.8 40.5 43.3 
Others 15 - 19 20 - 24 25 - 29 30 - 34 35 - 40 
Computer games 20.5 11.9 15.0 15.6 23.2 
Go to race t rack 12.8 13.5 12.6 8.1 11.9 
Keep pe t s 22.7 21.4 21.4 19.1 11.8 
Play mahjong 6 .4 5 .8 3.5 4 .5 7 .9 
* S t r o l l i n g 9 .7 4 .7 5 .9 5.6 8 .6 
Window shopping 2.3 1.5 0 .7 1.5 2 .8 
RESPONSE = SOMETIMES 
Cultural Activities 15 - 19 20 - 24 25 - 29 30 - 34 35 - 40 
Art g a l l e r y / a r t exh ib i t i on 40.5 51.6 49.4 39.9 48.3 
Attend c l a s s e s (domestic) 11.9 8.5 15.7 19.2 16.2 
Attend c l a s se s (Spo r t s ) 13.2 14.9 16.7 19.7 26.8 
Attend c l a s s e s ( a r t s /mus i c ) 31.1 28.9 33.1 25.1 25.2 
Attend c l a s s e s ( o t h e r s ) 9 .6 7.6 11.7 13.6 14.0 
Boardgames 55.0 60.3 54.8 44.4 40.6 
Card games 56.2 54.8 51.3 51.3 40.6 
* Hobbycraft 28.2 24.5 28.1 26.6 25.2 
Drawing/painting 38.2 29.0 25.9 21.1 17.7 
Gardening 23.7 17.1 23.6 32.3 30.5 
Library 48.2 54.4 64.7 52.3 62.7 
Lis ten to music 35.0 39.2 48.4 55.8 53.5 
Lis ten to radio 41.4 39.5 40.9 46.7 49.3 
Play musical instrument 32.7 29.7 26.5 25.1 21.5 
Photography 44.0 41.4 49.6 47.5 52.1 
Reading 37.0 41.0 48.3 45.9 50.7 
Thea te r /concer t s 43.5 52.2 55.2 50.3 44.6 
Travel I ing ( s igh t see ing) 50.5 60.6 67.1 70.1 56.4 
V i s i t museum 56.9 53.5 65.6 55.1 62.1 
Watch movies 56.9 41.6 46.7 55.9 63.4 
* Watch TV 37.0 34.6 33.7 32.8 41.3 
Watch video 49.5 A5.5 44.7 50.3 52.5 
* Watching spor t s events 49.1 49.8 51.5 50.3 53.9 
Social A c t i v i t i e s 15 - 19 20 - 24 25 - 29 30 - 34 35 - 40 
Disco 20.0 39.3 54.3 44.7 32.9 
Go to conmunity cen t r e 38.8 38.9 38.7 38.2 28.0 
Go to lounge 27.7 55.5 60.8 52.8 29.4 
Go to a p r i va t e club 13.2 19.7 29.0 31.5 32.9 
Par ty ing 30.6 49.8 54.6 46.7 50.3 
Social dance 12.5 21.8 27.5 22.7 30.0 
Sporting Activities 15 - 19 24 - 24 25 - 29 30 - 34 35 - AO 
Aerobics 12.3 14.0 21.8 24.6 16.1 
Badminton 64.8 66.3 64.5 60.3 54.2 
Basketball 58.2 48.4 46.8 46.7 44.7 
Aquatic a c t i v i t i e s 45.4 53.3 57.4 57.8 53.8 
Bowling 45.0 67.1 70.8 58.8 41.3 
Fishing 33.3 37.5 41.1 45.2 37.1 
* Jogging A8.6 46.6 51.2 54.5 42.0 
Roller ska t ing 45.4 50.7 33.1 19.2 13.5 
Scuba diving 6 .9 5 .8 6 .3 6.1 6 .3 
Short t r ip s (adven tu rous ) 44.4 45.3 52.2 A7.5 36.2 
Short t r i p s ( f u n ) 63.0 71.0 73.3 78.3 74.5 
Squash 34.0 44.5 45.9 37.9 20.7 
Swimming 50.9 51.4 54.8 55.3 54.6 
* Table t enn i s 52.8 53.4 55.0 52.5 46.8 
Tennis 34.4 44.5 45.4 35.4 21.7 
Uaterspor t s 17.7 18.7 28.2 27.2 15.6 
Others 15 - 19 20 - 24 25 - 29 30 - 34 35 - AO 
Computer games 48.6 53.3 54.7 51.8 37.3 
Go to race t rack 11.0 10.5 15.7 22.7 30.8 
Keep pe t s 33.2 30.7 27.5 29.6 24.3 
Play mahjong 35.0 41.9 45.9 43.2 44.3 
* S t r o l l i n g 53.7 57.6 58.7 62.2 59.3 
Window shopping 48.6 48.2 48.9 49.7 52.1 
RESPONSE = OFTEN 
Cultural Activities 15 - 19 20 - 24 25 - 29 30 - 34 35 - 40 
Art g a l l e r y / a r t exh ib i t ion 3.2 2.6 2.6 6.1 2.1 
Attend c l a s s e s (domestic) 1.4 1.9 2 .8 2.5 2 .8 
Attend c l a s se s (Spor t s ) 1.4 3 .9 2.8 3 .5 2 .8 
Attend c l a s s e s ( a r t s /mus i c ) 11.4 6 .9 4 .2 5.0 4 .2 
Attend c I a s s e s (o the r s ) 0 .9 2.0 1.2 4.0 1.4 
Boardgames 9.5 3.5 3 . 7 7.1 7.0 
Card games 22.4 20.3 15.2 12.1 5 .6 
* Hobbycraft 6 .8 6 .5 7 .3 7.0 5 .6 
Drawing/painting 13.2 6.5 3 . 7 6.5 2 .8 
Gardening 4.1 4.1 5 .6 5.6 7 .8 
Library 37.7 30.7 18.7 16.6 15.5 
Lis ten to music 60.0 55.4 44.6 32.2 30.6 
Lis ten to radio 52.3 56.0 52.8 42.2 41.5 
Play musical instrument 20.9 9.0 7.7 5.0 4 .2 
Photography 9 .6 8 . 7 12.2 13.1 9 .2 
Reading 53.9 51.4 46.2 44.9 41.5 
Thea te r /concer t s 9 . 7 9 .6 9 .0 7.2 8 .6 
Trave l l i ng ( s igh t see ing ) 10.2 12.1 20.7 18.8 29.3 
V i s i t museum 4.6 7.3 6 .6 10.1 13.6 
Watch movies 38.4 55.8 49.1 40.0 24.6 
* Watch TV 61.1 60.7 61.4 62.6 54.5 
Watch video 36.6 44.3 46.8 40.1 34.8 
* Watching spor t s events 14.4 15.2 16.9 14.7 15.6 
Social A c t i v i t i e s 15 - 19 20 - 24 25 - 29 30 - 34 35 - 40 
Disco 3 .2 3.4 4 .9 4.5 2.1 
Go to conmunity cen t re 10.5 4 .3 3 . 8 1.5 6 .3 
Go to lounge 5.0 9.5 8 . 7 4.0 7 .7 
Go to a p r i va t e club 1.4 2.6 4 . 7 2.5 4 .9 
Par ty ing 5.0 4.5 4 . 7 4.5 5.5 
Social dance 2.3 3 .0 4 .2 4.0 4.2 
Sporting Activities 15 - 19 84 - 24 25 - 29 30 - 34 35 - AO 
Aerobics 0.5 1 .7 2 .8 3 .0 2.1 
Badminton 15.5 14.2 14.5 13.6 4.2 
Basketball 13.2 7 .8 7.1 3 .5 2.1 
Aquatic a c t i v i t i e s 14.2 13.6 16.6 16.6 11.2 
Bowling 9.5 9.1 9.1 5.0 1.4 
Fishing 5.0 4 .5 6.1 6.0 6 .3 
* Jogging 10.0 6 .0 7 .7 5.6 10.5 
Rol ler ska t ing 4 .6 2 .8 1.2 1.0 0 .7 
Scuba diving 2.3 0 .6 2.1 3 .0 2 .8 
Short t r i p s (adven tu rous ) 9 .3 6 . 7 6 .8 3.5 7.1 
Short t r i p s ( f u n ) 15.7 16.4 17.6 9.1 8 .5 
Squash 13.0 14.8 16.4 10.1 2.1 
* Swimming 30.6 30.8 29.4 32.5 22.0 
* Table t enn i s 12.0 7 .3 4.2 7.1 5.0 
Tennis 6.0 7.5 10.6 8.1 3 .6 
Watersports 7.0 4.1 6 .8 7.2 5.0 
Others 15 - 19 20 - 24 25 - 29 30 - 34 35 - 40 
Computer games 20.5 19.9 12.1 10.1 8 .5 
Go to race t rack 2 .7 4.1 5.4 9 .6 9.1 
Keep pe t s 14.1 14.5 10.3 11.6 13.9 
Play mahjong 10.0 11.8 15.9 18.1 19.3 
K S t r o l l i n g 23.6 27.2 27.9 20.9 21.4 
Window shopping 38.8 43.9 43.7 37.9 31.0 
TABLE 4.6.2 - FREQUENCY TABLE FOR SECTION FIVE • LEISURE ACTIVITIES BY SEX (%) 
KEY : 1 = PRIMARY SCHOOL AND BELOW 
2 = SECONDARY SCHOOL OR VACATIONAL TRAINING SCHOOL 
3 = COLLEGE OR POLYTECHNIC 
4 = UNIVERSITY 
5 = GRADUATE SCHOOL 
RESPONSE = NOT INTERESTED AT ALL 
Cul tura l A c t i v i t i e s 1 2 3 4 5 
Art g a l l e r y / a r t exh ib i t i on 28.0 32.7 24.3 27.6 24.7 
Attend c l a s s e s (domestic) 45.5 37.8 42.6 51.5 52.6 
Attend c l a s se s (Spo r t s ) 45.2 42.4 35.9 37.2 26.8 
Attend c l a s s e s ( a r t s /mus i c ) 26.3 30.9 18.5 19.9 20.6 
Attend c l a s s e s ( o t h e r s ) 55.4 53.0 47.6 44.7 34.0 
Boardgames 32.9 39.3 27.8 22.4 35.1 
Card games 29.3 25.6 16.7 10.0 17.5 
Hobbycraft 35 .7 37.8 31.1 39.1 44.3 
Drawing/painting 37.5 44.7 35.6 39.3 45.8 
Gardening 38.3 42.1 39.9 42.9 40.6 
Library 15.6 16.1 8 .3 8 .2 10.3 
Lis ten to music 4 .2 4 .6 1.4 3 .9 3.1 
fc Lis ten to radio 8 .9 5.0 2.1 3 .6 5.2 
* Play musical instrument 27.8 33.6 25.6 29.9 29.2 
Photography 19.0 23.1 14.9 14.8 22.9 
Reading 7 .7 7.2 2.1 1.8 0.0 
Thea te r /concer t s 21.2 23.4 18.8 17.2 10.3 
Travel I ing ( s igh t see ing) 8.5 4 .6 3 .8 4 .6 3.1 
* V i s i t museum 13.6 15.4 14.6 14.6 18.6 
* Watch movies 4 .3 2 .8 2.1 2.1 3.1 
Watch TV 2.4 1.7 4.2 2 .7 9 .3 
Watch video 3.1 3.2 4.2 3 .6 12.4 
戈 Watching spo r t s events 24.2 24.3 26.0 20.1 25.8 
Social A c t i v i t i e s 1 2 3 4 5 
Disco 43.5 41.1 43.4 46.8 33.3 
* Go to convnunity cen t r e 18.6 29.9 27.3 30.5 39.2 
Go to lounge 34.9 35.4 33.2 31.5 27.8 
Go to a p r i v a t e c lub 53.9 53.5 42.9 45.6 29.9 
Par ty ing 30.2 34.1 27.5 34.4 29.9 
Social dance 34.5 39.5 34.5 27.7 20.6 
Sporting Activities 1 2 3 4 5 
Aerobics 43.1 44.9 47.6 56.8 62.9 
^ Badminton 14.9 14.0 12.5 10.6 20.6 
* Basketball 27.5 34.4 27.0 32.9 39.2 
* Aquatic a c t i v i t i e s 18.5 15.0 14.5 14.0 6.2 
* Bowling 20.8 17.6 16.6 16.0 22.7 
Fishing 26.6 28.6 24.6 27.2 33.3 
* Jogging 25.1 25.5 27.3 23.9 28.9 
* Rol ler ska t ing 28.2 35.3 33.0 34.0 42.7 
* Scuba diving 40.0 43.8 36.8 40.7 34.0 
Short t r ips(adventurous〉 32.6 26.3 20.9 10.8 27.8 
* Short t r ipsCfun) 4 .9 4 . 7 5.2 2 .7 5.2 
Squash 22.4 24.1 14.9 16.7 23.7 
Swimming 16.4 10.0 9 .7 11.0 8 .2 
* Table t enn i s 28.0 31.6 30.6 23.4 30.9 
Tennis 20.7 20.7 16.3 13.4 14.4 
Watersports 25.6 27.0 21.0 23.2 14.4 
Others 1 2 3 4 5 
Conputer games 20.2 21.3 11.5 14.2 19.6 
Go to race t rack 61.8 65.1 72.6 69.5 59.8 
* Keep pe t s 34.9 36.9 36.0 40.2 39.6 
Play mahjong 37.1 34.7 40.9 41.9 41.2 
S t r o l l i n g 13.4 11.8 10.8 6.4 4.1 
Window shopping 9.2 5 .7 8 .8 11.0 13.5 
RESPONSE = WOULD LIKE BUT HAVE NOT DONE IT YET 
Cultural A c t i v i t i e s 1 2 3 4 5 
Art g a l l e r y / a r t exh ib i t i on 24.4 23.7 19.1 17.0 7.2 
Attend c l a s s e s (domestic) 40.7 44.8 39.4 37.6 36.1 
Attend c l a s s e s (Spo r t s ) 41.1 39.8 42.9 40.2 40.2 
Attend c l a s s e s ( a r t s /mus i c ) 38.9 37.6 46.0 39.0 29.9 
Attend c l a s s e s ( o t h e r s ) 31.0 34.1 44.1 43.8 46.4 
Boardgames 13.8 8.2 6 .3 7.0 8.2 
Card games 15.0 12.3 7 .3 9.4 6.2 
Hobbycraft 26.8 26.9 29.4 35.5 37.1 
Drawing/painting 20.8 23.8 25.6 27.8 31.3 
* Gardening 29.9 29.2 29.9 32.9 33.3 
Library 9 .0 5 .9 3.1 4 .6 7.2 
Lis ten to music 6.0 4.2 2 .8 3 .9 2.1 
女 Lis ten to radio 3 .0 1.9 2.4 1.2 2.1 
* Play musical instrument 30.8 33.1 34.6 31.7 26.0 
Photography 26.2 21.1 26.4 29.9 18.8 
Reading 4.2 3.1 2 .8 1.8 1.0 
Thea te r /concer t s 30.3 21.7 17.7 15.6 13.4 
Travel I i ng ( s igh t see ing ) 24.4 16.5 18.8 14.9 5.2 
V i s i t museum 19.1 21.0 16.7 19.1 10.3 
* Watch movies 2.4 1.3 2 .8 1.8 0.0 
Match TV 0.6 1.3 1.0 2.4 0.0 
Watch video 11.0 5.4 8 .4 5.5 2.1 
責 Watching spo r t s events 12.7 10.1 10.1 8 .8 9 .3 
Social A c t i v i t i e s 1 2 3 4 5 
Disco 20.2 11.4 14.2 11.5 9.4 
兴 Go to comnunity cen t r e 34.1 28.0 28.0 28.4 24.7 
Go to lounge 14.8 6 .9 10.7 7 .6 5.2 
Go to a p r i v a t e c lub 29.7 20.7 27.0 26.3 24.7 
Par tying 20.1 14.3 19.2 11.8 9 .3 
Social dance 48.5 37.3 38.0 40.1 36.1 
RESPONSE = SOMETIMES 
Cultural Activities 15 - 19 20 - 24 25 - 29 30 - 34 35 - 40 
Art g a l l e r y / a r t exh ib i t i on 44.0 41.3 52.4 51.8 66.0 
Attend c l a s s e s (domestic) 10.2 15.4 14.9 9.1 11.3 
Attend c l a s s e s (Spo r t s ) 11.9 15.3 18.1 19.2 24.7 
Attend c lassesCar t s /mus ic ) 28.7 26.7 28.2 33.5 40.2 
Attend c l a s s e s ( o t h e r s ) 9.5 11.2 6 .9 10.3 17.5 
Boardgames 48.5 48.1 59.0 64.5 52.6 
Card games 38.3 46.9 58.5 61.3 61.9 
Hobbycraft 32.1 28.5 27.7 21.5 15.5 
Drawing/painting 32.1 25.7 30.8 27.2 20.8 
, G a r d e n i n g 26.9 23.0 24.7 19.6 24.0 
Library 55.1 62.4 55.4 47.4 59.8 
Lis ten to music 44.0 48.0 41.1 44.1 36.1 
-k Lis ten to radio 40.5 43.6 39.4 43.5 37.1 
岁 Play musical instrument 29.6 25.2 31.8 28.1 30.2 
Photography 47.0 47.0 47.9 43.2 39.6 
Reading 46.4 53.1 34.1 36.8 33.3 
Thea te r /concer t s 43.6 47.3 53.5 56.4 59.8 
Travel I i ng ( s igh t see ing ) 56.7 61.7 61.5 64.6 62.9 
长 V i s i t museum 58.6 56.1 61.8 58.1 63.9 
* Watch movies 51.8 48.8 46.2 53.2 41.2 
Watch TV 34.3 31.9 33.1 40.7 44.3 
Watch video 47.9 43.4 45.1 54.1 52.6 
耸 Watching spo r t s events 50.9 49.6 47.6 54.9 51.5 
Social A c t i v i t i e s 1 2 3 4 5 
Disco 32.1 43.3 38.9 38.1 55.2 
戈 Go to community c en t r e 40.7 38.1 38.5 36.3 33.0 
Go to lounge 42.0 49.2 48.4 54.5 60.8 
Go to a p r i v a t e c lub 14.5 22.7 27.7 24.5 38.1 
Partying 45.6 47.7 49.1 48.5 50.5 
Social dance 13.9 20.8 25.4 26.1 36.1 
RESPONSE = SOMETIMES 
Sporting Activities 1 2 3 4 5 
Aerobics 8 .4 19.9 19.4 16.3 15.5 
* Badminton 59.5 63.7 64.0 67.9 55.7 
* Basketbal l 49.1 46.0 55.1 50.2 44.3 
* Aquatic a c t i v i t i e s 49.4 53.0 51.9 56.2 66.0 
* Bowling 54.8 58.9 65.1 66.5 61.9 
Fishing ‘ 39.6 40.9 36.3 36.6 39.6 
* Jogging 42.5 47.8 52.6 49.5 51.5 
* Rol le r ska t ing 41 .7 36.7 39.9 36.5 30.2 
Scuba diving 6 . 7 7 .3 3 .8 5.5 7.2 
Short t r ips (adven tu rous ) 37.8 43.8 51.9 51.4 47.4 
* Short t r i p s ( f u n ) 73.2 70.2 68.3 74.8 80.4 
Squash 32.1 37.9 43.1 45.3 45.4 
Sw i_ ing 58.8 54.8 49.7 49.2 55.7 
* Table t enn i s 57.9 51.0 51.4 55.6 53.6 
Tennis 36.6 36.3 38.9 50.0 40.2 
Ua te r spor t s 12.8 20.4 22.0 26.8 32.0 
Others 1 2 3 4 5 
Computer games 44.6 47.6 56.9 56.4 53.6 
Go to race t rack 14.5 17.8 10.4 15.1 18.6 
* Keep pe t s 31.4 31.2 28.4 26.3 28.1 
Play mahjong 43.1 41.0 45.5 43.2 39.2 
S t r o l l i n g 56.7 58.5 53.8 60.5 62.9 
Window shopping 46.0 48.0 46.3 53.4 54.2 
RESPONSE = OFTEN 
Cultural Activities 15 - 19 20 - 24 90 - 29 30 - 34 35 - 40 
Art g a l l e r y / a r t exh ib i t i on 3 .6 2.3 4 .2 3 .6 2.1 
Attend c l a s s e s (domestic) 3 .6 2.0 3.1 1.8 0.0 
Attend c l a s s e s (Spo r t s ) 1.8 2.5 3.1 3 .4 8.2 
Attend c I a s s e s ( a r t s /mus i c ) 6 .0 4 .8 7 .3 7.6 9 .3 
Attend c l a s s e s ( o t h e r s ) 4 .2 1.7 1.4 1.2 2.1 
Boardgames 4 .8 4 .3 6 .9 6.1 4.1 
Card games 17.4 15.2 17.4 19.3 14.4 
Hobbycraft 5.4 6 .8 11.8 3 .9 3.1 
Drawing/painting 9 .5 5 .8 8.0 5 .7 2.1 
* Gardening 4 .8 5.6 5 .6 4 .5 2.1 
Library 20.4 15.5 33.2 39.8 22.7 
Lis ten to music 45.8 43.2 54.7 48.0 58.8 
* Lis ten to radio 47.6 49.6 56.1 51.7 55.7 
* Play musical instrument 11.8 8.1 8 .0 10.3 14.6 
Photography 7 .7 8 .9 10.8 12.1 18.8 
Reading 41 .7 36.6 61.0 59.6 65.6 
Thea te r /concer t s 4 .8 7.6 10.1 10.7 16.5 
Travel I ing ( s igh t see ing) 10.4 17.3 16.0 15.9 28.9 
务 V i s i t museum 8 .6 7.5 6 .9 8 .2 7.2 
头 Watch movies 41.5 47.1 49.0 42.9 55.7 
Watch TV 62.7 65.1 61.7 54.1 46.4 
Watch video 38.0 48.1 42.3 36.8 33.0 
* Watching spo r t s events 12.1 16.1 16.3 16.2 13.4 
Social A c t i v i t i e s 1 2 3 4 5 
Disco 4.2 4.2 3 .5 3 .6 2.1 
i, Go to community cen t re 6 .6 4.0 6 .3 4 .8 3.1 
Go to lounge 8 .3 8 .6 7.6 6.4 6.2 
Go to a p r i v a t e club 1.8 3.1 2.4 3 .6 7.2 
Par tying 4.1 3 .9 4 .2 5.4 10.3 
Social dance 3 .0 2.3 2.1 6.1 7.2 
Sporting Activities 1 2 3 4 5 
Aerobics 0 .6 2.0 2 .8 2.4 1.0 
* Badminton 12.5 13.1 13.8 14.2 13.4 
* Basketball 9 .6 7.3 6 .3 7 .3 6.2 
囔 Aquatic a c t i v i t i e s 12.5 14.5 16.6 14.0 16.5 
t Bowling 8 .3 9.0 7.6 6 .3 6.2 
Fishing 4.1 7.3 5 .9 3 .0 1.0 
* Jogging 7 .8 7 .8 5 .9 8 .5 5.2 
* Rol ler ska t ing 3.1 2.2 1.0 3 .3 0.0 
* Scuba diving 3 .6 0 .9 2.1 2.1 2.1 
Short t r i p s (adven tu rous ) 7 .9 4 .7 9.1 8 .5 5.2 
* Short t r i p s ( f u n ) 13.4 14.8 18.8 14.0 10.3 
Squash 7 .3 9 .9 19.4 16.7 14.4 
Sui inning 20.6 28.3 34.4 31.8 35.1 
* Table t enn i s 5.5 5.0 7 .6 10.6 6.2 
Tennis 3 . 7 4 .9 11.8 7 .6 23.7 
Uaterspor t s 5.5 5.2 5.2 7.6 5.2 
Others 1 2 3 4 5 
Conputer games 12.5 13.2 18.1 18.2 18.6 
Go to race t rack 6 . 7 7 .8 3.1 1.2 9.1 
* Keep pe t s 10.7 13.8 14.2 10.6 13.5 
Play mahjong 9 .6 20.1 10.8 8 .5 12.4 
S t r o l l i n g 21.3 22.6 30.2 27.7 30.9 
Window shopping 42.3 45.2 42.1 34.7 31.3 
TABLE 4 .6 .5 ： FREQUENCY TABLE FOR SECTION FIVE -LEISURE ACTIVITIES BY MARTIAL STATUS (%> 
RESPONSE = NOT INTERESTED AT ALL 
Married with Married with 
Cul tural A c t i v i t i e s Single no ch i ld ren ch i ld ren Divorced 
Art g a l l e r y / a r t exh ib i t i on 26.9 31.2 34.9 20.0 
* Attend c l a s s e s (domestic) 44.7 36.5 42.7 43.3 
齑 Attend c l a s s e s (Spo r t s ) 37.9 43.4 41.2 46.7 
i Attend c l a s s e s ( a r t s /mus i c ) 23.2 33.5 26.9 20.0 
鹭 Attend c l a s s e s ( o t h e r s ) 49.0 49.7 49.1 56.7 
* Boardgames 30.3 43.4 35.3 16.7 
Card games 16.5 25.2 31.3 6 .7 
* Hobbycraft 38.0 31.6 36.4 36.7 
* Drawing/painting 40.4 44.0 42.8 30.0 
Gardening 44.7 33.3 34.8 43.3 
Library 10.5 15.1 17.2 13.3 
Lis ten to music 2 .7 2.5 7 .8 0.0 
Lis ten to radio 3.1 6 .4 8 .4 3 .3 
Play musical instrument 27.1 37.1 37.2 26.7 
Photography 17.8 21.5 22.3 23.3 
Reading 3 .9 4 .5 7.0 6 .7 
Thea te r /concer t s 17.9 19.1 28.5 7.1 
Travel I i ng ( s igh t see ing ) 4 .5 6 .3 4 .6 7.1 
* Vi s i t museum 14.7 17.6 15.5 7.1 
Watch movies 1 .7 5.0 4 .9 0.0 
大 Watch TV 3 .8 0.6 1.8 0.0 
-t Watch video 3 .8 5.1 4 .3 3 .6 
Watching spo r t s events 22.7 26.4 26.5 14.3 
Married with Married with 
Social A c t i v i t i e s Single no ch i ld ren ch i ld ren Divorced 
Disco 42.8 34.8 47.6 20.0 
* Go to conrounity cen t r e 29.2 28.9 28.4 23.3 
Go to lounge 30.1 37.1 43.4 23.3 
Go to a p r i va t e c lub 48.1 46.5 51.4 33.3 
Par tying 30.9 32.3 36.9 23.3 
戈 Social dance 33.6 30.8 38.6 25.0 
Married with Married with 
Sporting Activities Single no children children Divorced 
Aerobics 52.3 41.8 42.5 43.3 
Badminton 11.6 11.3 20.8 10.0 
* Basketbal l 30.9 37.7 34.7 20.0 
Aquatic a c t i v i t i e s 13.4 15.1 17.8 13.3 
Bowling U . 6 13.9 28.5 23.3 
f Fishing 25.4 32.7 32.1 23.3 
* Jogging 25.5 23.4 27.1 26.7 
Rol ler ska t ing 29.9 43.7 44.6 17.9 
Scuba d iv ing 38.8 42.8 46.1 35.7 
Short t r i p s (adventurous) 19.5 27.7 34.1 10.7 
Short t r i p s ( f u n ) 3 . 7 4.4 7.0 0.0 
Squash 15.9 24.5 33.5 10.7 
* Swimming 10.5 6 .9 13.4 10.7 
Table t enn i s 28.3 27.0 33.8 17.9 
Tennis 14.0 20.9 28.6 14.3 
Watersports 21.9 21.0 33.4 10.7 
Married with Married with 
Others Single no ch i ld ren ch i ld ren Divorced 
Computer games 15.1 19.5 25.7 6 . 7 
Go to race t rack 70.8 65.8 56.0 55.2 
Keep pe t s 36.3 32.1 43.7 30.0 
Play mahjong 41.3 36.5 30.3 26.7 
jr S t r o l l i n g 9 .2 10.1 13.4 3 .6 
* Window shopping 7 .6 9 .0 10.4 3 .6 
RESPONSE = WOULD LIKE BUT HAVE NOT DONE IT YET 
Married with Married with 
Cul tura l A c t i v i t i e s Single no ch i ld ren ch i ldren Divorced 
Art g a l l e r y / a r t exh ib i t ion 21.0 18.5 19.6 20.0 
M Attend c l a s s e s (domestic) 42.2 40.4 38.2 46.7 
* Attend c I a s s e s (Spo r t s ) 41.4 40.3 38.2 43.3 
* Attend c l a s s e s ( a r t s /mus i c ) 38.9 33.5 42.6 36.7 
* Attend c l a s s e s ( o t h e r s ) 39.2 37.1 37.3 36.7 
* Boardgames 6 .9 9.4 11.5 10.0 
Card games 9 .5 9 .4 14.5 13.3 
* Hobbycraft 30.8 31.6 27.1 20.0 
* Drawing/painting 24.3 28.9 26.2 23.3 
Gardening 30.5 28.9 31.5 26.7 
Library 4 .5 7.5 8.1 0.0 
Lis ten to music 3 .5 4.4 5.4 0.0 
Lis ten to radio 1.8 1.9 2.7 0.0 
Play musical instrument 33.6 32.1 29.1 30.0 
Photography 27.7 15.8 19.3 16.7 
Reading 2 .7 2 .6 2 .7 6 .7 
Thea te r / concer t s 19.4 20.4 22.7 10.7 
Travel I i ng ( s igh t see ing ) 19.0 6 .3 14.7 17.9 
* Vi s i t museum 20.5 13.2 15.5 32.1 
Watch movies 1.3 3.1 2.4 0.0 
*• Watch TV 1.2 1.3 1.8 0.0 
失 Watch video 7.0 4.4 5 .8 0.0 
Watching spo r t s events 9 . 7 11.3 8 .8 28.6 
Married with Married with 
Social A c t i v i t i e s Single no ch i ld ren ch i ld ren Divorced 
Disco 12.5 10.8 13.3 30.0 
夹 Go to community cen t re 27.5 32.1 29.9 30.0 
Go to lounge 8 .4 5.0 9 .3 20.0 
Go to a p r i v a t e c lub 26.0 17.6 20.8 A3.3 
Par tying 16.8 6 .3 13.5 16.7 
失 Social dance 40.2 34.6 37.4 50.0 
Married with Married with 
Sporting Activities Single no children children Divorced 
Aerobics 29.7 29.1 38.0 36.7 
Badminton 8.1 16.4 10.5 3 .3 
* Basketbal l 11.1 11.3 13.6 10.0 
* Aquatic a c t i v i t i e s 17.9 11.9 15.4 23.3 
Bowling 13.6 11.4 12.0 6 .7 
* Fishing 29.3 23.9 26.1 33.3 
* Jogging 18.4 13.9 20.2 10.0 
Roller ska t ing 25.2 29.7 27.5 25.0 
Scuba diving 53.3 46.5 46.4 64.3 
Short t r ips (adven turous ) 23.1 18.2 25.3 39.3 
Short t r i p s ( f u n ) 9 .3 5.7 9 . 7 0.0 
Squash 24.9 20.8 31.4 28.6 
* Swimming 7.2 4.4 5.2 0.0 
Table t enn i s 10.8 11.9 11.6 3 .6 
Tennis 34.0 29.7 37.5 28.6 
Uaterspor t s 49.0 44.6 46.0 64.3 
Married with Married with 
Others Single no chi ldren ch i ld ren Divorced 
Cotnputer games 13.6 16.4 21.1 13.3 
Go to race t rack 11.8 11.4 13.9 17.2 
Keep pe t s 21.4 22.6 15.0 36.7 
Play mahjong 5.0 4 .4 6 .4 6 .7 
* S t r o l l i n g 5 .6 5.1 8 .5 7.1 
头 Window shopping 1.6 0.6 1 .8 0.0 
RESPONSE = SOMETIMES 
Married with Harried with 
Cultural Activities Single no children children Divorced 
Art g a l l e r y / a r t exh ib i t ion 48.9 45.9 43.7 53.3 
* Attend c l a s s e s (domestic) 11.2 19.2 16.4 10.0 
f Attend c l a s se s (Spo r t s ) 17.1 14.5 18.2 10.0 
t Attend c l a s s e s ( a r t s /mus i c ) 30.5 28.5 26.6 36.7 
* Attend c l a s s e s ( o t h e r s ) 10.4 10.1 10.8 6 .7 
* Boardgames 57.6 42.1 48.3 63.3 
Card games 54.9 47.8 45.2 63.3 
f Hobbycraft 24.9 25.9 29.5 43.3 
jt Drawing/painting 28.3 19.5 27.4 40.0 
Gardening 20.8 25.2 28.5 30.0 
Library 55.6 62.9 57.8 56.7 
Lis ten to music 41.9 50.9 50.5 40.0 
Lis ten to radio 39.9 47.1 46.8 33.3 
Play musical instrument 28.9 22.6 26.4 36.7 
Photography 44.4 50.6 47.9 46.7 
Reading 41.2 47.4 53.0 20.0 
Thea te r /concer t s 52.2 52.2 44.5 71.4 
Travel I ing ( s igh t see ing) 60.7 65.2 63.6 60.7 
戋 V i s i t museum 58.2 59.1 59.1 53.6 
Watch movies 45.3 53.5 57.6 59.3 
Watch TV 34.9 39.6 32.6 46.4 
*• Watch video 46.3 A4.9 48.6 71.4 
Watching spo r t s events 50.5 47.8 52.1 53.6 
Married with Married with 
Social A c t i v i t i e s Single no ch i ld ren ch i ld ren Divorced 
Disco 40.7 48.7 36.7 50.0 
* Go to conmunity cen t r e 38.0 35.2 37.5 43.3 
Go to lounge 52.9 53.5 40.4 50.0 
Go to a p r i va t e c lub 23.1 30.8 2A.2 23.3 
Par tying 47.4 56.3 45.0 60.0 
* Social dance 22.8 28.3 21.3 25.0 
Married with Married with 
Sporting Activities Single no children children Divorced 
Aerobics 16.0 25.3 18.4 16.7 
Badminton 65.3 59.1 60.2 70.0 
* Basketbal l 49.6 44.0 47.4 63.3 
t Aquatic a c t i v i t i e s 53.1 56.6 55.1 53.3 
Bowling 62.6 67.1 55.9 56.7 
* Fishing 39.9 35.2 37.2 43.3 
* Jogging 48.2 53.8 46.7 63.3 
Rol ler ska t ing 42 .7 22.8 26.6 57.1 
Scuba diving 6 .2 8 . 8 5.5 0.0 
Short t r ips (adven tu rous ) 49.6 48.4 36.9 42.9 
Short t r i p s ( f u n ) 70.3 74.2 73.3 92.9 
Squash 43.3 40.9 31.4 35.7 
* Swimming 52.0 53.5 55.5 64.3 
Table t enn i s 53.2 51.6 51.5 71.4 
Tennis 42.8 41.1 29.8 53.6 
Ua te r spor t s 23.3 26.1 16.0 25.0 
Married with Married with 
Others Single no ch i Idren ch i ld ren Divorced 
Computer games 52.8 52.8 44.7 66.7 
Go t o race t rack 12.6 17.1 22.3 27.6 
Keep pe t s 29.4 28.9 30.5 20.0 
Play mahjong 41.3 42.1 44.5 56.7 
* S t r o l l i n g 57.7 60.8 57.6 64.3 
汸 Window shopping 48.1 53.5 48.0 67.9 
RESPONSE = OFTEN 
Married with Married with 
Cultural Activities Single no children children Divorced 
Art g a l l e r y / a r t exh ib i t ion 3 .2 4.5 1.8 6 .7 
i： Attend c l a s s e s (domestic) 1.9 3 .8 2 .7 0.0 
* Attend c l a s se s (Spo r t s ) 3 .6 1.9 2.4 0.0 
* Attend c l a s s e s ( a r t s /mus i c ) 7.4 4.4 3 .9 6 .7 
* Attend c l a s s e s ( o t h e r s ) 1.4 3.1 2 .7 0.0 
* Boardgames 5 .3 5.0 4 .8 10.0 
Card games 19.1 17.6 9.0 16.7 
* Hobbycraft 6 .3 10.8 6 .9 0.0 
* Drawing/painting 7.1 7.5 3 .6 6 .7 
Gardening 4 .0 12.6 5.2 0.0 
Library 29.4 14.5 16.9 30.0 
Lis ten to music 51.9 42.1 36.3 60.0 
Lis ten to radio 55.3 44.6 42.0 63.3 
Play musical instrument 10.4 8.2 7.2 6 . 7 
Photography 10.1 12.0 10.5 13.3 
Reading 52.2 45.5 37.3 66.7 
Thea te r /concer t s 10.6 8 .3 4 .3 10.7 
Travel I ing ( s igh t see ing) 15.8 22.2 17.1 14.3 
* V i s i t museum 6 .6 10.1 9 .8 7.1 
Watch movies 51.7 38.4 35.1 40.7 
^ Watch TV 60.1 58.5 63.7 53.6 
-k Watch video 42.9 45.6 41.3 25.0 
Watching spo r t s events 17.0 14.5 12.5 3 .6 
Married with Married with 
Social A c t i v i t i e s Single no ch i ldren ch i ld ren Divorced 
Disco 4.1 5 .7 2.4 0.0 
* Go to community cen t re 5 .3 3 .8 4.2 3 .3 
Go to lounge 8 .5 4.4 6 .9 6 .7 
Go to a p r i v a t e c lub 2 .9 5.0 3 .6 0.0 
Par tying 4 .9 5.1 4.5 0.0 
决 Social dance 3 .4 6 .3 2 .7 0.0 
Married with Married with 
Sporting Activities Single no children children Divorced 
Aerobics 2.0 3 .8 1.2 3 .3 
Badminton 15.0 13.2 8.A 16.7 
* Basketball 8 .4 6 .9 4 .2 6 .7 
+ Aquatic a c t i v i t i e s 15.6 16.4 11.7 10.0 
Bowling 9.2 7.6 3 .6 13.3 
Fishing 5.4 8.2 4 .5 0.0 
* Jogging 7 .9 8 .9 6 .0 0.0 
Roller ska t ing 2.3 3 .8 1.2 0.0 
Scuba diving 1 .7 1.9 2.1 0.0 
Short t r ips (adven tu rous ) 7 .9 5 .7 3 . 7 7.1 
Short t r i p s ( f u n ) 16.7 15.7 10.0 7.1 
Squash 15.9 13.8 3 . 7 25.0 
女 Swimming 30.3 35.2 25.9 25.0 
Table t enn i s 7 .7 9.4 3 .0 7.1 
Tennis 9 .2 8.2 4 .0 3 .6 
Uaterspor t s 5 .9 8.3 4 .6 0.0 
Married with Married with 
Others Single no chi ldren ch i ld ren Divorced 
Computer games 18.5 11.3 8 .5 13.3 
Go to race t rack 4 .8 5 .7 7 .8 0.0 
Keep pe t s 12.9 16.4 10.8 13.3 
Play mahjong 12.4 17.0 18.8 10.0 
^ S t r o l l i n g 27.5 24.1 20.4 25.0 
戈 Window shopping 42.6 36.8 39.8 28.6 
TABLE 4 . 6 . 6 : FREQUENCY TABLE FOR SECTION FIVE - LEISURE ACTIVITIES BY INCOME (%) 
RESPONSE = NOT INTERESTED AT ALL 
$2999 $3000 - $5000 - $7000 - $9000 - $11000 - $13000 - $15000 
& below $4999 $6999 $8999 $10999 $12999 $14999 & above 
Cul tura l A c t i v i t i e s 
Art g a l l e r y / a r t exh ib i t ion 28.8 26.0 28.2 30.1 30.5 30.2 32.6 36.1 
Attend c l a s s e s (domestic) 44.2 43.9 38.4 43.4 31.9 47.2 39.5 62.3 
* Attend c l a s s e s (Spor ts) 44.2 41.0 40.9 36.0 33.6 21.6 37.2 36.1 
Attend c I asses ( a r t s/mus 1" c) 23.7 26.7 27.6 21.4 21.2 18.9 23.3 29.5 
Attend c l a s s e s ( o t h e r s ) 59.1 54.7 A8.9 39.9 45.4 35.8 39.5 31.1 
* Boardgames 25.4 34.3 32.1 35.8 40.3 37.7 41.9 29.5 
Card games 17.1 25.4 17.6 17.8 22.7 22.6 27.9 18.0 
^ Hobbycraft 33.3 37.2 37.1 41.6 31.9 34.0 39.5 45.1 
Drawing/paint ing 36.2 39.3 45.4 41.6 38.7 49.1 41.9 48.8 
Gardening 45.9 43.4 43.7 37.9 27.7 39.6 30.2 39.7 
Library 7.4 15.1 12.5 11.0 12.6 13.2 16.3 19.0 
Lis ten to music 2 .9 3.5 4 .6 3 .4 3.4 5 .7 4 .7 4.1 
* Lis ten to radio 4.1 3 .8 5.3 4 .6 4.2 7.5 7.0 5.0 
Play musical instrument 26.4 28.2 32.9 29.1 37.3 34.0 37.2 33.9 
Photography 18.3 20.5 20.6 20.1 16.1 17.0 18.6 18.2 
Reading 5 .0 8.4 3 .6 1.7 5.1 3 .8 0.0 0.0 
* Thea te r / concer t s 21.3 19.5 19.2 20.9 18.6 26.4 18.6 18.5 
Travel I ing ( s igh t see ing) 8.1 4 .8 3 .6 5.2 0 .8 3 .8 2.3 2.5 
V i s i t museum 16.8 13.5 14.1 17.4 16.8 17.0 14.0 12.3 
Watch movies 2 . 7 2.3 1.8 4.1 3.4 5 .7 0.0 3.3 
* Watch TV 3 .6 1.8 3 .3 3 .5 3.4 0.0 7.0 3 .3 
Watch video 4 .5 3 .3 1.8 4 . 7 7.6 5 .7 4 . 7 4 .9 
头 Watching spo r t s events 31.3 21.1 20.6 23.3 24.6 18.9 28.6 19.7 
$2999 $3000 - $5000 - $7000 - $9000 - $11000 - $13000 - $15000 
& below $4999 S6999 $8999 $10999 $12999 $14999 and above 
Social A c t i v i t i e s 
Disco 56.3 39.4 36.2 39.7 45.8 39.6 34.9 33.9 
Go to conmunity cen t re 24.3 26.4 31.9 32.4 28.6 26.4 34.9 36.9 
Go to lounge 47.6 28.4 28.2 27.0 33.1 41.5 37.2 28.9 
Go to a p r i v a t e club 62.4 51.5 48.0 40.2 40.7 43.4 48.8 20.5 
Par ty ing 39.0 29.0 30.1 34.3 31.9 32.1 30.2 27.0 
4c Social dance 38 .7 34.3 35.3 37.2 28.6 28.8 30.2 24.6 
$2999 $3000 - $5000 - $7000 - $9000 - $11000 - $13000 - $15000 
& below $4999 $6999 $8999 S10999 $12999 $14999 and above 
Sporting Activities 12345 
Aerobics 57.1 45.2 45.0 48.8 39.5 45.3 58.1 54.9 
* Badminton 13.1 11.6 14.3 13.2 12.6 7 .7 23.3 19.7 
* Basketball 28.6 32.8 31.3 31.8 40.3 36.5 41.9 30.3 
Aquatic a c t i v i t i e s 19.5 13.4 12.2 13.8 18.5 20.8 9.3 5 .7 
B o w l i n
3 20.9 13.6 13.5 13.2 20.3 24.5 23.3 31.1 
^ Fishing 32.3 24.9 26.4 27.0 24.4 24.5 34.9 28.9 
hogging 27.0 24.4 29.5 27.0 17.6 26.4 14.0 27.0 
Roller ska t ing 23.8 29.5 31.3 38.6 51.3 52.8 58.1 46.3 
Scuba diving 43.5 39.4 40.3 42.4 49.6 26.4 44.2 32.8 
Short t r ip s (adven tu rous ) 21.4 20.5 23.5 23.3 27.1 20.8 30.2 32.8 
Short t r i p s ( f u n ) 4 .8 4.1 4 . 7 4 .7 2.5 1.9 4 .7 6 .6 
18.5 18.3 23.5 21.5 18.5 20.8 18.6 27.9 
Swimming 11.7 12.7 10.5 9 .3 11.8 9 .6 7.0 5.7 
夫 Table t enn i s 29.0 31.1 27.2 29.1 26.9 37.7 34.9 24.6 
T e n n i s
 17.6 15.8 20.4 19.8 16.0 17.3 18.6 18.9 
Watersports 27.1 23.4 25.4 22.2 27.7 22.6 26.8 13.9 
$2999 $3000 - $5000 - $7000 - $9000 - $11000 - $13000 - $15000 
& below $4999 $6999 $8999 $10999 $12999 $14999 and above 
Others 
Computer games 17.4 14.1 18.0 18.4 18.5 25.0 32.6 19.7 
Go to race t rack 78.2 65.6 62.1 63.6 68.1 66.0 67.4 52.5 
Keep pe t s 33.5 34.3 36.3 43.7 41.2 35.8 51.2 A3.8 
Play mahjong 47.8 36.6 30.5 34.7 38.7 49.1 41.9 32.2 
* S t r o l l i ng 11.3 10.9 12.0 9 .9 4 .2 3 .8 4 .8 10.7 
* Window shopping 9 .3 7.1 4 . 7 8.1 12.0 7.5 4 .7 15.7 
RESPONSE = WOULD LIKE BUT HAVE NOT DONE IT YET 
$2999 $3000 - $5000 - $7000 - $9000 - $11000 - $13000 _ $15000 
& below $4999 $6999 $8999 $10999 $12999 $14999 and above 
Cul tura l A c t i v i t i e s 
Art g a l l e r y / a r t exh ib i t ion 22.1 27.8 21.1 18.5 9 .3 17.0 9 .3 9.0 
Attend c l a s s e s (domestic) 39.8 45.2 46.6 40.5 42.0 32.1 34.9 26.2 
, A t t e n d c l a s se s (Spor t s ) 39.5 41.7 38.7 44.8 42.0 43.1 37.2 37.7 
Attend c l a s s e s ( a r t s /mus i c ) 36.1 40.3 39.4 43.9 37.3 39.6 34.9 3 9 3 
Attend c l a s s e s (o t he r s ) 30.9 34.5 37.5 47.4 42.9 52.8 48.8 48.4 
头 Boardgames 7.4 10.1 6.1 5 .8 10.1 9.4 7.0 10.7 
Card games 7.4 11.1 14.0 9 .2 16.0 11.3 7.0 8.2 
* Hobbycraft 30.1 28.4 28.9 26.6 34.5 34.0 23.3 36.9 
Drawing/painting 20.3 24.7 25.7 27.2 33.6 22.6 34.9 25.6 
Gardening 26.5 32.8 30.8 30.5 28.6 24.5 44.2 33.1 
L l
"
b r a r
V 5.3 5.5 3 .6 4 .6 6 .7 5 .7 7.0 9 .9 
Lis ten to music 2.6 4.0 5.0 4 .6 3.4 3 .8 7.0 3.3 
* Lis ten to radio 1.5 1.8 2.1 2.3 2.5 0.0 4 . 7 2.5 
Play musical instrument 28.2 38.0 35.0 30.8 28.0 35.8 25.6 27.3 
Photography 33.3 24.3 21.0 20.1 24.6 15.1 20.9 19.0 
Reading 2 .6 3 .3 3.2 0.6 1.7 1.9 4 .8 4.1 
贪 Thea te r /concer t s 20.4 23.9 21.7 18.0 15.3 17.0 9 .3 15.1 
Travel I ing(s igh t see ing) 30.2 21.0 15.2 6.4 5 .9 5 .8 4 . 7 3 .3 
V i s i t museum 23.4 23.4 20.6 11.0 11.8 11.3 16.3 10.7 
Watch movies 2 .7 0.5 1.1 1.7 4.2 0.0 0.0 3.3 
*•
 Watch T
V 2.1 1.0 1.1 1.2 1.7 0.0 2.3 0.8 
Watch video 9 .6 8.1 4 .8 2.3 7.6 1.9 0.0 4.1 
* Watching spor t s events 9.0 11.7 9.4 9 .3 13.6 5 .7 11.9 8.2 
$2999 $3000 - $5000 - $7000 - $9000 - $11000 - $13000 - $15000 
& below $4999 $6999 $8999 $10999 $12999 $14999 and above 
Social A c t i v i t i e s 
Disco 20.9 13.1 11.8 10.9 7.6 3 .8 2 .3 6.6 
Go to community cen t re 25.1 31.2 27.2 32.4 26.1 26.4 30.2 29.5 
Go to lounge 15.3 8.0 6.4 5.2 5.1 1.9 9 .3 6.6 
Go to a p r i va t e club 26.2 26.0 24.7 25.3 23.7 13.2 25.6 16.4 
Par tying 22.6 17.4 10.4 9 .3 10.9 15.1 14.0 9.0 
戈 Social dance 40.8 42.2 37.4 33.7 38.7 30.8 44.2 39.3 
$2999 $3000 - $5000 - $7000 - $9000 - $11000 - $13000 - $15000 
& below $4999 $6999 $8999 $10999 $12999 $14999 and above 
Sporting Activities 12345 
Aerobics 31.1 36.2 33.9 25.6 33.6 22.6 20.9 26.2 
* Badminton 9.5 10.3 8 .2 7.5 10.9 13.5 2.3 10.7 
f Basketball 11.2 12.9 9.0 12.1 13.4 11.5 11.6 12.3 
Aquatic a c t i v i t i e s 25.4 19.6 13.3 14.4 9 .2 9.4 14.0 7.4 
Bowling 23.8 11.6 10.7 5 .7 10.2 5 .7 16.3 6 .6 
爷 Fishing 33.4 31.2 21.8 23.6 24.4 26.4 27.9 28.9 
Jogging 21.4 22.2 17.1 12.1 14.3 9.4 27.9 11.5 
Roller ska t ing 30.7 22.2 26.5 24.0 26.1 30.2 16.3 30.6 
Scuba diving 48.5 54.5 53.2 45.9 42.9 67.9 51.2 52.5 
Short t r ipsCadventurous) 28.9 28.1 20.6 15.1 20.3 20.8 11.6 18.9 
Short t r i p s ( f u n ) 14.6 9 .6 5 .8 7.0 7 .6 7.5 2.3 4.1 
Squash 33.9 30.5 26.0 14.0 16.0 26.4 20.9 17.2 
Swimming 9 .6 7 .8 4 .3 3.5 8 .4 1.9 7.0 0 .8 
* Table t enn i s 7 .8 12.9 10.1 9 .9 16.0 9.4 11.6 12.3 
Tennis 37.8 AO.5 32.8 26.2 28.6 32.7 30.2 26.2 
Watersports 51.8 55.8 50.4 39.2 31.1 39.6 39.0 4A.3 
$2999 $3000 • $5000 - $7000 • $9000 - $11000 - $13000 • $15000 
& belou $4999 $6999 $8999 $10999 $12999 $14999 and above 
Others 
ConfXJter games 19.1 16.6 15.5 13.8 16.0 9 .6 9 .3 9.0 
Go to race t rack 12.9 11.5 12.5 15.6 9 .2 13.2 11.6 10.7 
+ Keep pe t s 23.2 19.0 18.5 19.0 27.7 20.8 18.6 16.5 
Play mahjong 8.0 6.1 4 .7 0.6 5 .9 1.9 4 .7 4.1 
* S t r o l l i n g 6.5 6 .6 6.2 5 .8 8.4 3 .8 4 .8 4.1 
头 Window shopping 1.8 1.8 0 .7 1.2 3 .4 1.9 0.0 0.8 
RESPONSE = SOMETIMES 
$2999 $3000 - $5000 - $7000 - $9000 - $11000 - $13000 - $15000 
& below $4999 $6999 $8999 $10999 $12999 $14999 and above 
Cul tura l A c t i v i t i e s 
Art g a l l e r y / a r t exh ib i t ion 44.7 43.2 49.3 48.0 55.9 52.8 53.5 52.5 
Attend c l a s s e s (domestic) 13.3 10.1 13.3 13.3 21.0 13.2 20.9 11.5 
* Attend c l a s s e s (Spo r t s ) 13.4 15.1 16.1 16.9 21.0 31.4 23.3 22.1 
Attend c l a s s e s ( a r t s /mus i c ) 28.7 29.5 27.2 28.3 35.6 35.8 34.9 28.7 
Attend c l a s s e s ( o t h e r s ) 9 .4 8 .8 11.8 10.4 7.6 9 .4 9 .3 18.9 
^ Boardgames 59.0 51.4 57.1 52.6 46.2 47.2 51.2 55.7 
Card games 55.5 47.2 48.6 56.3 51.3 58.5 55.8 59.0 
梦 Hobbycraft 26.8 28.6 27.9 25.4 25.2 24.5 34.9 14.8 
Drawing/painting 32.4 30.2 24.3 25.4 21.8 24.5 20.9 23.1 
Gardening 22.9 18.7 20.8 25.3 36.1 34.0 25.6 21.5 
Library 40.4 59.3 65.4 61.8 65.5 62.3 62.8 55.4 
Lis ten t o music 35.0 42.7 44.3 56.3 55.5 52.8 46.5 47.5 
* Lis ten t o rad io 36.5 42.5 41.6 45.7 47.9 41.5 39.5 47.1 
Play musical instrument 31.1 25.2 26.1 29.7 29.7 17.0 27.9 32.2 
Photography 37.8 46.8 48.4 48.3 50.8 58.5 44.2 A6.3 
Reading 33.4 49.1 48.6 47.1 46.2 38.5 42.9 43.0 
f Thea te r / concer t s 48.9 46.7 52.5 50.6 58.5 54.7 53.5 56.3 
Travel I i ng ( s igh t s ee ing ) 53.0 63.1 64.3 64.5 68.6 67.3 62.8 63.1 
Vi s i t museum 54.5 57.1 56.3 64.5 59.7 67.9 55.8 64.8 
Watch movies 56.9 40.9 48.9 47.7 49.6 56.6 55.8 50.8 
* Watch TV 33.8 30.8 35.5 35.5 43.7 43.4 30.2 41.0 
Watch video 49.3 41.5 48.7 47.1 50.0 50.9 60.5 46.7 
* Watching spo r t s events 47.5 50.8 53.8 48.8 47.5 58.5 42.9 56.6 
$2999 $3000 - $5000 • $7000 - $9000 • $11000 - $13000 - $15000 
& below $4999 $6999 $8999 $10999 $12999 $14999 and above 
Social A c t i v i t i e s 
Disco 19.2 43.4 47.3 47.1 41.5 54.7 58.1 56.2 
Go to comnunity cen t re 41.1 38.3 37.3 31.8 40.3 45.3 32.6 32.0 
Go to lounge 33.2 53.8 53.2 62.1 57.6 47.2 46.5 57.0 
Go to a p r i v a t e c lub 9 .7 19.7 25.1 31.0 33.1 35.8 23.3 53.3 
Par tying 32.3 50.1 54.8 50.6 53.8 52.8 53.5 56.6 
f Social dance 17.6 20.5 24.8 25.6 26.9 36.5 20.9 30.3 
$2999 $3000 - $5000 - $7000 - $9000 - $11000 - $13000 - $15000 
& below $4999 $6999 $8999 $10999 $12999 $14999 and above 
Sporting Activities 12345 
Aerobics 9 .8 17.6 18.9 23.3 23.5 28.3 16.3 17.2 
* Badminton 61.7 66.6 63.6 63.8 68.9 63.5 58.1 56.6 
* Basketball 50.1 46.5 52.5 48.6 40.3 50.0 37.2 56.6 
Aquatic a c t i v i t i e s 43.8 53.4 60.4 52.9 58.0 50.9 58.1 66.4 
Bowling 48.2 64.7 67.6 70.7 65.3 64.2 51.2 59.0 
Fishing 30.8 38.0 45.4 43.7 44.5 41.5 32.6 38.0 
Jogging 43.3 47.4 43.8 56.3 60.5 58.5 53.5 51.6 
Roller ska t ing 41.7 46.5 40.7 33.9 21.8 17.0 25.6 21.5 
Scuba diving 6 .3 4 .8 5 .8 9 .3 5.0 3 . 8 4 .7 9 .8 
Short t r ips (adven tu rous ) 41.7 46.1 49.8 53.5 44.9 52.8 53.5 41.0 
Short t r i p s ( f u n ) 68.5 69.1 72.6 70.9 74.8 71.7 86.0 81.1 
Squash 33.3 41.5 39.7 44.8 53.8 39.6 44.2 36.9 
Swimming 50.0 52.7 54.2 55.8 57.1 50.0 58.1 52.5 
Table t enn i s 53.1 49.6 55.4 58.7 52.1 50.9 48.8 53.3 
Tennis 36.6 38.9 40.1 A8.8 42.9 30.8 44.2 40.2 
Uaterspor t s 17.0 16.5 21.0 29.8 31.9 30.2 29.3 29.5 
$2999 $3000 - $5000 - $7000 - $9000 - $11000 - $13000 - $15000 
& below $4999 $6999 $8999 $10999 $12999 $14999 and above 
Others 
Conputer games 45.6 53.3 48.6 55.2 58.0 48.1 53.5 55.7 
Go to race t rack 6 .2 17.8 16.8 15.6 18.5 18.9 9 .3 28.7 
* Keep pe t s 27.6 33.6 32.4 27.6 20.2 35.8 18.6 26.4 
Play mahjong 34.1 43.7 45.2 46.2 46.2 43.4 41.9 45.5 
f S t r o l l i ng 56.0 58.1 55.5 57.6 63.0 64.2 61.9 62.3 
^ Window shopping 48.3 46.1 50.9 47.7 51.3 62.3 55.8 47.9 
RESPONSE = OFTEN 
$2999 $3000 • $5000 - $7000 - $9000 - $11000 - $13000 - $15000 
& below $4999 $6999 $8999 $10999 $12999 S14999 and above 
Cul tura l A c t i v i t i e s 
Art g a l l e r y / a r t exh ib i t ion 4 .4 3.0 1.4 3.5 4.2 0.0 4 .7 2.5 
Attend c l a s s e s (domestic) 2 . 7 0 .8 1.8 2 .9 5.0 7.5 4 .7 0.0 
* Attend c l a s se s (Spor t s ) 3 .0 2.3 4 .3 2 .3 3.4 3 .9 2 .3 4.1 
Attend c l a s s e s ( a r t s /mus i c ) 11.5 3.5 5 .7 6.4 5 .9 5 .7 7.0 2.5 
Attend c l a s s e s ( o t h e r s ) 0 .6 2.0 1.8 2.3 4.2 1.9 2.3 1.6 
* Boardgames 8 .3 4 .3 4 .6 5 .8 3 .4 5 .7 0.0 A.1 
Card games 20.1 16.3 19.8 16.7 10.1 7.5 9 .3 14.8 
* Hobbycraft 9 . 7 5 .8 6.1 6.4 8 .4 7.5 2.3 3 .3 
Drawing/painting 11.2 5 .8 4 .6 5 .8 5 .9 3 . 8 2 .3 2.5 
Gardening 4 . 7 5.1 4 .7 6 .3 7 .6 1.9 0.0 5 .8 
Library 46.9 20.1 18.6 22.5 15.1 18.9 14.0 15.7 
Lis ten to music 59.4 49.7 46.1 35.6 37.8 37.7 41.9 45.1 
* Lis ten to radio 57.9 52.0 50.9 47.4 45.4 50.9 48.8 45.5 
Play musical instrument 14.4 8 .6 6.1 10.5 5.1 13.2 9 .3 6.6 
Photography 10.6 8.4 10.0 11.5 8 .5 9.4 16.3 16.5 
Reading 58.9 39.2 44.6 50.6 47.0 55.8 52.4 52.9 
* Thea te r / concer t s 9 .3 9 .9 6 .5 10.5 7 .6 1.9 18.6 10.1 
Travel I ing ( s igh t see ing) 8 . 7 11.1 17.0 23.8 24.6 23.1 30.2 31.1 
V i s i t museum 5.4 6.1 9.0 7.0 11.8 3 .8 14.0 12.3 
Watch movies 37 .7 56.3 48.2 46.5 42.9 37 .7 44.2 42.6 
失 Watch TV 60.5 66.4 60.1 59.9 51.3 56.6 60.5 54.9 
Watch video 36.7 47.1 44.7 45.9 34 .7 41.5 34.9 44.3 
* Watching spo r t s events 12.2 16.5 16.2 18.6 14.4 17.0 16.7 15.6 
$2999 $3000 • $5000 - $7000 - $9000 - $11000 - $13000 • $15000 
& below $4999 $6999 $8999 $10999 $12999 $14999 and above 
Social A c t i v i t i e s 
Disco 3 .5 4.0 4 .7 2 .3 5.1 1.9 4 .7 3 .3 
Go to conmuni t y cen t re 9 .5 4.0 3 .6 3.5 5.0 1.9 2 .3 1.6 
Go to lounge 3 .8 9 .8 12.1 5 .7 4 .2 9.4 7.0 7.4 
Go t o a p r i v a t e club 1.8 2 .8 2.2 3.4 2.5 7.5 2.3 9 .8 
Par ty ing 6 .2 3.5 4 . 7 5 .8 3 .4 0.0 2 .3 7.4 
身 Social dance 3 .0 3.0 2.5 3 .5 5 .9 3 .8 4 .7 5 .7 
$2999 $3000 - $5000 - $7000 - $9000 - $11000 - $13000 - $15000 
& below $4999 $6999 $8999 $10999 $12999 $14999 and above 
Sporting Activities 12345 
Aerobics 2.1 1.0 2.1 2.3 3 .4 3 .8 4 . 7 1.6 
* Badminton 15.7 11.6 13.9 15.5 7 .6 15.4 16.3 13.1 
* Basketball 10.0 7 .8 7.2 7.5 5 .9 1.9 9 .3 0 .8 
Aquatic a c t i v i t i e s 11.2 13.6 14.0 19.0 14.3 18.9 18.6 20.5 
Bowling 7.1 10.1 8.2 10.3 4 .2 5 .7 9.3 3 .3 
* Fishing 3.5 5 .8 6.4 5 .7 6 . 7 7.5 4 .7 4.1 
Jogging 8 .3 6 .0 9 .6 4 .6 7.6 5 .7 4 .7 9 .8 
Roller ska t ing 3 .9 1.8 1.5 3.5 0 .8 0.0 0.0 1.7 
Scuba diving 1.8 1.3 0 .7 2.3 2.5 1.9 0.0 4 .9 
Short t r ip s (adven tu rous ) 8.0 5 .3 6.1 8.1 7 .6 5 .7 4 .7 7.4 
Short t r i p s ( f u n ) 12.2 17.2 17.0 17.4 15.1 18.9 7.0 8.2 
Squash 14.3 9 .7 10.8 19.8 11.8 13.2 16.3 18.0 
Swimning 28.7 26.8 31.0 31.4 22.7 38.5 27.9 41.0 
* Table t enn i s 10.1 6 .3 7.2 2.3 5.0 1.9 4 .7 9 .8 
Tennis 8.0 4 .8 6 .6 5.2 12.6 19.2 7.0 14.8 
Watersports 4.2 4 .3 3 .3 8 .8 9 .2 7.5 4 .9 12.3 
$2999 $3000 - $5000 • $7000 - $9000 - $11000 - $13000 - $15000 
& below $4999 $6999 $8999 $10999 $12999 $14999 and above 
Others 
Computer games 17.9 16.1 18.0 12.6 7.6 17.3 4 .7 15.6 
Go to race t rack 2.6 5.1 8.6 5.2 4.2 1.9 11.6 8.2 
廿 Keep pe t s 15.6 13.0 12.8 9 .8 10.9 7.5 11.6 13.2 
Play mahjong 10.1 13.6 19.7 18.5 9 .2 5 .7 11.6 18.2 
S t r o l l i n g 26.2 24.5 26.3 26.7 24.4 28.3 28.6 23.0 























































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































TABLE 4 .7 .2 : FREQUENCY TABLE OF SECTION VI - DEPARTMENT STORES BY SEX (%) 
RESPONSE : NEVER 
M F 
Daimaru 12.6 8.0 
I se tan 27.5 14.7 
Sogo 11.5 5 .8 
Tokyu 21.3 13.7 
Yaohan 10.0 4 .9 
Marks & Spencer 32.8 22.6 
Matsuzakaya 16.0 11.4 
Mitsukoshi 13.8 8.2 
Wing On 5.5 2 .7 
Sincere 8 . 8 6 .8 
Lane Crawford 29.5 26.0 
* Shui Hing 32.9 32.9 
Doduell 21.9 9.0 
* Dragon Seed 37.1 37.3 
Uny 26.5 19.0 
Jusco 22.4 14.8 
* Yue Hua 16.4 16.1 
Chung Kiu 18.7 20.2 
RESPONSE = WOULD LIKE BUT HAVE NOT BEEN 
H F 
Daimaru 14.9 8.2 
I se tan 26.6 15.2 
Sogo 10.9 6 .9 
Tokyu 22.6 15.5 
Yaohan 11.7 7.5 
Harks & Spencer 30.0 19.6 
Matsuzakaya 18.1 10.4 
Mitsukoshi 13.7 8 .3 
Wing On 8.1 3 .9 
Sincere 11.4 8 .9 
Lane Crawford 25.9 19.2 
•k Shui Hing 29.6 24.9 
Dodwell 21.9 10.2 
大 Dragon Seed 28.8 24.0 
Uny 22.6 16.4 
Jusco 21.7 13.7 
务 Yue Hua 17.8 14.8 
* Chung Kiu 18.9 17.4 
RESPONSE = SOMETIMES 
M F 
Daimaru 62.9 67.2 
Ise tan 42.3 59.4 
Sogo 63.2 65.1 
Tokyu 49.9 61.8 
Yaohan 57.3 65.4 
Marks & Spencer 35.1 50.1 
Matsuzakaya 58.6 63.5 
Mitsukoshi 58.9 59.9 
Uing On 68.7 62.5 
Sincere 69.9 67.9 
Lane Crawford 41.2 48.8 
• Shui Hing 36.6 39.5 
Dodwell 50.8 62.7 
f Dragon Seed 32 .7 36.1 
Uny 41.7 46.8 
Jusco 45.4 54.3 
i Yue Hua 59.2 60.0 
Chung Kiu 57.0 55.6 
RESPONSE : OFTEN 
H F 
Daimaru 9 .6 16.6 
I se tan 3 .6 10.7 
Sogo 14.4 22.2 
Tokyu 6.1 9.0 
Yaohan 21.0 22.2 
Marks & Spencer 2.1 7 .7 
Matsuzakaya 7 .3 14.7 
Mitsukoshi 13.7 23.7 
Wing On 17.7 30.9 
Sincere 10.2 16.5 
Lane Crawford 3 .4 6.0 
Shui Hing 1.2 2 .6 
Dodwell 5 .4 18.1 
Dragon Seed 1.3 2 .6 
Uny 9 .3 17.8 
Jusco 10.5 17.3 
Yue Hua 6 .6 9.1 
Chung ICiu 5.4 6 .8 
TABLE 4.7.3 : FREQUENCY TABLE OF SECTION VI - DEPARTMENT STORES BY AGE (%) 
RESPONSE = NEVER 
15 - 19 20 - 24 25 - 29 30 - 34 35 - 40 
Daimaru 11.2 12.6 6.4 7 .7 12.9 
I se tan 31.2 21.9 14.8 16.4 20.1 
Sogo 8 .3 9 .3 5.0 7.2 16.4 
Tokyu 19.9 18.5 13.2 15.3 21.3 
Yaohan 9 . 7 7.1 4 .9 6 .7 10.6 
Marks & Spencer 31.9 27.2 20.0 29.1 38.4 
Matsuzakaya 18.1 17.9 8.2 7.1 13.6 
青 Mitsukoshi 12.0 12.7 7.3 8.2 14.4 
Wing On 6.0 3 .9 4.0 1.5 4 .3 
Sincere 6 .9 9 .4 7.5 3.1 9 .3 
Lane Crawford 36.1 31.6 21.7 21.3 25.0 
Shui Hing 42.3 35.9 29.0 25.6 28.8 
* Dodwell 14.0 17.8 13.2 10.8 14.3 
Dragon Seed 41.1 44.7 32.4 28.1 30.0 
Uny 21.8 22.5 20.3 22.1 28.8 
* Jusco 18.1 18.0 16.3 18.4 24.1 
Yue Hua 22.8 20.0 12.5 9 .6 12.8 
Chung Kiu 24.7 21.8 16.5 14.2 19.3 
RESPONSE = WOULD LIKE BUT HAVE NOT BEEN 
15 - 19 20 - 24 25 - 29 30 - 34 35 - 40 
Daimaru 16.7 14.7 7 .8 5.6 7.2 
I se tan 21.9 20.4 18.1 20.5 23.0 
Sogo 10.2 9.0 6 .6 8 .7 11.4 
Tokyu 24.5 17.9 15.6 17.3 23.4 
Yaohan 13.4 9 .2 6 .8 7 .7 13.5 
Marks & Spencer 30.6 22.7 22.5 24.5 24.6 
Matsuzakaya 17.1 14.0 12.5 11.7 15.0 
* Hitsukoshi 12.0 11.4 10.6 8 .7 8 .6 
Wing On 5.6 8 .2 3 . 7 3.1 6.4 
Sincere 9 . 7 12.9 8 .0 7 .7 8 .6 
Lane Crawford 26.4 25.7 19.3 18.8 15.7 
Shui Hing 31.2 30.5 25.0 25.1 15.8 
务 Dodwell 16.7 17.4 14.1 13.8 11.4 
Dragon Seed 30.4 27.3 25.1 26.5 17.9 
Uny 17.1 18.2 18.9 22.1 23.0 
务 jusco 13.4 17.9 17.0 19.9 17.7 
Yue Hua 17.7 19.6 13.2 14.7 11.3 
Chung Kiu 22.8 18.8 16.3 19.8 10.7 
RESPONSE = SOMETIMES 
15 - 19 20 - 24 25 - 29 30 - 34 35 • 40 
Daimaru 61.9 59.4 72.7 67.3 67.6 
I se tan 39.1 47.8 61.0 57.4 51.8 
Sogo 63.4 62.2 68.4 65.6 58.6 
Tokyu 49.1 53.6 64.6 59.7 50.4 
Yaohan 58.3 60.0 66.7 65.5 54.6 
Marks & Spencer 30.6 43.3 53.5 42.9 34.1 
Matsuzakaya 55.1 55.9 69.2 68.4 57.9 
* Mitsukoshi 55.1 55.7 64.6 61.0 62.6 
Wing On 64 .7 70.1 65.8 58.7 54.6 
Sincere 64.8 67.2 71.1 74.5 62.1 
Lane Crawford 31.9 39.0 54.5 53.8 51.4 
Shui Hing 22.3 32.3 44.3 47.2 53.2 
jr Dodwell 53.5 53.8 61.9 61.5 57.9 
Dragon Seed 25.2 26.9 40.2 42.9 50.0 
Uny 42.1 42.9 48.8 46.7 38.8 
女 Jusco 48.1 49.8 53.8 48.5 48.2 
Yue Hua 52.1 56.1 64.0 64.5 64.5 
Chung Kiu 47.0 55.2 60.5 55.8 62.1 
RESPONSE = OFTEN 
15 - 19 20 - 24 25 - 29 30 - 34 35 - AO 
Daimaru 10.2 13.3 13.2 19.4 12.2 
I se tan 7 .9 9 .9 6.1 5.6 5.0 
Sogo 18.1 19.4 20.0 18.5 13.6 
Tokyu 6 .5 9 .9 6 .6 7 .7 5.0 
Yaohan 18.5 23.7 21.6 20.1 21.3 
Marks & Spencer 6 .9 6 .8 4 .0 3 .6 2.9 
Matsuzakaya 9 . 7 12.1 10.1 12.8 13.6 
Hitsukoshi 20.8 20.2 17.6 22.1 U . 4 
Wing On 23.6 17.8 26.5 36 .7 34.8 
Sincere 18.5 10.5 12.7 14.8 20.0 
Lane Crawford 5 .6 3 . 7 4.5 6.1 7 .9 
Shui Hing 4 .2 1.3 1.7 2.1 2.2 
* Dodwell 15.8 11.0 10.8 13.8 16.4 
Dragon Seed 3 .3 1.1 2.4 2.6 2.1 
Uny 19.0 16.5 12.0 9.2 9.4 
* Jusco 20.4 14.3 13.0 13.3 9 .9 
Yue Hua 7.4 4 .3 10.4 11.2 11.3 
Chung Kiu 5 .6 4.1 6 .6 10.2 7 .9 
TABLE 4.7.4 - FREQUENCY TABLE OF SECTION VI - DEPARTMENT STORES BY EDUCATION (%) 
KEY : 1 = PRIMARY SCHOOL AND BELOW 
2 = SECONDARY SCHOOL OR VACATIONAL TRAINING SCHOOL 
3 = COLLEGE OR POLYTECHNIC 
4 = UNIVERSITY 
5 = GRADUATE SCHOOL 
RESPONSE = NEVER 
1 2 3 4 5 
Daimaru 13.4 8.5 8.0 13.2 9.4 
I se tan 25.2 16.5 18.5 27.1 19.8 
Sogo 15.2 6.0 4 .9 12.2 9.4 
Tokyu 20.1 14.5 13.2 22.2 22.9 
女 Yaohan 7 .9 6.4 7.0 8 .2 7.3 
Marks & Spencer 26.5 24.8 22.6 34.3 32.0 
Matsuzakaya 17.1 11.6 11.9 17.6 9 .3 
Mitsukoshi 17.1 7.6 10.1 14.3 9.4 
Wing On 6.1 2.2 4.2 6.1 4.2 
Sincere 6.1 6 .9 5.6 10.0 13.4 
Lane Crawford 30.5 25.8 27.3 31.9 19.6 
Shui Hing 32.3 29.9 33.6 39.8 27.8 
Dodwell 16.0 11.4 11.1 22.2 19.6 
Dragon Seed 38.5 33.4 38.1 44.4 33.0 
Uny 28.2 19.9 19.2 25.9 24.7 
Jusco 18.8 15.8 14.3 23.8 24.7 
Yue Hua 13.5 14.8 17.4 18.2 20.6 
Chung Kiu 14.2 18.0 22.1 22.3 21.6 
RESPONSE = WOULD LIKE BUT HAVE NOT BEEN 
1 2 3 4 5 
Daimaru 13.4 10.4 8 .3 13.5 12.5 
I se tan 12.9 20.2 17.1 24.4 28.1 
Sogo 9 .8 8 .8 6 .3 9.1 11.5 
Tokyu 14.6 17.9 16.4 22.8 22.9 
今 Yaohan 8.5 7 .7 8.4 13.7 9.4 
Marks & Spencer 25.9 25.0 21.6 25.1 20.6 
Matsuzakaya 11.6 14.5 10.1 16.1 16.5 
Mitsukoshi 11.6 11.2 8.4 10.6 12.5 
Wing On 4 .8 4 . 7 4.2 9 .4 6 .3 
Sincere 6 . 7 8.5 9 .8 14.9 9 .3 
Lane Crawford 23.2 21.3 21.7 25.5 16.5 
Shui Hing 22.6 26.1 27.3 29.5 30.9 
Dodwell 16.6 13.9 13.2 18.8 17.5 
Dragon Seed 23.0 26.9 26.9 26.7 21.6 
Uny 19.6 19.9 18.5 16.8 23.7 
Jusco 12.7 16.3 16.1 19.8 25.8 
Yue Hua 14.1 13.8 20.9 17.3 16.5 
Chung Kiu 14.8 16.2 21.1 20.4 18.6 
RESPONSE = SOMETIMES 
1 2 3 4 5 
Daimaru 63.4 66.7 64.2 64.4 65.6 
I se tan 52.8 55.1 53.7 43.9 51.0 
Sogo 59.1 65.5 64.7 65.0 60.4 
Tokyu 57.3 59.1 59.6 50.5 50.0 
* Yaohan 67.1 61.4 65.5 57.0 61.5 
Harks & Spencer 41.4 45.4 48.1 36.1 45.4 
Hatsuzakaya 61.6 62.6 60.8 58.4 63.9 
Mitsukoshi 56.1 60.8 55.7 63.8 52.1 
Wing On 70.3 64.1 62.8 66.6 66.7 
Sincere 70.6 69.1 71.0 64.4 69.1 
Lane Crawford 40.9 49.3 44.8 37.1 57.7 
Shui Hing 43.3 42.2 35.3 29.5 40.2 
Dodwell 55.8 59.8 60.6 50.2 59.8 
Dragon Seed 36.0 38.6 31.1 26.7 43.3 
Uny 38.7 44.9 42.5 48.5 45.4 
Jusco 55.2 52.6 49 .7 46.0 44.3 
Yue Hua 66.3 58.9 57.1 59.3 61.9 
Chung ICiu 63.0 57.4 53.0 52.7 58.8 
RESPONSE = OFTEN 
1 2 3 4 5 
Daimaru 9 .8 14.4 19.4 8 .9 12.5 
Ise tan 9.2 8.2 10.8 4 .6 1.0 
Sogo 15.9 19.7 24.1 13.7 18.8 
Tokyu 7.9 8.5 10.8 4 .6 4 .2 
分 Yaohan 16.5 24.5 119.2 21.0 21.9 
Marks & Spencer 6 .2 4 . 7 7 .7 4 .6 2.1 
Matsuzakaya 9 .8 11.3 17.1 7 .9 10.3 
Mitsukoshi 15.2 20.5 25.8 11.2 26.0 
Wing On 18.8 29.0 28.8 17.9 22.9 
Sincere 16.6 15.4 13.6 10.6 8.2 
Lane Crawford 5.5 3 .6 6 .3 5.5 6.2 
Shui Hing 1.8 1.7 3 .8 1.2 1.0 
Dodwell 11.7 15.0 15.0 8 .8 3.1 
Dragon Seed 2.5 1.1 3 .8 2.1 2.1 
Uny 13.5 15.3 19.9 8 .8 6.2 
Jusco 13.3 15.3 19.9 10.4 5.2 
Yue Hua 6.1 12.6 4 .5 5.2 1.0 
Chung Kiu 8.0 8.4 3 .9 4 .6 1.0 
TABLE 4 .7 .5 : FREQUENCY TABLE OF SECTION VI • DEPARTMENT STORES BY MARTIAL STATUS (%) 
RESPONSE = NEVER 
Married with Married with 
Single no chi ldren chi ldren Divorced 
Daimaru 11.0 5 .7 9.5 7.1 
Ise tan 22.2 14.5 18.5 7.1 
士 Sogo 8.2 5 .7 10.5 3.6 
Tokyu 17.8 11.3 18.3 7.1 
* Yaohan 6 .9 8.2 8.0 0 
Marks & Spencer 26.7 29.1 28.3 17.9 
Matsuzakaya 14.9 6 .9 12.6 7.1 
* Mitsukoshi 11.2 6 .3 11.7 3 .6 
Wing On 4.0 3.1 A.3 3 .6 
* Sincere 8.1 6 .9 6 .7 7.1 
Lane Crawford 30.0 19.5 25.2 10.7 
Shui Hing 35.1 28.9 29.3 17.9 
Dodwell 16.1 9.4 13.2 10.7 
Dragon Seed 40.2 32.3 31.4 25.0 
i Uny 21.6 25.2 23.4 17.9 
， J u s c o 17.3 16.4 17.4 17.9 
Yue Hua 17.4 12.6 11.9 39.3 
Chung Kiu 20.7 22.6 14.7 14.8 
RESPONSE = WOULD LIKE BUT HAVE NOT BEEN 
Married with Married with 
Single no chi ldren chi ldren Divorced 
Daimaru 12.5 8.2 8.3 U . 3 
Isetan 21.6 12.6 19.8 17.9 
4r Sogo 8.1 8 .8 9.9 14.3 
Tokyu 19.6 12.6 17.7 28.6 
, Y a o h a n 9 .7 5.0 9.5 17.9 
分 Marks & Spencer 24.4 20.3 24.9 28.6 
Matsuzakaya 14.5 11.3 13.5 7.1 
少 Mitsukoshi 10.9 8 .9 11.4 3 .6 
Wing On 6 .8 3 .8 3.1 10.7 
+ Sincere 11.2 8 .8 6.1 17.9 
Lane Crawford 23.6 17.6 19.7 25.0 
Shui Hing 30.0 22.0 18.8 42.9 
Dodwell 15.9 10.1 15.3 25.0 
Dragon Seed 28.4 19.0 21.5 39.3 
走 Uny 19.2 15.1 21.5 14.3 
去 Jusco 17.3 16.4 17.4 17.9 
Yue Hua 17.4 12.6 11.9 39.3 
Chung Kiu 19.2 17.6 12.3 48.1 
RESPONSE = SOMETIMES 
Married with Harried with 
Cultural Activities Single no children children Divorced 
Daimaru 63.3 64.2 70.9 78.6 
I se tan 48.8 61.6 54.9 71.4 
長 Sogo 64.3 64.2 63.9 67.9 
Tokyu 54.5 64.8 58.4 60.7 
ir Yaohan 62.4 59.1 60.4 75.0 
女 Marks & Spencer 43.4 46.2 41.8 50.0 
Matsuzakaya 59.1 66.0 64.1 82.1 
t Mitsukoshi 57.9 62.0 60.8 82.1 
Wing On 68.9 60.4 56.3 64.3 
Sincere 68.4 69.8 69.0 64.3 
Lane Crawford 42.2 54.1 49.2 64.3 
Shui Hing 33.1 46.5 49.4 39.3 
Dodwell 57.2 63.5 55.5 53.6 
Dragon Seed 29.6 45.6 44.6 35.7 
t Uny 45.5 40.9 43.1 50.0 
* Jusco 49.5 53.5 51.1 53.6 
Yue Hua 58.1 60.4 64.5 53.6 
Chung Kiu 54.6 53.5 64.1 37.0 
RESPONSE = OFTEN 
Married with Married with 
Single no ch i ld ren ch i ld ren Divorced 
Daimaru 13.3 22.0 11.3 0 
I se tan 7 .3 11.3 6 .8 3 .6 
f Sogo 19.4 21.4 15.7 14.3 
Tokyu 8.0 11.3 5.5 3 .6 
头 Yaohan 21.0 27.7 22.1 7.1 
* Marks & Spencer 5.5 4.4 4 .9 3 .6 
Matsuzakaya 11.5 15.7 9 .8 3 .6 
* Mitsukoshi 20.0 22.8 16.0 10.7 
Wing On 20.3 32.7 36.4 21.4 
* Sincere 12.2 14.5 18.1 10.7 
Lane Crawford 4.1 8 .8 5 .8 0 
Shui Hing 1.8 2.5 2.5 0 
Dodwell 10.7 17.0 16.0 10.7 
Dragon Seed 1.8 3.2 2.5 0 
* Uny 13.8 18.9 12.0 17.9 
yt jusco 14.5 15.1 13.5 10.7 
Yue Hua 7.0 6 .9 12.2 0 
Chung Kiu 5.4 6 .3 8 .9 0 
TABLE 4 . 7 . 6 : FREQUENCY TABLE OF SECTION VI - DEPARTMENT STORES BY INCOME (%) 
RESPONSE = NEVER 
$2999 $3000 - $5000 - $7000 - $9000 • $11000 - $13000 - $15000 
& below $4999 $6999 $8999 $10999 $12999 $14999 and above 
Daimaru 16.2 8.4 9.8 7.6 10.2 7.5 2.3 5.8 
Ise tan 32.0 18.6 16.2 15.1 17.9 23.1 11.6 14.9 
Sogo 14.6 7.4 7.6 4.1 8.5 5 .7 0 5.8 
丁0ky" 2 6 . 3 12.4 16.6 9 .9 17.8 21.2 14.0 16.5 
Yaohan 9.2 5.6 5.8 6.4 11.0 9.6 2.3 7.4 
Marks & Spencer 34.2 24.6 25.0 20.9 27.4 34.0 18.6 28:9 
Matsuzakaya 22.0 12.7 13.7 7.0 12.0 11.3 2.3 6:6 
Mitsukoshi 17.9 9.2 10.5 5 .8 9.3 9.6 4 .7 6:6 
Wing On 5.6 3.3 2.2 2.9 5.1 7.5 2:3 5.0 
Sincere 9 .6 6 .6 5.1 7.6 8.5 17.0 0 9.8 
Lane Crawford 37.2 30.9 24.2 21.8 24.6 18.9 18.6 15.6 
Shui Hing 40.8 35.0 29.0 28.2 34.2 24.5 30.2 23.0 
* Dodwell 19.0 13.2 13.0 10.5 17.1 15.4 16.7 13:9 
Dragon Seed 44.9 39.0 35.5 35.7 35.0 32.1 25.6 24.6 
U n
y 26.9 23.0 22.5 19.8 15.4 22.6 18.6 18.0 
J u s c o
 22.6 17.6 15.2 17.4 15.4 20.8 16.3 17.4 
Yue Hua 22.7 15.7 13.0 12.9 13.6 13.2 7.0 19.7 
Chung Kfu 24.3 17.8 15.6 16.5 17.8 22.6 9.3 28.9 
RESPONSE = WOULD LIKE BUT HAVE NOT BEEN 
$2999 $3000 • $5000 • $7000 - $9000 - $11000 - $13000 - $15000 
& below $4999 $6999 S8999 $10999 $12999 $14999 and above 
Daimaru 15.0 15.8 8.4 7.0 5.1 7.5 4 .7 7.4 
Ise tan 21.3 25.2 13.4 18.0 12.0 25.0 18.6 26.4 
Sogo 9.5 11.7 4 .7 5 .9 7.6 15.1 4 .7 9.1 
Tokyu 20.0 18.5 14.1 20.9 16.1 25.0 16.3 23.1 
Yaohan 13.4 9.6 3.3 4 .7 10.2 9.6 9.3 16.5 
Harks & Spencer 26.7 24.1 22.5 24.4 18.8 30.2 14.0 27.3 
Matsuzakaya 14.9 18.6 9 .7 12.3 12.0 7.5 4 .7 14.8 
Mitsukoshi 13.4 13.2 6.1 13.5 5.9 7.7 9.3 7.4 
Wing On 5.9 7.4 5.1 6.4 3.4 5 .7 0 5.0 
Sincere 10.1 10.2 10.5 8 .8 6.0 9.4 11.6 13.1 
* Lane Crawford 28.3 24.2 18.8 24.7 11.9 20.8 16.3 15.6 
Shui Hing 28.6 29.2 26.1 27.1 18.8 30.2 18.6 27.0 
* Dodwell 15.5 18.8 11.2 15.1 9.4 23.1 19.0 14.8 
Dragon Seed 26.6 28.8 25.0 25.7 20.5 20.8 27.9 26.2 
Uny 16.8 21.7 16.4 18.0 17.9 28.3 25.6 20.5 
Jusco 15.2 19.7 13.8 14.5 13.7 26.4 18.6 25.6 
Yue Hua 17.9 15.5 14.1 17.5 14.4 17.0 9.3 19.7 
Chung Kiu 19.8 17.6 14.2 20.0 16.9 26.4 14.0 19.8 
RESPONSE = SOMETIMES 
$2999 $3000 - $5000 - $7000 - $9000 - $11000 - $13000 - $15000 
& below $4999 S6999 $8999 $10999 $12999 $14999 and above 
Daimaru 58.0 64.1 65.1 75.4 63.6 62.3 76.7 74.4 
I s e t a n 3 8
-
9
 62.1 58.7 59.8 48.1 69.8 56.2 





 66.4 71.6 56.8 60.4 74.4 70.2 
Tokyu 46.3 60.7 62.1 59.9 56.8 44.2 67.4 55.4 
Yaohan 57.7 61.0 65.6 63.7 61.0 61.5 76.7 60.3 
Marks & Spencer 31.5 45.9 47.5 50.0 49.6 34.0 67.4 39.7 
Matsuzakaya 52.7 59.5 63.9 69.0 56.4 67.9 83.7 68.0 
Mitsukoshi 53.5 57.3 64.6 63.2 56.8 59.6 65.1 66.9 
Wing On 65.9 68.5 68.9 58.1 61.0 50.9 76.7 62.8 
Sincere 60.6 71.6 72.0 70.2 73.5 54.7 79.1 68.9 
Lane Crawford 29.5 ‘ 41.6 57.9 50.0 56.8 49.1 55.8 57.4 
Shui Hing 27.4 34.5 43.1 41.8 45.3 45.3 51.2 48.4 
* Dodwell 52.1 56.2 62.0 62.2 57.3 46.2 61.9 62.3 






 41.6 48.0 50.0 52.1 39.6 48.8 51.6 
J u s c o
 44.6 48.1 56.5 57.6 59.0 37.7 60.5 43.0 
Y u e H u a
 52.8 59.9 62.1 63.2 64.4 58.5 76.7 56.6 
Chmg Kiu 50.2 57.8 62.2 57.1 61.0 45.3 67.4 49.6 
RESPONSE = OFTEN 
$2999 $3000 • $5000 - $7000 - $9000 - $11000 - $13000 - $15000 
& below $4999 $6999 $8999 $10999 $12999 $14999 and above 
Daimaru 10.8 11.7 16.7 9.9 21.2 22.6 16.3 12.4 
Isetan 7.8 8 .7 8.3 8.1 10.3 3 .8 0 2.5 
Sogo 12.5 20.9 21.3 18.3 27.1 18.9 20.9 14.9 
Tokyu 7.5 8.4 7.2 9.3 9.3 9.6 2.3 5.0 
Yaohan 19.6 23.8 25.4 25.1 17.8 19.2 11.6 15.7 
Harks & Spencer 7.5 5.3 5.1 4 .7 4.3 1.9 0 4.1 
Matsuzakaya 10.4 9.2 12.6 11.7 19.7 13.2 9.3 10.7 
Mitsukoshi 15.5 20.4 18.8 17.5 28.0 23.1 20.9 19.0 
Wing On 22.6 20.8 24.9 32.6 30.5 35.8 20.9 27.3 
Sincere 19.7 11.7 12.4 13.5 12.0 18.9 9.3 8.2 
唛 Lane Crawford 5.1 3.3 2.2 3.5 6.8 11.3 9.3 11.5 
Shui Hing 3 .3 1.3 1.8 2.9 1.7 0 0 1.6 
i DodwelI 13.4 11.7 13.8 12.2 16.2 15.4 2.4 9.0 
Dragon Seed 3 .3 1.5 0 1.8 1.7 1.9 0 6.6 
Uny 18.9 13.8 13.1 12.2 14.5 9.4 7.0 9.8 
Jusco 17.6 14.6 14.5 10.5 12.0 15.1 4 .7 14.0 
Yue Hua 6.6 8.9 10.8 6.A 7.6 11.3 7.0 4.1 









































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































TABLE 4 . 7 . 8 ： FREQUENCY TABLE OF SECTION VI - SPECIALTY STORES BY DIFFERENT DEMOGRAPHIC CHARACTERISTICS (%) 
BY SEX 
RESPONSE = NEVER 
M F 
Mothercare 68.5 60.6 
Times Bookstore 43.9 38.8 
Toys 'R
1
 Us 41.5 32.7 
Joyce 64.1 53.2 
Benetton 50.1 37.7 
* Boss 59.6 59.9 
* Habitat 57.2 52.4 
IKEA 43.2 36.8 
Cotton Co l l ec t ion 53.9 36.9 
Ci ty Chain 22.6 19.6 
i The Optical Shop Ltd. 42.4 38.7 
Marathon 38.3 33.3 
Louis Vui t ton 57.9 55.2 
* Timberland 30.6 46.4 
Puma 23.5 18.5 
Le Saunda 44.5 28.6 
* CSL 38.2 36.1 
Espr i t 36.0 24.8 
Theme 55.8 36.8 
t Dickon 55.1 52.7 
t Crocodile 15.2 17.2 
Evergreen 50.9 44.0 
RESPONSE = WOULD LIKE BUT HAVE NOT BEEN 
M F 
Mothercare 22.7 22.0 
Times Bookstore 27.8 25.3 
Toys 'R' Us 22.2 24.9 
Joyce 26.3 29.1 
Benetton 27.5 22.9 
* Boss 28.1 27.4 
少 Habitat 26.8 26.5 
IKEA 22.7 22.0 
Cotton Co l l ec t ion 26.3 22.6 
* City Chain 17.0 16.3 
* The Optical Shop Ltd. 26.0 24.5 
Marathon 28.2 20.6 
Louis Vui t ton 29.7 26.6 
t Timberland 30.6 26.4 
Puma 20.2 16.6 
Le Saunda 26.1 19.5 
* CSL 27.8 24.6 
Espr i t 26.7 15.6 
Theme 25.8 20.9 
t Dickon 30.2 28.8 
* Crocodile 12.0 12.8 
Evergreen 29.2 26.8 
RESPONSE = SOMETIMES 
M F 
Mothercare 8 .2 15.7 
Times Bookstore 26.1 32.6 
Toys 'R« Us 34.0 38.5 
Joyce 8 .3 15.1 
Benetton 19.5 34.8 
女 Boss 11.2 10.7 
t Habitat 14.2 18.5 
IKEA 31.2 37.2 
Cotton Co l l ec t ion 18.1 37.1 
* City Chain 56.7 58.3 
•k The Optical Shop Ltd. 28.9 32.9 
Marathon 28.8 39.2 
Louis Vui t ton 11.3 16.3 
* Tiihberland 21.0 24.7 
Puma 47.6 52.8 
Le Saunda 25.2 40.7 
* CSL 32.8 36.9 
Espr i t 33 .7 46.6 
Theme 16.1 34.5 
+ Dickon 13.2 15.7 
* Crocodile 59.7 59.0 
Evergreen 2 .7 3.4 
RESPONSE = OFTEN 
M F 
Mothercare 0 .6 1 .7 
Times Bookstore 2 .3 3 .2 
Toys _R| Us 2 .3 3 . 8 
Joyce 1-2 2.5 
Benetton 3 .0 U.7 
t Boss 1.2 1.9 
Habitat 1 .8 2.7 
IKEA 2 .9 4.1 
Cotton Co l l ec t ion 3 .4 
•k City Chain 3 .6 5 .7 
矢 The Opt ical Shop Ltd. 2 . 7 4.0 
Marathon 4 .7 7.0 










Le Saunda ^-2 11.2 
* CSL 1-2 2.4 
Espr i t 3 .6 13.0 
Theme 2 .3 7 .9 
女 Dickon 1-5 2 .9 
* Crocodile 13.1 11.1 
Evergreen 2 .7 3 .4 
BY AGE 
RESPONSE = NEVER 
15 - 19 20 - 24 25 - 29 30 - 34 35 - 40 
Hothercare 68.9 70.6 63.6 55.2 45.1 
* Times Bookstore 45.6 45.7 36.9 36.8 34.3 
Toys 'R' Us 37.4 39.4 35.9 32.5 32.1 
* Joyce 53.1 62.3 59.3 52.6 53.3 
Benetton 38.0 46.4 37.3 46.4 51.9 
去 Boss 53.5 61.4 60.1 59.8 62.2 
Habitat 57.7 58.6 51.0 50.8 49.3 
IKEA 53.1 46.7 33.1 25.6 30.9 
Cotton Collect ion 50.9 47.7 38.9 40.0 45.1 
City Chain 13.5 18.5 21.9 26.0 32.1 
* The Optical Shop Ltd. 38.5 41.1 36.9 42.1 48.5 
Marathon 34.9 35.1 31.9 38.7 44.8 
* Louis Vuitton 58.8 57.9 54.4 55.4 54.9 
* Timberland 52.4 45.6 43.6 46.4 49.3 
Puma 18.3 18.7 18.4 25.8 32.1 
Le Saunda 49.5 35.1 28.8 31.6 43.0 
CSL 42.3 40.0 34.6 32.8 30.4 
Espr i t 27.6 30.0 26.6 33.0 37.3 
Theme 46.7 45.1 40.8 46.9 54.8 
t Dickon 53.6 56.3 52.0 53.4 49.6 
Crocodile 23.7 19.7 10.6 10.7 16.9 
Evergreen 54.9 52.6 44.4 39.4 31.9 
RESPONSE = UOULD LIKE BUT HAVE NOT BEEN 
15 - 19 20 - 24 25 - 29 30 - 34 35 - 40 
Mothercare 18.9 22.6 22.4 22.7 25.6 
央 Times Bookstore 27.9 23.8 29.3 26.9 24.6 
Toys 'R' Us 23.7 26.0 24.1 22.2 16.1 
^ Joyce 28.6 26.7 26.5 32.5 28.9 
Benetton 23.5 22.5 27.0 27.3 26.7 
女 Boss 27.2 26.8 28.6 29.9 25.9 
Habitat 27.2 25.6 26.3 28.7 27.9 
IKEA 25.4 25.0 18.8 21.0 19.1 
Cotton Col lect ion 28.5 24.0 20.5 27.2 25.6 
City Chain 20.0 16.8 12.6 17.9 21.2 
jt The Optical Shop Ltd. 26.8 23.8 26.9 21.5 27.6 
Marathon 25.0 22.3 24.9 2.2 28.4 
t Louis Vuitton 25.9 30.0 28.2 28.5 23.3 
* Timberland 26.4 27.4 30.4 28.9 26.9 
P u m a 20.7 15.9 17.0 21.6 21.6 
Le Saunda 23.8 22.0 21.2 21.8 26.7 
C S L 23.0 28.8 24.8 26.0 23.7 
E s p r i t 22.9 18.4 19.6 24.8 22.4 
T h e m e 23.6 20.1 22.3 28.4 28.9 
^ Dickon 29.9 28.4 30.6 28.8 29.6 
Crocodile 15.8 13.7 10.2 10.2 12.5 
Evergreen 26.8 26.5 30.2 27.5 28.1 
RESPONSE = SOMETIMES 
15 - 19 20 - 24 25 - 29 30 - 34 35 - 40 
Mothercare 10.8 6 .2 13.8 19.6 24.8 
* Times Bookstore 23.7 27.5 30.7 34.2 38.8 
Toys 'R« Us 32 .7 32.5 37.4 41.8 48.2 
* Joyce 15.5 9.0 11.8 14.4 16.3 
Benetton 31.5 26.8 32.2 24.7 18.5 
* Boss 17.4 10.3 9.4 9 .8 9 .6 
Habitat 13.1 13.5 20.0 19.0 19.9 
IKEA 18.3 25.0 44.0 49.2 47.1 
Cotton Col l ec t ion 17.8 24.8 38.4 31.3 27.8 
Ci ty Chain 59.5 59.4 60.7 54.6 42.3 
* The Optical Shop Ltd. 30.0 31.7 33.3 32.8 20.9 
Marathon 33.0 34.5 38.8 34.5 23.9 
Louis Vuit ton 14.2 12.4 14.1 15.0 19.5 
* Timberland 19.3 24.6 24.1 22.2 20.9 
Puma 45.1 52.6 57.4 41.8 41.8 
Le Saunda 21.5 32.5 A2.1 39.9 24.4 
CSL 32.4 29.3 38.7 40.1 43 .7 
Esp r i t 35.5 39.9 47.6 37.1 38.1 
Theme 23.6 25.6 33.1 23.7 16.3 
-jr Dickon 12.8 11.9 16.6 16.2 19.3 
Crocodile 52.1 54.9 66.9 63.3 58.8 
Evergreen 15.0 17.7 23.0 30.1 35.6 
RESPONSE = OFTEN 
15 - 19 20 - 24 25 - 29 30 - 34 35 - 40 
Mothercare 1.4 0 .6 0.2 2 .6 4 .5 
+ Times Bookstore 2 .8 3 .0 3.1 2.1 2.2 
Toys 'R' Us 6 .2 2.1 2 .6 3 .6 3 .6 
i Joyce 2 .8 1.9 2.4 0 .5 1.5 
Benetton 7.0 4 .3 3 .3 1.5 3 .0 
女 Boss 1.9 1.5 1.9 0.5 2.2 
Habitat 1.9 2.3 2 .7 1.5 2 .9 
IKEA 3 .3 3 .2 4.1 4.1 2 .9 
Cotton Col l ec t ion 2 .8 3 .6 2.1 1.5 1.5 
Ci ty Chain 7 .0 5.2 4 .8 1.5 4 .4 
* The Optical Shop Ltd. 4 . 7 3.4 2.9 3 .6 3 .0 
Marathon 7.1 8.1 4 .3 4 .6 3 .0 
* Louis Vui t ton 1.4 1.5 1.4 1.0 2 .3 
A Timberland 1.9 2.4 1.9 2 .6 3 .0 
Puna 16.0 12.7 7.2 10.8 4 .5 
Le Saunda 5.1 10.5 7 .9 6 . 7 5 .9 
CSL 2 .3 1.9 1.9 1.0 2.2 
Esp r i t 14.0 11.8 6 .2 5.2 2.2 
Theme 6.1 9 .2 3 .8 1.0 0 
i Dickon 3 . 8 3 .4 0 .7 1.6 1.5 
Crocodile 8 .4 11.8 12.3 15.8 11.8 
Evergreen 3 .3 3.2 2.4 3.1 4.4 
BY EDUCATION LEVEL 
KEY : 1 = PRIMARY SCHOOL AND BELOW 
2 = SECONDARY SCHOOL OR VACATIONAL TRAINING SCHOOL 
3 = COLLEGE OR POLYTECHNIC 
4 = UNIVERSITY 
5 = GRADUATE SCHOOL 
RESPONSE = NEVER 
1 2 3 4 5 
Mothercare 55.1 60.4 63.8 72.4 76.0 
Times Bookstore 41.6 46.4 32.6 38.8 38 1 




 A9.4 58.1 55.1 64.1 60.8 
Benetton 37.1 42.6 42.5 48.2 42.3 
B o s s
 43.4 58.2 59.6 67.8 69.8 
Habitat 43.8 54.3 55.9 59.2 53.6 
I K E
A 38.8 37.5 40.1 46.8 29.9 
Cotton Col lec t ion 36.1 41.4 44.9 51.2 53.6 
Ci ty Chain 14.4 19.5 18.8 25.5 Z3.0 
* The Optical Shop Ltd. 33.5 41.7 39.5 40.0 46.4 
Marathon 33.3 34.3 31.7 38 .7 47.4 
* Louis Vuit ton 48.4 53.6 58.0 61.2 67.0 
戋 Timberland 39.9 42.7 47.7 53.2 54.6 
Puma 21.4 17.9 17.4 25.5 31.1 
Le Saunda 35.2 32.5 33.6 42.3 41.2 
CSL 36.1 33.0 35.1 44.4 45.4 
Espr i t 25.9 28.6 27.2 34 .7 34.0 
Theme 39.0 43.0 44.2 52.0 50.5 
Dickon 47.8 52.5 52.7 58.3 59.4 
Crocodile 19.8 13.3 17.8 20.1 12.4 
Evergreen 41.5 42.6 49.0 54.9 52.6 
RESPONSE = WOULD LIKE BUT HAVE NOT BEEN 
1 2 3 4 5 
Mothercare 25.3 24.0 24.7 17.6 14.6 
Times Bookstore 27.3 26.2 30.2 25.1 19.6 
Toys »R' Us 25.6 26.4 23.5 19.2 19.6 
Joyce 31.0 28.9 28.9 25.2 22.7 
Benetton 32.1 27.1 21.8 21.2 20.6 
Boss 37.7 26.7 30.5 23.6 22.9 
Habitat 40.0 29.3 22.7 21.2 17.5 
IKEA 31.9 24.1 18.5 19.0 17.5 
Cotton Col l ec t ion 30.4 23.8 20.6 26.1 21.6 
Ci ty Chain 12.5 16.9 15.3 18.7 18.6 
it The Optical Shop Ltd. 30.4 28.0 23.1 20.9 18.6 
Marathon 28.9 26.0 18.3 23.3 21.6 
* Louis Vuit ton 32 .7 29.2 27.9 25.2 21.6 
廿 Timberland 32.9 29.8 26.5 25.2 25.8 
Puma 19.5 18.4 13.6 21.2 17.7 
Le Saunda 28.3 24.2 18.5 20.1 20.6 
CSL 25.3 25.0 25.6 28.4 26.8 
Espr i t 23.4 22.2 13.9 20.2 25.8 
Theme 25.2 26.0 19.4 18.5 26.8 
Dickon 35.2 30.3 27.4 27.8 25.0 
Crocodile 14.2 12.5 11.1 12.5 12.4 
Evergreen 34.6 28.8 24.1 28.4 19.6 
RESPONSE = SOMETIMES 
1 2 3 4 5 
Mothercare 17.1 15.0 10.1 8.4 8 .3 
Times Bookstore 27.3 25.5 33.3 33.3 38.1 
Toys 'R' Us 42.5 39.8 39.3 27.4 27.8 
Joyce 19.0 12.4 10.8 8 .6 14.4 
Benetton 28.3 27.6 28.1 26.7 34.0 
Boss 18.2 13.6 6 .3 7 . 7 6 .3 
Habitat 14.4 14.7 18.5 17.2 24.7 
IKEA 28.1 35.4 36.6 30.6 46.4 
Cotton Col l ec t ion 31.6 31.9 32.1 19.9 22.7 
Ci ty Chain 66.9 58.7 60.4 51.5 47.4 
唛 The Optical Shop Ltd. 32.9 26.8 33.6 36.6 29.9 
Marathon 32.1 34.3 40.1 33 .7 26.8 
^ Louis Vuit ton 17.0 15.9 12.4 12.0 10.3 
* Timberland 25.3 25.3 22.6 19.4 18.6 
Puma 48.4 51.8 56.1 46.5 42 .7 
Le Saunda 29.6 34.1 38.8 30.9 34.0 
CSL 36 .7 39.4 38.2 26.2 24.7 
Espr i t 43.0 39.8 45.6 38.3 39.2 
Theme 31.4 24.4 30.7 24.9 21.6 
Dickon 14.5 16.1 13.9 12.0 15.6 
Crocodile 56.2 64.1 54.7 54.6 62.9 
Evergreen 20.1 25.6 21.3 15.4 25.8 
RESPONSE = OFTEN 
1 2 3 4 5 
Mothercare 2.5 0 .6 1.4 1.5 1.0 
Times Bookstore 3 . 7 1.9 3 .9 2 .8 4.1 
Toys 'R' Us 4.4 3 .5 2.1 2.1 5.2 
Joyce 0.6 0 .6 5.2 2.1 2.1 
Benetton 2.5 2 .7 7 .7 4 .0 3.1 
Boss 0.6 1.4 3.5 0 .9 1.0 
Habitat 1.9 1.8 2 .8 2.5 4.1 
IKEA 1.3 3.1 4 .9 3 . 7 6 .2 
Cotton Col l ec t ion 1.9 2 .9 2.4 2 .8 2.1 
City Chain 6 .3 4 .9 5.6 4 .3 1.0 
* The Optical Shop Ltd. 3 .2 3 .5 3 .8 2.5 5 .2 
Marathon 5 .7 5.4 9 .9 4 .3 4.1 
* Louis Vuit ton 1.9 1.3 1.8 1.5 1.0 
* Timberland 1.9 2.2 3.2 2.2 1.0 
Puma 10.7 12.0 12.9 6 .8 8 .3 
Le Saunda 6 .9 9 .3 9.1 6 .8 4.1 
CSL 1.9 2 .6 1.1 0 .9 3.1 
Espr i t 7 .6 9 .4 13.2 6 . 7 1.0 
Theme 4 .4 6 .5 5 .7 4 .6 1.0 
Dickon 2.5 1.1 6.0 1.9 0 
Crocodile 9 .9 10.0 16.4 12.8 12.4 
Evergreen 3 .8 2 .9 5.6 1.2 2.1 
BY INCOME 
RESPONSE = NEVER 
$2999 $3000 - $5000 - $7000 - $9000 - $11000 - $13000 - $15000 
& below $4999 $6999 $8999 $10999 $12999 $14999 and above 
Mothercare 72.3 63.1 60.9 58.5 69.0 55.8 61.9 59.8 
Times Bookstore 45.9 44.7 44.1 36.3 39.8 31.4 16.7 29.2 
Toys 'R' Us 42.4 31.1 33.2 38.6 46.6 28.8 32。6 38.0 
* Joyce 59.8 55.7 58.5 60.8 61.9 65.4 42.9 54.5 
Benetton 48.0 40.6 42.3 45.0 A3.6 40.4 38.1 40.2 
* Boss 61.2 54.0 59.1 61.4 68.1 69.2 57.1 62.3 
Habitat 64.2 52.7 52.6 56.1 54.7 53.8 45.2 39.3 
IKEA 57.9 41.5 35.6 33.3 32.2 30.8 19.5 20.5 
Cotton Col lec t ion 57.8 40.4 39.8 38.6 41.5 46.2 42.9 42.6 
Ci ty Chain 21.7 13.2 19.9 18.7 29.7 38.5 28.6 31.1 
唛 The Optical Shop Ltd. 42.5 38.1 43.A 35.7 42.4 42.3 35.7 40.2 
Marathon 42.6 32.6 34.7 29.8 34.2 36.5 28.6 38.5 
Louis Vuit ton 64.0 51.3 54.2 54.4 58.1 63.5 54.8 56.2 
Timberland 57.1 38.0 44.3 47.4 46.2 53.8 45.2 45.9 
Puma 25.2 15.8 17.5 18.7 23.1 19.6 26.2 30.3 
Le Saunda 52.6 31.4 30.9 26.3 29.9 36.5 33.3 33.6 
CSL 49.5 30.7 34.9 34.7 36.8 40.4 43.9 27.9 
Espr i t 36.8 25.9 26.3 25.1 31.4 44.2 28.6 29.5 
Theme 55.1 39.7 42.7 44.4 39.8 57.7 35.7 46.7 
Dickon 59.1 51.3 52.0 55.3 54.3 62 .7 42.9 48.4 
Crocodile 24.6 16.7 12.0 11.0 11.9 19.2 11.6 13.9 
Evergreen 55.5 46.4 44.5 48.5 42.7 51.9 35.7 36.1 
RESPONSE : WOULD LIKE BUT HAVE NOT BEEN 
$2999 $3000 • $5000 - $7000 - $9000 - $11000 - $13000 - $15000 
& below $4999 $6999 $8999 $10999 $12999 S14999 and above 
Mothercare 15.5 26.3 24.4 28.1 14.7 30.8 19.0 19.7 
Times Bookstore 23.4 27.5 30.9 26.2 19.5 25.5 26.2 28.3 
Toys 'R« Us 23.6 24.6 27.7 22.8 13.6 32 .7 16.3 22.3 
* Joyce 25.0 33.6 27.6 26.9 24.6 15.4 38.1 24.8 
Benetton 21.4 29.8 24.8 24.6 21.4 25.0 33.3 19.7 
* Boss 24.5 30.5 30.7 29.8 23.3 23.1 31.0 23.0 
Habitat 24.8 29.9 29.9 25.7 20.5 17.3 21.4 27.0 
IKEA 24.7 27.5 24.4 15.2 16.1 11.5 19.5 16.4 
Cotton Col lec t ion 25.5 25.6 24.1 18.7 19.5 25.0 23.8 28.7 
Ci ty Chain 18.1 17.0 10.7 15.2 11.9 26.9 21.4 25.4 
X The Optical Shop Ltd. 24.2 28.0 27.7 27.5 22.9 23.1 16.7 15.6 
Marathon 22.1 28.5 22.3 22.8 17.9 28.8 23.8 23.8 
Louis Vuit ton 24.0 34.3 31.4 25.1 23.1 21.2 26.2 23.1 
Timberland 25.8 32.3 29.9 25.7 23.9 23.1 31.0 27.0 
Puma 18.9 19.9 13.5 15.8 16.2 29.4 21.4 20.5 
Le Saunda 21.7 27.8 17.6 22.8 18.8 21.1 14.3 23.8 
CSL 23.5 26.9 25.4 25.3 24.8 28.8 26.8 32.0 
Espr i t 17.6 23.6 19.0 22.2 12.7 19.2 28.6 25.4 
Theme 20.9 26.3 20.8 20.1 23.7 19.2 21.4 29.5 
Dickon 25.5 33.2 30.6 27.6 28.4 25.5 33.3 28.7 
Crocodile 15.3 14.1 9.1 9 .3 11.0 13.5 14.0 11.5 
Evergreen 25.5 32.1 29.9 26.9 18.8 25.0 28.6 27.0 
RESPONSE = SOMETIMES 
$2999 $3000 - $5000 - $7000 - $9000 - $11000 - $13000 - $15000 
& below $4999 $6999 $8999 $10999 $12999 $14999 and above 
Hothercare 10.7 9 .8 14.4 12.3 15.5 13.5 16.7 16.4 
Times Bookstore 27.6 24.9 22.8 34.1 39.0 41.2 50.0 38.3 
Toys 'R' Us 30.0 41 .7 35.8 37.4 39.0 32.7 46.5 33.9 
兴 Joyce 11.9 10.4 12.1 9 .9 12.7 15.4 16.7 17.4 
Benetton 23.5 27.5 29.6 28.7 29.1 32.7 19.0 36.9 
* Boss 12.2 14.2 8.4 8 .2 7 .8 7 .7 9.5 11.5 
Habitat 8 .9 16.4 14.6 15.8 21.4 26.9 26.2 31.1 
IKEA 15.2 29.3 34.9 47.7 46.6 53.8 53.7 57.4 
Cotton Col l ec t ion 13.4 32.4 33.2 39.2 37.3 28.8 31.0 24.6 
Ci ty Chain 54.8 64 .7 64.7 61.4 51.7 34.6 47.6 40.2 
戋 The Optical Shop Ltd. 29.7 32.1 26.6 32.2 28.8 28.8 47.6 37.7 
Marathon 27.9 32.1 35.0 43.3 45.3 32.7 45.2 33.6 
Louis Vui t ton 10.8 13.1 12.5 19.9 17.1 15.4 19.0 16.5 
Timberland 15.3 27.6 24.0 25.1 26.5 19.2 21.4 23.0 
Puma 42.9 51.2 58.4 56.7 55.6 49.0 40.5 41.8 
Le Saunda 19.3 34.0 39.3 40.9 41.0 40.4 50.0 34.4 
CSL 25.1 39 .8 38.6 38.8 37.6 30.8 29.3 35.2 
Espr i t 33.4 41.2 45.3 44.4 48.3 34.6 42.9 40.2 
Theme 19.4 26.5 30.7 29.0 32.2 23.1 42.9 20.5 
Dickon 10.2 13.7 15.1 16.5 17.2 11.8 21.4 21.3 
Crocodile 47.3 60.2 67.5 65.7 66.9 44.2 67.4 58.2 
Evergreen 13.8 19.7 21.5 22.8 37.6 19.2 35.7 32.8 
RESPONSE = OFTEN 
$2999 $3000 - $5000 - $7000 - $9000 - $11000 • $13000 - $15000 
& below $4999 $6999 $8999 $10999 $12999 $14999 and above 
Mothercare 1.5 0 . 8 0.4 1.2 0 .9 0 2.4 4.1 
Times Bookstore 3 .0 2 .8 2.2 2.4 1 .7 2.0 7.1 4.2 
Toys 'R' Us 3 .9 2 .6 3 .3 1.2 0 .8 5 .8 4 . 7 5 .8 
* Joyce 3 .4 0 .3 1.8 2.3 0 .8 3 .8 2.4 3 .3 
Benetton 7.0 2.1 3 .3 1.8 6.0 1.9 9.5 3 .3 
>k Boss 2.1 1.3 1.8 0 .6 0 .9 0 2.4 3 .3 
Habitat 2.1 1.0 2 .9 2 .3 3 .4 1.9 7.1 2.5 
IKEA 2.1 1.8 5.1 4.1 5.1 3 . 8 7 .3 5 .7 
Cotton Co l l ec t ion 3 .3 1.6 2.9 3 .5 1 .7 0 2.4 4.1 
Ci ty Chain 5.4 5.1 4 .8 4 . 7 6 .8 0 2.4 3 .3 
* The Optical Shop Ltd. 3 . 7 1.8 2.2 4 .7 5 .9 5 .8 0 6 .6 
Marathon 7.4 6 . 7 8.0 4.1 2 .6 1.9 2.4 4.1 
Louis Vui t ton 1.2 1.3 1.8 0 .6 1 .7 0 0 4.1 
Timberland 1.8 2.1 1.8 1.8 3 .4 3 .8 2.4 4.1 
Puma 13.1 13.2 10.6 8 .8 5.1 2.0 11.9 7.4 
Le Saunda 6.4 6 . 7 12.1 9 .9 10.3 1.9 2.4 8.2 
CSL 1.8 2 .6 1.1 1.2 0 .9 0 0 4 .9 
Espr i t 12.2 9 .3 9.5 8.2 7.6 1.9 0 4 .9 
Theme 4 .6 7.5 5.8 6 .5 4 .2 0 0 3 .3 
Dickon 5.2 1.8 2.2 0.6 0 0 2.4 1.6 
Crocodile 12.9 9 .0 11.3 14.0 10.2 23.1 7.0 16.4 















































































































































































































































































































































































































































































































































TABLE 4 .740： FREQUENCY TABLE OF SECTION VI - FAST FOOO OUTLETS BY DIFFERENT DEMOGRAPHIC CHARACTERISTICS (%) 
BY SEX 
RESPONSE = NEVER 
M F 
失 Burger King 17.6 16.5 
Kentucky Fried Chicken 14.0 8.6 
Mcdonald's 2.1 0.5 
Pizza Hut 8.0 4.5 
头 Cafe De Coral 2 .7 2.1 
長 Fairwood 5.6 6.4 
Olivers 48.2 40.6 
Spaghetti House 24.9 17.6 
4r American Cafe 18.9 17.0 
* Maxim's Restaurant 7 .9 5.2 
ii Ah Heung Yuen 24.7 21.5 
RESPONSE = WOULD LIKE BUT HAVE NOT BEEN 
M F 
J* Burger King 22.6 18.3 
Kentucky Fried Chicken 17.3 14.6 
Mcdonald's 2.0 1.5 
Pizza Hut 10.6 5.2 
>k Cafe De Coral 4_5 4.6 
4: Fairwood 7.6 9.4 
Olivers 30.7 25.9 
Spaghetti House 22.8 16.8 
American Cafe 19.8 16.8 
* Maxim's Restaurant 10-3 8.6 
* Ah Heung Yuen 22.0 19.7 
RESPONSE = SOMETIMES 
M F 
+ Burger King 56.4 61.0 
Kentucky Fried Chicken 61.1 65.9 
Mcdonald's 53.0 48.9 
Pizza Hut 67.9 65.9 
* Cafe De Coral 55.1 53.6 
* Fairwood 58.4 57.8 
Ol ivers 19.0 29.1 
Spaghett i House 46.5 56.6 
+ American Cafe 55.5 59.2 
Maxim's Restaurant 68.9 72.0 
* Ah Heung Yuen 51.4 55.6 
RESPONSE = OFTEN 
M F 
4 Burger King 3 .5 4.2 
Kentucky Fried Chicken 7 .7 10.9 
Mcdonald's 42.9 49.1 
Pizza Hut 13.6 24.3 
头 Cafe De Coral 37.7 39.7 
* Fairwood 28.4 26.5 
Ol ivers 2.1 4.4 
Spaghett i House 5 .9 9.0 
兴 American Cafe 5 .8 7.0 
* Maxim's Restaurant 12.9 14.2 
Ah Heung Yuen 1.9 3.2 
BY AGE 
RESPONSE 二 NEVER 
15 - 19 20 - 24 20 - 29 30 - 34 35 - 40 
Burger King 15.0 14.8 15.2 17.3 33.6 
Kentucky Fried Chicken 9 .3 8 .4 10.6 14.3 1 9 > 4 
Mcdonald's 0 .9 0 .6 0 .7 2.6 3 .6 
Pizza Hut 5 .6 4.1 4.2 8 .7 15.9 
Cafe De Coral 1.4 1.3 2.1 5.6 4 .3 
Fairwood 1.9 3 .9 6.2 10.2 14.5 
Ol ivers 48.6 48.9 40.1 35.9 41.3 
Spaghetti House 29.4 21.0 13.6 16.3 34.8 
American Cafe 25.9 13.6 13.9 18.8 31 .7 
Maxim's Restaurant 10.2 6 .0 5.0 4.1 iq.O 
* Ah Heung Yuen 27.5 26.1 18.7 20.4 19.7 
RESPONSE = WOULD LIKE BUT HAVE NOT BEEN 
15 - 19 20 - 24 25 - 29 30 - 34 35 - 40 
Burger King 19.2 19.9 19.0 23.0 22.6 
Kentucky Fried Chicken 16.3 15.1 14.4 16.3 20.9 
Mcdonald's 2 .3 1.3 0 .9 3 .6 2.1 
Pizza Hut 10.3 4 .5 6.1 10.8 15.2 
Cafe De Coral 3 . 7 2.1 5.2 6 .6 10.8 
Fairwood 9 .3 5.4 8 .8 11.2 15.2 
Ol ivers 32 .7 27.2 26.2 16.7 31.2 
Spaghett i House 29.0 18.9 16.0 14.3 24.6 
American Cafe 23.6 15.7 15.6 18.3 26.6 
Maxim's Restaurant 12.0 9 .9 6.4 11.2 10.0 
^ Ah Heung Yuen 22.0 21.0 19.7 18.8 23.5 
RESPONSE = SOMETIMES 
15 - 19 132 - 24 25 - 29 30 - 34 35 - 40 
Burger King 61.0 60.7 62.9 57.1 39.4 
Kentucky Fried Chicken 62.3 65.4 66.0 64.3 52.5 
Mcdonald's 38.6 49.5 55.3 53.1 56.4 
Pizza Hut 60.7 66.5 71.5 67.2 62.3 
Cafe De Coral 44.7 52.7 56.9 59.7 59.0 
Fairuood 54.4 58.2 59.9 59.7 55.1 
Ol ivers 16.8 21.9 30.0 30.8 22.5 
Spaghet t i House 34.1 51.0 62.8 62.2 37.0 
American Cafe 42.1 62.6 65.5 58.4 36.7 
Maxim's Restaurant 65.3 71.8 75.2 69.5 61.4 
女 Ah Heung Yuen 47.0 50.4 59.1 58.6 53.8 
RESPONSE : OFTEN 
15 - 19 20 - 24 25 - 29 30 - 34 35 - 40 
Burger King 4 . 7 4 .7 2 .9 2 .6 4.4 
Kentucky Fried Chicken 12.1 11.0 9 .0 5.1 7.2 
Mcdonald
(
s 58.1 48.6 43.1 40.8 37.9 
Pizza Hut 23.4 24.9 18.2 13.3 6.5 
Cafe De Coral 50.2 43.9 35.8 28.1 25.9 
Fairwood 34.4 32.4 24.2 18.9 15.2 
Ol ivers 1.9 2.1 3 .8 6 .7 5.1 
Spaghett i House 7.5 9.0 7.5 7.1 3 .6 
American Cafe 8 .3 8.0 5.0 4 .6 5.0 
Maxim's Restaurant 12.5 12.3 13.4 15.2 18.6 
升 Ah Heung Yuen 3 .5 2.5 2.5 2.1 3.0 
KEY ： 1 = PRIMARY SCHOOL AND BELOW 
2 = SECONDARY SCHOOL OR VACATIONAL TRAINING SCHOOL 
3 = COLLEGE OR POLYTECHNIC 
4 = UNIVERSITY 
5 = GRADUATE SCHOOL 
RESPONSE : NEVER 
1 2 3 4 5 
Burger King 19.8 18.6 12.5 16.6 16.7 
Kentucky Fried Chicken 13.9 10.2 9.1 12.5 11.3 
Mcdonald's 2.4 0.9 0:3 0:9 4.2 
p i z z a
 Hut 10.5 6.2 1.4 7.6 6.*3 
Cafe De Coral 1.8 1.6 0 .7 4 .0 8.2 
Fairwood 3 . 7 5.1 3 .8 7.3 18.8 
Ol ivers 43.8 42.2 42.9 50.9 35.4 
Spaghett i House 29.9 20.3 16.3 23.4 12.6 
American Cafe 23.3 19.5 14.2 17.4 9.4 
Maxim's Restaurant 9 .8 6.4 5.2 6 .4 4.1 
啥 Ah Heung Yuen 20.6 21.9 26.0 23.2 22:5 
RESPONSE = WOULD LIKE BUT HAVE NOT BEEN 
1 2 3 4 5 
* Burger King 17.3 20.5 18.8 22.7 18.8 
Kentucky Fried Chicken 13.3 17.0 14.3 16.4 14.4 
Mcdonald's 1.2 0 .8 3.5 2.1 2.1 
Pizza Hut 7.4 7.6 7 .7 6 .7 10.4 
Cafe De Coral 3 . 7 5.4 4.5 4 .6 1.0 
Fairwood 3 . 7 9.5 9.A 7.6 11.5 
Ol ivers 29.6 30.7 27.2 24.1 22.9 
Spaghett i House 20.1 23.8 16.7 16.4 8.4 
American Cafe 20.9 19.2 16.0 18.0 13.5 
Maxim's Restaurant 12.3 8 .6 10.1 9 .8 6.2 
4 Ah Heung Yuen 24.5 19.6 20.3 22.2 18.0 
RESPONSE = SOMETIMES 
1 2 3 4 5 
* Burger King 58.6 56.8 65.2 56.4 63.5 
Kentucky Fried Chicken 62.4 63.3 66.2 62.0 68.0 
Mcdonald's 43.6 51.3 43.4 56.2 61.5 
Pizza Hut 63.0 66.7 64.1 69.9 70.8 
Cafe De Coral 50.0 54.1 51.4 55.6 66.0 
Fairwood 57.7 58.8 55.2 59.8 56.3 
Ol ivers 25.3 23.6 27.2 22.3 31.3 
Spaghet t i House 44.5 48.4 56.9 52.3 74.7 
American Cafe 48.5 54.9 63.2 57.8 72.9 
Maxim's Restaurant 71.2 68.6 69.8 73.8 74.2 
* Ah Heung Yuen 52.3 55.7 52.0 51.0 58.4 
RESPONSE = OFTEN 
1 2 3 4 5 
* Burger King 4 .3 4.1 3.5 4 .3 1.0 
Kentucky Fried Chicken 10.3 9.5 10.5 9.1 6 .2 
Mcdonald's 52.7 46.9 52.8 40.7 32.3 
Pizza Hut 19.1 19.5 26.8 15.8 12.5 
Cafe De Coral 44.5 38.9 43.4 35.9 24.7 
Fairwood 35.0 26.6 31.6 25.3 13.5 
Ol ivers 1.2 3.5 2 .8 2 .7 10.4 
Spaghett i House 5.5 7.5 10.1 7 .9 4.2 
American Cafe 7.4 6.4 6 .6 6 . 7 4 .2 
Maxim's Restaurant 6 . 7 16.3 14.9 10.1 15.5 
^ Ah Heung Yuen 2 .6 2.8 1.8 3 .6 1.1 
ftv iNir.DMP. 
RESPONSE = NEVER 
$2999 $3000 - $5000 - $7000 - $9000 - $11000 - $13000 - $15000 
& below $4999 $6999 $8999 $10999 $12999 $14999 and above 
* Burger King 16.6 18.4 17.4 10.6 11.3 20.8 23.8 23.0 
* Kentucky Fried Chicken 10.8 10.9 9 .0 9.4 12.1 9 .4 11.6 17.2 
Mcdonald's 0 .6 1.0 0 .7 0.6 1.7 0 2.4 4 .9 
Pizza Hut 7 .8 5.1 3 .6 4.1 3 .4 13.2 9.5 10.7 
Cafe De Coral 0 .9 1.5 1.4 0 .6 6 .9 1.9 9 .3 7.4 
Fairwood 2 .7 4.1 4 .0 4 .7 13.0 11.3 11.9 17.2 
Ol ivers 54.7 47.4 42.6 44.1 33.6 32.1 26.2 27.9 
Spaghett i House 33.5 22.4 15.9 11.1 18.1 17.0 11.9 12.4 
American Cafe 29.0 15.2 13.8 13.5 17.8 17.0 14.0 12.5 
Maxim's Restaurant 9 .5 7 .6 5 .8 2 .9 5.1 1.9 7.0 3 .3 
Ah Heung Yuen 26.5 24.1 20.3 23.8 17.5 20.8 22.0 20.0 
RESPONSE = WOULD LIKE BUT HAVE NOT BEEN 
$2999 $3000 - $5000 - $7000 - $9000 - $11000 - $13000 - $15000 
& below $4999 $6999 $8999 $10999 $12999 $14999 and above 
^ Burger King 21.5 17.1 20.3 20.6 17.4 28.3 19.0 25.4 
^ Kentucky Fried Chicken 18.6 14.2 17.0 12.9 10.3 20.8 11.6 18.9 
Mcdonald's 2.1 1.0 1.4 1.2 0 .9 1.9 2.4 4 .9 
Pizza Hut 9 .3 4 .3 6 .9 7.0 6 .0 13.2 14.3 12.3 
Cafe De Coral 3 .6 3 .8 2.5 5.2 4 .3 18.9 2.3 8 .2 
Fairwood 7.5 6.1 6 .5 9.4 6.1 26.4 7.1 18.0 
Ol ivers 25.8 30.2 32.9 23.5 26.7 34.0 26.2 21.3 
Spaghett i House 23.4 22.7 19.5 17.5 6 .9 15.1 21.4 14.0 
American Cafe 22.4 16.5 15.2 17.5 12.7 17.0 23.3 23.3 
Maxim's Restaurant 13.4 8 .6 7 .6 11.1 3.4 15.1 2.3 8 .2 
Ah Heung Yuen 25.8 21.3 28.4 28.3 14.0 22.9 19.5 20.0 
RESPONSE = SOMETIMES 
$2999 $3000 - $5000 - $7000 - $9000 - $11000 - $13000 - $15000 
& below $4999 $6999 $8999 $10999 $12999 $14999 and above 
Burger King 58.3 59.1 58.0 64.7 68.7 50.9 54.8 50.0 
* Kentucky Fried Chicken 61.1 65.6 63.2 65.9 69.8 58.5 69.8 58.2 
Mcdonald's 47.0 46.2 51.4 50.6 62.1 52.8 61.9 58.2 
Pizza Hut 61.0 66.6 70.3 66.1 77.6 62.3 66.7 68.0 
Cafe De Coral 51.5 47.6 59.2 52.3 62.1 58.5 60.5 63.1 
Fairwood 57.8 53.1 64.0 57.3 67.8 47.2 61.9 56.6 
Ol ivers 18.3 20.6 23.1 25.9 33.6 28.3 45.2 39.3 
Spaghet t i House 35.0 48.0 55.6 64.3 65.5 62.3 64.3 66.1 
American Cafe 40.9 61.2 65.2 62.0 66.1 60.4 62.8 56.7 
Maxim's Restaurant 9 .2 12.4 14.8 17.0 12.8 17.0 20.9 18.9 
Ah Heung Yuen 43.5 52.2 59.4 53.7 67.5 56.3 58.5 57.4 
RESPONSE = OFTEN 
$2999 $3000 - $5000 - $7000 - $9000 - $11000 - $13000 - $15000 
& below S4999 $6999 $8999 $10999 $12999 $14999 and above 
^ Burger King 3 .6 5.4 4 .3 4.1 2.6 0 2.4 1.6 
^ Kentucky Fried Chicken 9 .6 9 .2 10.8 11.8 7 .8 11.3 7.0 5 .7 
Mcdonald's 50.3 51.8 46.4 47.7 35.3 45.3 33.3 32.0 
Pizza Hut 21.9 24.0 19.2 22.8 12.9 11.3 9 .5 9.0 
Cafe De Coral 44.0 47.1 36.8 41.9 26.7 20.8 27.9 21.3 
Fairwood 32.0 36 .7 25.5 28.7 13.0 15.1 19.0 8 .2 
Ol ive r s 1.2 1.8 1.4 6 .5 6 .0 5 .7 2.4 11.5 
Spaghet t i House 8.1 6 .9 9.0 7.0 9 .5 5 .7 2.4 7.4 
American Cafe 7 .8 7.1 5 .8 7.0 3 .4 5 .7 0 7.5 
Maxim's Restaurant 9 .2 12.4 14.8 17.0 12.8 17.0 20.9 18.9 



































































































































































































































































































































































































































































































































































































































































































































































































FREQUENCY TABLE OF SECTION VI - SHOPPING CENTRES BY DIFFERENT DEMOGRAPHIC CHARACTERISTICS (.%) 
BY SEX 
RESPONSE = NEVER 
M F 
Tai Koo Shing Plaza 12.3 8 .6 
4r New Town Plaza 7 .6 5 .3 
玫 Ocean Centre 10.7 10.2 
* Ocean Terminal 10.3 9 .9 
女 Ocean Ci ty 11.1 11.3 
Swire House 29.2 26.3 
Landmark 16.9 14.1 
今 Park Lane 20.4 16.4 
Pr ince Building 31.6 28.3 
Argyle Centre 19.7 9 .3 
Grand Plaza 28.1 18.4 
Queensway Plaza 20.6 15.4 
RESPONSE = WOULD LIKE BUT HAVE NOT BEEN 
M F 
Tai Koo Shing Plaza 13.9 9 .9 
* New Town Plaza 9 .5 9.2 
耸 Ocean Centre 13.9 13.1 
i Ocean Terminal 12.0 10.6 
* Ocean Ci ty 12.9 11.2 
Swire House 29.0 23.9 
Landmark 19.5 12.8 
* Park Lane 20.6 17.8 
Pr ince Building 29.5 22.9 
Argyle Centre 17.8 9 .8 
Grand Plaza 22.9 16.5 
Queensway Plaza 20.5 17.0 
RESPONSE = SOMETIMES 
M F 
Tai Koo Shing Plaza 60.2 61.2 
* New Town Plaza 61.7 66.2 
t Ocean Centre 58.9 62.3 
女 Ocean Terminal 61.2 64.6 
* Ocean Ci ty 59.3 62.1 
Swire House 37.8 44.1 
Landmark 52.7 56.4 
* Park Lane A9.3 52.3 
Pr ince Building 34.1 41.4 
Argyle Centre 51.1 54.4 
Grand Plaza 39.6 44.9 
Queensway Plaza 52.5 58.2 
RESPONSE = OFTEN 
M F 
Tai Koo Shing Plaza 13.6 20.3 
* New Town Plaza 21.2 19.2 
* Ocean Centre 16.6 14.4 
务 Ocean Terminal 16.5 14.9 
* Ocean City 16.6 15.4 
Swire House 4 .0 5 .7 
Landmark 10.9 16.8 
* Park Lane 9 .8 13-5 
Pr ince Building 4 .9 7.4 
Argyle Centre ”-4 26.5 
Grand Plaza 9 .3 20.2 
Queensway Plaza 6.4 9.4 
BY AGE 
RESPONSE = NEVER 
15 - 19 20 - 24 25 - 29 30 - 34 35 - 40 
Tai Koo Shing Plaza 9 .6 9.5 11.0 9 .5 12.8 
New Town Plaza 5 .9 5.6 6 .5 7.0 7 .9 
Ocean Centre 15.1 13.1 6 .3 8 .5 7 .9 
Ocean Terminal 14.6 13.4 6 .3 7.0 6 .3 
Ocean Ci ty 17.8 13.7 7.2 7.5 9 .3 
Swire House 33.0 29.1 27.9 23.2 18.6 
Landmark 13.7 18.1 15.9 9 .5 13.5 
Park Lane 22.4 18.8 12.9 19.1 24.5 
Pr ince Building 33.5 34.1 27.2 23.2 24.1 
Argyle Centre 11.5 9 .7 14.3 18.8 26.1 
Grand Plaza 27.1 18.7 21.1 27.3 30.2 
Queensuay Plaza 21.5 18.5 16.2 14.6 18.0 
RESPONSE = WOULD LIKE BUT HAVE NOT BEEN 
15 - 19 20 - 24 25 - 29 30 - 34 35 - 40 
* Tai Koo Shing Plaza 10.0 12.7 11.4 10.1 13.5 
New Town Plaza 17.8 6.4 6 .5 9 .0 16.4 
Ocean Centre 22.8 15.1 9 .6 8 .0 12.1 
Ocean Terminal 16.4 13.4 8.4 7 .0 9.2 
Ocean Ci ty 16.0 14.0 8 .9 8 .0 12.9 
Swire House 31 .7 28.1 21.1 23.2 30.0 
Landmark 17.4 15.1 12.9 18.6 20.6 
Park Lane 24.7 17.5 14.5 20.1 28.1 
Pr ince Building 30.3 26.1 24.4 24.2 24.8 
Argyle Centre 11.1 9 .3 12.4 24.9 18.8 
Grand Plaza 21.6 14.7 17.3 28.8 26.6 
Queensway Plaza 20.1 20.4 14.3 15.2 26.6 
RESPONSE = SOMETIMES 
15 - 19 20 - 24 25 - 29 30 - 34 35 - 40 
* Tai Koo Shing Plaza 56.2 60.7 63.3 61.3 59.6 
New Town Plaza 59.8 64.9 68.9 63.3 55.7 
Ocean Centre 54.8 55.8 66.8 64.8 65.0 
Ocean Terminal 59.4 57.8 68.5 66.3 67.6 
Ocean City 55.7 55.6 67.3 65.8 62.1 
Swire House 31.7 38.5 45.5 44.8 48.6 
Landmark 49.8 54.9 57.4 55.3 53.2 
Park Lane 40.2 49.2 62.3 48.7 43.2 
Prince Building 32.6 34.1 40.7 43.9 46.7 
Argyle Centre 50.2 53.6 57.3 45.7 51.4 
Grand Plaza 35.5 44.0 49.4 33.8 39.6 
Queensway Plaza 51.1 51.9 62.7 61.6 47.5 
RESPONSE = OFTEN 
15 - 19 20 - 24 25 - 29 30 - 34 35 - 40 
^ Tai Koo Shing Plaza 24.2 17.1 14.3 19.1 14.2 
New Town Plaza 16.4 23.2 18.0 20.6 20.0 
Ocean Centre 7.3 16.0 17.3 18.6 15.0 
Ocean Terminal 9 .6 15.3 16.8 19.6 16.9 
Ocean City 10.5 16.7 16.6 18.6 15.7 
Swire House 3 .7 4 .3 5.4 8 .6 2 .8 
Landmark 19.2 11.9 13.8 16.6 12.8 
Park Lane 12.8 14.5 10.3 12.1 4 .3 
Prince Building 3 .7 5 .8 7 .7 8 .6 4.4 
Argyle Centre 27.2 27.4 16.0 10.7 3 .6 
Grand Plaza 16.1 22.6 12.2 10.1 3 .6 
Queensway Plaza 7.3 9.2 6 .8 8 .6 7 .9 
KEY ： 1 = PRIMARY SCHOOL AND BELOW 
2 = SECONDARY SCHOOL OR VACATIONAL TRAINING SCHOOL 
3 = COLLEGE OR POLYTECHNIC 
4 = UNIVERSITY 
5 = GRADUATE SCHOOL 
RESPONSE = NEVER 
1 2 3 4 5 
Tai Koo Shing Plaza 10.2 10.1 9 . 7 10.6 11.3 
New Town Plaza 3 .6 6 .9 5 .9 5 .8 10.3 
^ Ocean Centre 8 .4 11.1 10.5 10.6 8.2 
Ocean Terminal 7.2 10.1 11.1 10.9 9.3 
* Ocean Ci ty 9.1 10.9 11.8 13.1 9 .3 
Swire House 28.7 22.2 31.3 33.9 28.9 
Landnark 15.0 12.2 14.9 22.1 14.4 
Park Lane 14.5 15.9 16.7 23.6 26.0 
Pr ince Building 29.3 24.5 31.3 37.3 35.1 
Argyle Centre 5.5 11.3 12.2 18.5 35.1 
Grand Plaza 10.8 17.4 25.1 30.3 45.4 
Queensway Plaza 21.1 15.5 16.7 21.0 18.6 
RESPONSE = WOULD LIKE BUT HAVE NOT BEEN 
1 2 3 4 5 
Mr Tai Koo Shing Plaza 13.3 11.8 9.4 12.7 11.3 
New Town Plaza 12.0 10.8 8.4 6 .7 7.2 
^ Ocean Centre 15.7 12.0 14.6 14.5 12.4 
Ocean Terminal 9 .6 8.9 13.5 15.5 8.2 
并 Ocean Ci ty 13.9 9 .7 13.9 14.3 10.3 
Swire House 31 .7 27.8 21.2 27.6 16.5 
Landmark 18.0 16.3 12.5 16.7 15.5 
Park Lane 25.9 18.4 15.0 19.0 22.9 
Pr ince Building 26.8 27.3 22.6 28.2 16.5 
Argyle Centre 11.5 12.3 11.8 14.2 24.7 
Grand Plaza 18.1 18.0 19.2 20.3 27.8 
Queensway Plaza 21.2 21.3 13.9 16.7 15.5 
RESPONSE = SOMETIMES 
1 2 3 4 5 
* Tai Koo Shing Plaza 62.0 58.9 60.1 62.2 68.0 
New Town Plaza 68.9 62.9 67.9 61.4 63.9 
* Ocean Centre 66.9 62.8 58.2 57.6 55.7 
Ocean Terminal 71.9 66 .7 59.0 56.4 58.8 
Ocean City 66.1 64.7 56.9 54.7 58.8 
Swire House 37.2 45.5 39.9 34.2 48.5 
Landmark 58.7 57.3 54.2 49.4 50.5 
Park Lane 44.6 53.4 55.4 46.8 46.9 
Prince Building 38.4 42.6 38.9 29.1 37.1 
Argyle Centre 54.5 55.7 52.6 52.4 35.1 
Grand Plaza 48.8 47.5 39.7 37.3 25.8 
Queensway Plaza 50.9 54.7 60.3 54.7 59.8 
RESPONSE 二 OFTEN 
1 2 3 4 5 
* Tai Koo Shing Plaza 14.5 19.2 20.8 14.5 9 .3 
New Town Plaza 15.6 19.5 17.8 26.1 18.6 
* Ocean Centre 9.0 14.2 16.7 17.3 23.7 
Ocean Terminal 11.4 14.3 16.3 17.3 23.7 
f Ocean City 10.9 14.7 17.4 17.9 21.6 
Swire House 2.4 4 .5 7.6 4.2 6 .2 
Landmark 8.4 14.2 18.4 11.8 19.6 
Park Lane 15.1 12.3 12.9 10.6 4 .2 
Prince Building 5.5 5 .6 7.3 5.5 11.3 
Argyle Centre 28.5 20.8 23.3 14.8 5 .2 
Grand Plaza 22.3 17.1 16.0 12.1 1.0 
Queensway Plaza 6 .7 8.5 9.1 7.6 6 .2 
RESPONSE : NEVER 
$2999 $3000 - $5000 - $7000 - $9000 - $11000 - $13000 - $15000 
& below $4999 $6999 $8999 $10999 $12999 $14999 and above 
女 Tai Koo Shing Plaza 13.9 8 .1 12.2 9 . 2 7 .6 7.5 4 . 7 9 . 9 
* New Town Plaza 5 . 9 5 .3 4 . 3 6 . 4 9.2 13.2 4 . 7 9 :9 
Ocean Cent re 16.6 10.6 10.1 5 . 7 8 .4 7 .5 2 :3 5 :8 
Ocean Terminal 15 .7 10.8 9 .4 5 .2 8 .4 5 . 7 4 . 7 6二6 
Ocean C i t y 17.2 12.4 9 . 7 5 .2 9 .2 9 .4 4 . 7 8 :3 
Swire House 32 .0 30 .8 24.2 26.4 22 .7 23.1 25.6 21.5 
Landmark 17.8 17.4 14.3 11.0 12.6 11.3 25 .6 10.7 
Park Lane 25 . 7 15.6 14.7 13.3 16.9 20.8 16.3 21.5 
P r i n ce Bui ld ing 38 .4 30 .9 23.8 28 .3 21.0 26.4 30 .2 27.3 
Argyle Cent re 12.8 8 .4 6 .5 15.0 16.0 32.1 31 .0 34 .7 
Grand Plaza 26 .4 14.4 15.6 21 .3 25.4 37 .7 44 .2 41 .3 
Queensway Plaza 23 .7 17.0 16.4 13.2 16.8 18.9 18.6 13.3 
RESPONSE = WOULD LIKE BUT HAVE NOT BEEN 
$2999 $3000 - $5000 - $7000 - $9000 - $11000 - $13000 - $15000 
& below $4999 S6999 $8999 $10999 $12999 $14999 and above 
* Tai Koo Shing Plaza 11.5 13.4 9 . 7 11.5 12.6 15.1 7 .0 10.7 
* New Town Plaza 12.4 9 . 8 7 .6 4 . 6 6 . 7 11.3 9 . 3 11.6 
Ocean Centre 19.6 15.6 11.5 7 .5 8 .4 11.3 11.6 9 .1 
Ocean Terminal 16.9 12.6 8 . 6 8 . 0 8 .4 9 .4 7 .0 6 . 6 
Ocean C i t y 17.8 13.2 9 . 7 9 . 2 8 .4 11.3 7 .0 6 . 6 
Swire House 34.1 27.0 24.2 18.4 21.0 34 .6 2039 20 .7 
Landmark 17.2 15.7 16.8 11.6 14.3 20.8 14.0 15.7 
Park Lane 22 .8 18.4 16.9 12.1 17.8 22.6 23 .3 23.1 
P r i n c e Bui ld ing 29 .2 25.3 28.2 24 .9 24.4 30 .2 25 .6 14.0 
Argyle Cent re 9 . 2 8 . 6 13.8 13.9 21.8 24.5 14.3 24.8 
Grand Plaza 17.2 14.9 18.8 17.8 28.0 26.4 23 .3 30 .6 
Queensway Plaza 20.4 21.6 18.2 16.1 11.8 18.9 7 .0 18.3 
RESPONSE = SOMETIMES 
$2999 $3000 - $5000 - $7000 - $9000 - $11000 - $13000 - $15000 
& below $4999 $6999 $8999 $10999 $12999 $14999 and above 
* Tai Koo Shing Plaza 54.0 61.7 60.1 67.2 59.7 69.8 76 7 60 3 
* New Town Plaza 58.7 64.4 67.5 68.8 67.2 52.8 72 1 64 5 
Ocean Centre 56.4 60.2 61.5 66.1 61.3 58.5 69.8 62.8 
Ocean Terminal 58.3 62.6 66.2 67.8 59.7 62.3 72 1 64 5 
c i t
y 54.7 59.6 63.7 67.2 61.3 60.4 69:8 6Z.Q 
Swire House 30.6 39.1 47.7 48.3 48.7 30.8 41.9 50 4 
Landmark 50.0 58.3 54.5 62.4 53.8 54.7 44.2 50 4 
P a r k
 Lane 40.2 52.9 52.5 60.7 56.8 52.8 55.8 48.8 
Pr ince Building 27.4 40.5 A3.3 38.2 45.4 34.0 32.6 45.5 
Argyle Centre 50.9 55.7 58.0 57.8 52.9 39.6 50.0 38 0 
Grand Plaza 39.8 45.7 48.2 51.1 42.4 30.2 25.6 26.4 
Queensway Plaza 48.5 55.1 56.4 62.1 63.6 52.8 69.8 55.0 
RESPONSE = OFTEN 
$2999 $3000 • $5000 - $7000 - $9000 - $11000 - $13000 - $15000 
& below $4999 $6999 $8999 $10999 $12999 $14999 and above 
Tai Koo Shing Plaza 20.6 16.9 18.0 12.1 20.2 7.5 11.6 19.0 
* New Town Plaza 23.0 20.5 20.6 20.2 16.8 22.6 14.0 14.0 
Ocean Centre 7.4 13.6 16.9 20.7 21.8 22.6 16.3 22.3 
Ocean Terminal 9 .2 14.1 15.8 19.0 23.5 22.6 16.3 22.3 
Ocean City 10.4 14.7 16.9 18.4 21,0 18.9 18.6 22.3 
Swire House 3 .3 3 .0 4.0 6 .9 7.6 11.5 11.6 7.4 
Landmark 15.1 8 .6 14.3 15.0 19.3 13.2 16.3 23.1 
Park Lane 11.2 13.1 15.8 13.9 8.5 3 .8 4 . 7 6.6 
Pr ince Building 5.1 3 .3 4 .7 8 .7 9.2 9.4 11.6 13.2 
Argyle Centre 27.1 27.3 21.7 13.3 9.2 3 .8 4 .8 2.5 
Grand Plaza 16.6 25.0 17.4 9 .8 4.2 5 .7 7.0 1.7 





































































































































































































































































































































































































































































































































































































TABLE 4.7.14- : FREQUENCY TABLE OF SECTION VI - GROCERY STORES BY DIFFERENT DEMOGRAPHIC CHAR/)CT£RI5TlC6 CV.) 
BY SEX 
RESPONSE = NEVER 
H F 
Daimaru Supermarket 36.1 24.9 
7 - 11 1.5 0.7 
Yaohan Supermarket 18.3 13.3 
Wellcome 0.4 0.2 
Park'N Shop 0.6 0.4 
CRC Shop 21.9 17.5 
Olivers 49.5 40.3 
* Circ le K 21.7 21.8 
Mitsukoshi Supermarket 39.9 31.0 
RESPONSE = WOULD LIKE BUT HAVE NOT BEEN 
M F 
Daimaru Supermarket 27.6 18.1 
7 - 11 2.5 2.3 
Yaohan Supermarket 19.5 14.4 
Wellcome 1.5 0.5 
Park'N Shop 1.0 0.5 
CRC Shop 23.0 20.7 
Olivers 31.6 31.7 
* Circle K 17.1 21.1 
Hitsukoshi Supermarket 30.0 25.5 
RESPONSE = SOMETIMES 
M F 
Daimaru Supermarket 33.9 50.1 
7 - 1 1 40.5 48.9 
Yaohan Supermarket 48.5 56.5 
Wellcome 31.0 21.7 
Park'N Shop 29.5 23.5 
CRC Shop ^4.3 48.2 
Olivers 17.4 24.8 
if Circle K 49.7 46.9 
Hitsukoshi Supermarket 27.9 39.3 
RESPONSE = OFTEN 
M F 
Daimaru Supermarket 2.4 6.9 
7 - 11 55.5 48.1 
Yaohan Supermarket 13.8 15.8 
Wellcome 67.1 77.6 
Park'N Shop 68.8 75.6 
CRC Shop 10.9 13.6 
Ol ivers 1.5 3 .3 
* Ci rc le K 11.5 10.1 
Mitsukoshi Supermarket 2.2 4.2 
BY AGE 
RESPONSE = NEVER 
15 - 19 20 - 24 25 - 29 30 - 34 35 - 40 
Daimaru Supermarket 36.1 34.9 26.7 23.2 20.1 
7 - 11 0 0.4 0 .7 1.5 5 .8 
失 Yaohan Supermarket 17.4 15.0 16.2 12.9 16.1 
f Wellcome 0 0.4 0.2 0 1.4 
* Park'N Shop 0.9 0.2 0.5 0 1.4 
CRC Shop 13.2 19.3 18.9 20.6 30 .7 
Ol ivers 47.7 48.6 41.2 40.3 38 .7 
Ci rc le K 17.1 20.0 18.7 28.9 35.6 
头 Mitsukoshi Supermarket 35.3 37.4 33.3 32.1 34.3 
RESPONSE = WOULD LIKE BUT HAVE NOT BEEN 
15 - 19 20 - 24 25 - 29 30 - 34 35 - 40 
Daimaru Supermarket 26.0 24.7 21.7 13.4 21.6 
7 - 11 1.4 1.7 1.9 5 .7 3 .6 
責 Yaohan Supermarket 22.8 15.2 K . 6 16.0 19.7 
* Wellcome 0.9 0.6 0 .7 2.1 1.4 
* Park'N Shop 0.9 0.8 0.5 0.5 1.4 
CRC Shop 21.5 19.5 21.2 26.3 25.5 
Ol ivers 30.4 32.0 31.0 29.8 36.5 
C l r c l e K 16.1 18 17.8 21.1 31.9 
* Mitsukoshi Supermarket 26.1 26.6 29.3 26.9 28.4 
RESPONSE = SOMETIMES 
15 - 19 20 - 24 25 - 29 30 - 34 35 - 40 
Daimaru Supermarket 34.7 35.3 48.2 55.7 50.7 
7 - 11 31.1 39.8 50.4 55.7 58.3 
i Yaohan Supermarket 47.9 53.7 55.2 54.1 49.6 
* Wellcome 25.6 23.8 27.9 25.1 20.4 
* Park'N Shop 26.0 22.5 27.2 28.7 33.8 
CRC Shop 47.0 50.3 49.5 39.2 31.4 
Ol ivers 19.6 18.5 25.1 23.6 21.9 
C i r c l e K 51.6 50.5 54.0 38.1 29.6 
* Mitsukoshi Supermarket 31.2 32.8 35.2 37.8 35.8 
RESPONSE = OFTEN 
15 - 19 20 - 24 25 - 29 30 - 34 35 - 40 
Daimaru Supermarket 3.2 5.1 3 .3 7 .7 7.5 
7 - 11 68.5 58.1 47.1 37.1 32.4 
Yaohan Supermarket 11.9 16.1 14.1 17.0 14.6 
Wellcome 73.5 75.3 71.1 72.8 68.8 
^ P a r k ' N Shop 72.1 76.5 71.9 70.8 63.3 
CRC Shop 18.3 11.0 10.4 13.9 12.4 
Ol ivers 2.3 1.0 2 .6 6.3 2 .9 
Ci rc le K 15.2 11.5 9.5 11.9 3.0 
± Mitsukoshi Supermarket 7 .3 3.2 2.1 3.1 1.5 
KEY ： 1 = PRIMARY SCHOOL AND BELOW 
2 = SECONDARY SCHOOL OR VACATIONAL TRAINING SCHOOL 
3 = COLLEGE OR POLYTECHNIC 
4 = UNIVERSITY 
5 = GRADUATE SCHOOL 
RESPONSE = NEVER 
1 2 3 4 5 
Daimaru Supermarket 31.7 26.0 25.2 40.2 32.3 
7 - 11 1.8 1.3 0 0.9 2.1 
Yaohan Supermarket 12.9 14.6 13.6 18.9 19.8 
Wellcome 0 0.3 0 0.6 1.0 
兴 Park'N Shop 0.6 0.3 0.3 0.6 1.0 
CRC Shop 14.7 16.0 16.1 26.8 36.1 
Olivers 38.0 39.7 46.3 55.5 43.3 
， C i r c l e IC 20.2 22.3 19.4 24.0 20.6 
Mitsukoshi Supermarket 30.2 27.2 38.4 47.5 41.2 
RESPONSE = WOULD LIKE BUT HAVE NOT BEEN 
1 2 3 4 5 
Daimaru Supermarket 22.0 22.0 19.9 24.5 25.0 
7 - 11 3.0 2.5 2.4 2.2 1.0 
Yaohan Supermarket 14.1 14.0 19.9 18.6 21.9 
Wellcome 1.2 0.5 1.0 1.5 1.0 
* Park'N Shop 0 0.6 1.4 0.9 0 
CRC Shop 19.6 20.3 22.0 24.3 24.7 
Olivers 31.3 36.6 31.8 26.2 17.5 
* Circ le K 23.3 21.7 16.5 16.6 14.4 
Mitsukoshi Supermarket 25.3 29.3 24.6 26.9 29.9 
RESPONSE : SOMETIMES 
1 2 3 4 5 
Daimaru Supermarket 43.9 45.4 50.3 32.5 37.5 
7 - 11 43.6 42.5 42.2 48.3 62.9 
Yaohan Supermarket 64.4 53.1 50.7 48.9 53.1 
Wellcome 26.5 22.0 23.3 30.2 42.3 
f Park'N Shop 29.9 27.0 22.4 25.9 26.8 
CRC Shop 47.2 49.5 50.0 40.3 35.1 
Olivers 28.8 21.0 20.1 16.8 32.0 
X Circle K 45.4 45.1 52.8 49.5 54.6 
Mitsukoshi Supermarket 40.1 38.9 35.2 23.8 25.8 
RESPONSE = OFTEN 
1 2 3 4 5 
Daimaru Supermarket 2.4 6.7 4.5 2.8 5.2 
7 - 11 51.5 53.7 55.4 48.6 34.0 
Yaohan Supermarket 8.6 18.3 15.7 13.6 5.2 
Wellcome 72.3 77.2 75.6 67.7 55.7 
兮 Park'N Shop 69.5 72.0 75.9 72.5 72.2 
CRC Shop 18.4 14.2 11.9 8.6 4.1 
Olivers 1.8 2.7 1.8 1.6 7.2 
y. c i r c l e K 11.0 11.0 11.3 9 .8 10.3 
Mitsukoshi Supermarket 4.3 4.6 1.8 1.9 3_1 
RESPONSE : NEVER 
S2999 $3000 - $5000 - $7000 - $9000 - $11000 - $13000 - $15000 
& below $4999 S6999 $8999 $10999 $12999 $14999 and above 
Daimaru Supermarket 41.2 28.8 27.5 26.6 24.1 23.1 18.6 24.8 
7 - 11 1.2 0.5 1.1 1.8 1.7 0 0 1.7 
Yaohan Supermarket 16.7 15.0 10.9 13.6 17.2 20.8 18.6 21.8 
女 Wellcome 0 .3 0 .3 0 0.6 0.9 0 0 0.8 
Park'N Shop 0 .3 0.3 0.4 0.6 0.9 0 0 1.7 
CRC Shop 17.6 14.9 16.1 18.6 24.8 24.5 34.9 36.1 
Ol ivers 28.5 36.1 34.4 33.5 29.3 22.6 30.2 23.5 
* C i rc l e < 24.7 16.2 20.1 22.0 26.5 28.8 20.9 27.7 
Mitsukoshi Supermarket 43.9 30.7 30.5 32.5 33.6 33.3 37.2 39.0 
RESPONSE = WOULD LIKE BUT HAVE NOT BEEN 
$2999 $3000 - $5000 - $7000 - $9000 - $11000 - $13000 - $15000 
& below $4999 $6999 $8999 $10999 $12999 $14999 and above 
Daimaru Supermarket 26.9 24.0 20.5 24.3 14.7 13.5 18.6 17.9 
7 - 11 1.8 1.3 2.2 3 .6 2.6 3 . 8 4 . 7 5.1 
Yaohan Supermarket 20.6 15.2 11.7 12.4 17.2 22.6 11.6 26.1 
女 Wellcome 0 .9 0 .8 0 .7 1.2 0.9 1.9 0 1.7 
Park'N Shop 0 .6 0.5 1.1 1.2 0 0 0 1.7 
CRC Shop 19.3 16.7 24.2 21.6 24.8 35.8 30.2 26.9 
Ol ivers 28.5 36.1 34.4 33.5 29.3 22.6 30.2 23.5 
•k Ci rc l e K 18.2 19.3 20.1 15.5 20.5 21.2 30.2 20.2 
Mitsukoshi Supermarket 25.1 27.4 28.7 28.4 20.7 31.4 34.9 33.1 
RESPONSE = SOMETIMES 
$2999 $3000 • $5000 - $7000 - $9000 - $11000 - $13000 • $15000 
& below $4999 $6999 $8999 $10999 $12999 $14999 and above 
Daimaru Supermarket 28.4 42.1 47.6 45.6 54.3 46.2 55.8 54.7 
7 - 11 36.8 40.2 46.4 43.8 64.1 49.1 60.5 58.5 
Yaohan Supermarket 52.8 50.8 56.9 58.6 56.9 45.3 60.5 40.3 
先 Wellcome 24.5 24.0 22.5 26.0 35.0 22.6 25.6 35.3 
Park
(
N Shop 24.6 28.4 25.8 22.6 29.9 11.3 32.6 30.3 
CRC Shop 45.8 52.9 48.4 50.9 43.6 32.1 30.2 31.1 
Ol ivers 13.6 21.4 18.7 22.8 18.4 30.2 34.9 32.8 
头 C i rc l e K 46.4 52.2 48.0 52.4 48.7 44.2 41.9 37.8 
Mitsukoshi Supermarket 27.5 37.9 37.5 36.1 44.8 33.3 27.9 22.9 
RESPONSE : OFTEN 
$2999 $3000 - $5000 - $7000 - $9000 • $11000 - $13000 - $15000 
& below $4999 $6999 $8999 $10999 $12999 $14999 and above 
Daimaru Supermarket 3 .6 5.1 4.4 3 .6 6 .9 17.3 7.0 2.6 
7 - 11 60.2 58.1 50.4 50.9 31.6 47.2 34.9 34.7 
Yaohan Supermarket 9 .9 19.0 20.4 15.4 8 .6 11.3 9 .3 11.8 
女 Wellcome 74.3 75.0 76.7 72.2 63.2 75.5 74.4 62.2 
Park^N Shop 74.6 70.9 72.7 75.6 69.2 88.7 67.4 66.4 
CRC Shop 17.3 15.4 11.4 9.0 6 .8 7.5 4 .7 5 .9 
Ol ivers 1.5 1.3 0 .7 4 .8 3.4 5 .7 2.3 7.6 
坆 c i r c l e K 10.7 12.3 11.7 10.1 4.3 5 .8 7.0 14.3 









































































































































































































































































































TABLE 4 .7 . 16 : FREQUENCY TABLE OF SECTION VI • EATING OUTLETS BY DIFFERENT DEMOGRAPHIC CHARACTERISTICS ( % ) 
BY SEX 
RESPONSE = NEVER 
M F 
Fast Food Out le t s 1.9 1.2 
Eating S t a l l s 8 . 8 4 .9 
女 Tai Pei Dong 6.5 8 .7 
Res taurants 1.0 0 .7 
RESPONSE = WOULD LIKE BUT HAVE NOT BEEN 
M F 
Fast Food Out le t s 0 . 7 2.1 
Eating S t a l l s 11.2 6 .6 
* Tai Pei Dong 4.5 5 .9 
* Res taurants 1.9 1.4 
RESPONSE = SOMETIMES 
M F 
Fast Food Out le t s 53.0 57.4 
Eating S t a l l s 70.0 74.6 
务 Tai Pei Dong 68.9 69.0 
* Res tauran ts 45.9 44.0 
RESPONSE = OFTEN 
M F 
Fast Food Out le t s “.3 39.3 
Eating S t a l l s 10.0 13.9 
* Tai Pei Dong 20.1 16.4 
* Res taurants 51.5 53.8 
BY AGE 
RESPONSE 二 NEVER 
15 - 19 20 - 24 25 - 29 30 - 34 35 - 40 
Fast Food Out le t s 0 0 .8 1.4 2.5 5.6 
Eating S t a l l s 6 .9 5 .8 4 .7 10.2 9 .9 
Tai Pel Dong 9 .6 6 .6 8.0 6 .6 9 .9 
Res taurants 0.5 1.1 0.2 1.5 1.4 
RESPONSE = UOULD LIKE BUT HAVE NOT BEEN 
15 - 19 20 - 24 25 - 29 30 - 34 35 - 40 
Fast Food Out le t s 0 .9 1.1 0.5 0.5 8.4 
Eating S t a l l s 10.1 6.2 7.1 11.7 16.3 
Tai Pei Dong 7 .8 4 .3 3 .8 6.1 8.5 
Res taurants 3 . 7 1.1 0.9 1.5 2 .8 
RESPONSE = SOMETIMES 
15 - 19 20 - 24 25 - 29 30 - 34 35 - 40 
Fast Food Out le t s 41.5 49.8 62.1 65.2 64.3 
Eating S t a l l s 68.3 73.6 76.7 70.6 66.0 
Tai Pei Dong 66.1 67.2 71.0 71.1 71.1 
Res taurants 59.6 44.4 41.7 38.4 42.6 
RESPONSE = OFTEN 
15 - 19 20 - 24 25 - 29 30 - 34 35 - 40 
Fast Food Out le t s 57.6 48.3 36.0 31.8 21.7 
Eating S t a l l s 14.7 14.4 11.6 7.6 7 .8 
Tai Pei Dong 16.5 22.0 17.2 16.2 10.6 
Res taurants 36.2 53.4 57.1 58.6 53.2 
BY EDUCATION LEVEL 
KEY : 1 = PRIMARY SCHOOL AND BELOW 
2 = SECONDARY SCHOOL OR VACATIONAL TRAINING SCHOOL 
3 = COLLEGE OR POLYTECHNIC 
4 = UNIVERSITY 
5 = GRADUATE SCHOOL 
RESPONSE = NEVER 
1 2 3 4 5 
戈 Fast Food Ou t l e t s 1.2 2.2 0 .7 0.6 3.1 
女 Eating S t a l l s 6 .7 6.6 5.6 7.9 5:2 
Tai Pei Dong 8.5 6.0 5.3 9 .7 18.6 
Restaurants 3.0 0.3 1.0 0.6 1.0 
RESPONSE = WOULD LIKE BUT HAVE NOT BEEN 
1 2 3 4 5 
* Fast Food Out l e t s 2.4 2.0 0 .7 1.2 0 
t Eating S t a l l s 9 .8 7 .8 8.4 10.3 7.2 
Tai Pei Dong 6.1 3.1 5.3 8.5 7.2 
Restaurants 2.4 1.6 2.4 1.2 0 
RESPONSE = SOMETIMES 
1 2 3 4 5 
* Fast Food Ou t l e t s 53.0 56.5 50.5 56.7 62.9 
* Eating S t a l l s 76.1 73.8 72.3 68.3 74.2 
Tai Pei Dong 62.2 67.9 75.4 70.3 63.9 
Restaurants 54.9 42.1 44.9 48.0 35.1 
RESPONSE = OFTEN 
1 2 3 4 5 
* Fast Food Out l e t s 43.4 39.2 48.1 41.5 34.0 
女 Eating S t a l l s 7.4 11.8 13.7 13.6 13.4 
Tai Pei Dong 23.2 23.0 14.0 11.5 10.3 
Restaurants 39.6 56.0 51.6 50.2 63.9 
RESPONSE = NEVER 
$2999 $3000 - $5000 - $7000 - $9000 - $11000 - $13000 - $15000 
& below $4999 $6999 $8999 $10999 $12999 $14999 and above 
Fast Food Out le t s 0 .6 2.0 1.1 1.1 2.5 0 4 . 7 2.5 
Hr Eating S t a l l s 8 .3 6.5 3 .3 6 .3 7 .6 5 .7 14.0 6 .6 
Tai Pei Dong 7.5 6.0 5.5 6 .3 8 .4 5 .8 14.0 19.0 
Restaurants 0 .3 2.0 0.4 0.6 0 0 2 .3 0 .8 
RESPONSE = WOULD LIKE BUT HAVE NOT BEEN 
$2999 $3000 - $5000 - $7000 - $9000 - $11000 - $13000 - $15000 
& below $4999 $6999 $8999 $10999 $12999 $14999 and above 
Fast Food Out le t s 1.8 1.3 1.8 1.7 1.7 0 0 1.7 
女 Eating S t a l l s 10.1 10.1 5.2 6 .9 9 .2 13.2 9 .3 7.4 
Tai Pei Dong 8.4 3.5 1.5 2 .9 6 .7 11.5 4 . 7 10.7 
Restaurants 2 . 7 2.0 1.4 1.1 0 .8 0 0 0 .8 
RESPONSE = SOMETIMES 
$2999 $3000 - $5000 - $7000 - $9000 - $11000 - $13000 - $15000 
& below $4999 $6999 $8999 $10999 S12999 $14999 and above 
Fast Food Out le t s 47.9 49.7 54.7 59.2 66.1 66.0 65.1 72.7 
Eating S t a l l s 67.3 70.5 77.5 77.6 73.9 73.6 72.1 74.4 
Tai Pei Dong 62.4 67.8 71.8 74.1 79.0 73.1 72.1 64.5 
Restaurants 59.9 44.7 A2.0 38.5 42.9 34.0 34.9 29.8 
RESPONSE = OFTEN 
$2999 $3000 - $5000 • $7000 - $9000 - $11000 - $13000 - $15000 
& below $4999 $6999 $8999 $10999 $12999 $14999 and above 
Fast Food Out le t s 49 .7 47.0 42.3 37.9 29.7 34.0 30.2 23.1 
* Eating S t a l l s 14.3 12.8 14.0 9.2 9 .2 7.5 4 . 7 11.6 
Tai Pei Dong 21.8 22.7 21.2 16.7 5 .9 9 .6 9 .3 5 .8 



































































































































































































































































































































































































































































































































TABLE 4 . 8 . 1 . 2 
FREQUENCY TABLE FOR FOOD BY DEMOGRAPHIC CHARACTERISTICS 
Value = 1 (Never Consume) Value = 2 (Would l ike but have not t r i e d ) 
By sex By sex 
Male Female Male Female 
X X % % 
1 Beer 19.0 42.2 1 Beer 4.2 6 .3 
2 Brandy 54.5 55.1 2 Brandy 17.7 9 .6 
3 Wine 44.5 55.1 3 Wine 19.1 15.3 
4 Mineral Water 14.1 14.4 4 Mineral Water 6.4 4 .6 
5 Bread 2 .4 1.8 5 Bread 1.6 1.7 
6 Cereal 10.8 9.0 6 Cereal 12.9 6 . 7 
* 7 Noodle 1.3 1.5 * 7 Noodle 1.3 0 .7 
8 Rice 2.1 3.2 8 Rice 1.2 1.3 
Value = 3 (Sometimes) Value = 4 (Often) 
By sex By sex 
Hale Female Male Female 
X % % % 
1 Beer 56.3 44.3 1 Beer 20.5 7.2 
2 Brandy 26.1 12.2 2 Brandy 1.8 1.0 
3 Wine 34.6 27.1 3 Wine 1.8 2.5 
4 Mineral Water 63.4 64.4 4 Mineral Water 16.2 16.6 
5 Bread 49.1 39.8 5 Bread 46.9 56.8 
6 cereal 52.2 53.8 6 Cereal 24.1 30.5 
* 7 Noodle 40.3 38.0 * 7 Noodle 57.0 59.7 
8 Rice 19.1 27.0 8 Rice 77.6 68.5 
Value = 1 (Never consume) 
By age 
15-19 20-24 25-29 30-34 35-40 
% % % % % 
1 Beer 49.3 32.6 30.0 22.2 21.0 
2 Brandy 82.7 72.4 65.4 55.8 41.9 
3 Wine 62.1 52.9 49.4 41.9 37.2 
4 Mineral Water 11.8 11.0 16.9 17.6 17.6 
* 5 Bread 2 .3 2.2 1.9 1.0 2 .8 
* 6 Cereal 8 .2 10.2 9 .6 10.6 10.0 
* 7 Noodle 1.4 0 .9 2.6 0.5 1.4 
* 8 Rice 2 .3 3 .0 3 .3 1.0 2 .8 
Value = 2 (Would l ike but have not t r i e d ) 
By age 
15-19 20-24 25-29 30-34 35-40 
% % % % % 
1 Beer 13.2 4 .5 4.0 2.5 4 .3 
2 Brandy 10.0 12.7 14.8 13.7 14.7 
3 Wine 18.3 16.9 16.9 15.7 17.5 
4 Mineral Water 6.4 3 . 7 4.0 6 .5 13.2 
5 Bread 3 .6 1.5 1.2 1.0 1.4 
6 Cereal 8.2 8 .9 10.5 9 .6 10.0 
7 Noodle 1.4 0 .7 0.5 2.0 1.4 
8 Rice 3 .6 0 .9 0.2 1.5 1.4 
Value = 3 (Sometimes) 
By age 
15-19 20-24 25-29 30-34 35-40 
% % % % % 
1 Beer 32.4 53.2 50.9 56.6 49.3 
2 Brandy 6 .4 14.0 18.1 28.4 41.9 
3 Wine 19.2 28.9 31.5 37.9 40.1 
4 Mineral Water 67.7 67.8 63.1 57.3 55.1 
5 Bread 43.6 43.6 46.8 43.4 37.6 
6 Cereal 54.1 53.8 54.3 53.5 44.3 
7 Noodle 35.0 40.7 37.1 40.4 43.0 
8 Rice 21.8 25.6 23.0 21.2 23.2 
Value = 4 (Often) 
By age 
15-19 20-24 25-29 160-34 35-40 
% % % % % 
1 Beer 5.0 9 .7 15.1 18.7 25.4 
2 Brandy 0 .9 0.9 1.6 2.0 1.5 
3 Wine 0.5 1.3 2.1 4.5 5.1 
4 Mineral Water 14.1 17.5 16.0 18.6 14.0 
* 5 Bread 50.5 52.7 50.1 54.6 58.2 
* 6 Cereal 29.5 27.0 25.5 26.3 35.7 
* 7 Noodle 62.3 57.6 59.8 57.1 54.2 
* 8 Rice 72.3 70.5 73.5 76.3 72.5 
Value = 1 (Never consume) 
By Education 
Primary SecondaryCollege/ Post-
and beIowSch./T.I .PolytechnUniversi tGraduate 
^ y ^ 
rO /9 
1 Beer 32.5 34.1 38.3 23.4 26.0 
* 2 Brandy 62 .7 68.6 71.0 66.2 55.7 
3 Wine 46.4 52.4 53.3 49.8 37.1 
* 4 Mineral Water 12.0 14.9 15.0 13.7 13.4 
* 5 Bread 4 .8 1.4 1.7 2.1 2.1 
* 6 Cereal 6 .6 10.0 9 .8 0 .3 11.3 
* 7 Noodle 1 .8 1.7 0.3 1.2 3.1 
* 8 Rice 3 .6 2.3 2.4 1.8 7 .3 
Value = 2 (Would Like but have not t r i e d ) 
By Education 
Primary SecondaryCollege/ Post-
and beIowSch./T. I .PoIytechnUniversi tGraduate 
% % % % % 
1 Beer 7 .8 4 .9 7 .7 4 .0 2.1 
2 Brandy 15.7 12.1 14.3 13.1 13.4 
3 Wine 19.9 16.6 18.5 16.8 11.3 
4 Mineral Water 3 .6 4.5 4.5 8 .2 7.2 
5 Bread 3 .0 1.7 1.A 1.2 1.0 
6 cerea l 9 .0 9 .7 7.6 10.6 10.3 
7 Noodle 1.2 0 .9 0.3 1.5 1.0 
8 Rice 1.2 1.3 1.1 1.5 1.0 
Value = 3 (Sometimes) 
By Education 
Primary SecondaryCollege/ Post-
and belowSch./T.I .PolytechnUniversi tGraduate 
% % % X % 
1 Beer 49.4 46.6 43.9 60.2 51.0 
2 Brandy 21.7 17.7 13.6 16.5 27.8 
3 Wine 31.3 29.4 25.8 31.0 47.4 
4 Mineral Water 69.3 62.8 63.4 65.0 60.8 
5 Bread 43.4 45.2 41.5 45.8 37.5 
6 Cereal 56.0 53.8 53.8 49.4 53.6 
7 Noodle 40.5 39.4 39.7 36.6 41.2 
8 Rice 25.1 25.9 20.1 21.5 21.9 
Value = 4 (Often) 
By Education 
Primary SecondaryCollege/ Post-
and belowSch./T.I .PoIytechnUniversi tGraduate 
% % % % % 
1 Beer 10.2 14.4 10.1 12.4 20.8 
* 2 Brandy 0.0 1.6 1.1 1.2 3.1 
3 Wine 2.4 1.6 2.4 2.4 4.1 
* 4 Mineral Water 15.1 17.8 17.1 13.1 18.6 
* 5 Bread 48.8 51.7 55.4 50.9 59.4 
* 6 Cereal 28.6 26.5 28.8 29.4 24.7 
* 7 Noodle 56.5 58.0 59.7 60.7 54.6 
* 8 Rice 70.1 70.5 76.4 75.2 69.8 
Value = 1 (Never consume) 
By Income 
$2,999 $3,000- $5,000- $7,000- $9,000- $11,000- $13,000- 15,000 
and below $4,999 $6,999 $8,999 $10,999 $12,999 $14,999 and above 
% % % % % % % % 
1 Beer 44.8 30.9 28.4 26.0 29.1 21.2 27.9 24.2 
2 Brandy 79.9 66.9 67.3 59.6 62.1 53.8 62.8 53.7 
3 Wine 63.4 46.2 52.0 44.2 48.7 40.4 53.5 37.5 
4 Mineral Water 14.7 11.1 13.7 16.9 17.1 13.5 20.9 15.8 
* 5 Bread 2.1 2 .8 1.8 2.3 0 .8 0.0 0.0 2.5 
* 6 Cereal 8.0 10.1 11.1 10.9 6 .8 5 .8 4 . 7 15.7 
* 7 Noodle 0 .9 1.0 1.4 1 .7 1.7 1.9 4 . 7 2.5 
* 8 Rice 1.8 2.0 2 .9 2 .9 4.2 7 .7 2.4 3 .3 
Value = 2 (Would l ike but have not t r i e d ) 
By Income 
$2,999 $3,000- $5,000- $7,000- $9,000- $11,000- $13,000- 15,000 
and below $4,999 $6,999 $8,999 $10,999 $12,999 $14,999 and above 
% % % % % % % % 
1 Beer 7 . 7 6 .8 2.5 4 .6 5.1 9 .6 0.0 1.7 
2 Brandy 10.4 15.7 12.6 15.8 11.2 17.3 16.3 9 .9 
3 Wine 16.8 19.9 20.2 16.3 12.0 17.3 4 . 7 10.8 
4 Mineral Water 5 .3 3.0 4 .3 4.1 12.0 11.5 4 . 7 9.2 
5 Bread 2.1 1.8 1.8 0.6 2.5 2.0 0.0 0 .8 
6 Cereal 7 . 7 8.3 9 .3 10.3 13.6 9 .6 14.0 11.6 
7 Noodle 0 .9 0.5 0 .7 1.1 0.0 1.9 0.0 4.1 
8 Rice 1.8 1.0 1.4 0 .6 0.0 0.0 0.0 3 .3 
Value = 3 (Sometimes) 
By Income 
$2,999 $3,000- $5,000- $7,000- $9,000- $11,000- $13,000- 15,000 
and below $4,999 $6,999 $8,999 $10,999 $12,999 $14,999 and above 
% % % % % % % % 
1 Beer 39.5 51.9 54.7 53.8 47.9 48.1 53.5 54.2 
2 Brandy 8 .6 15.9 19.8 22.8 25.9 28.8 20.9 32.2 
3 Wine 18.6 32.8 26.7 35.5 58.1 36.5 37.2 45.8 
4 Mineral Water 66.8 66.8 66.2 61.6 58.1 59.6 44.2 59.2 
5 Bread 41.3 46.7 44.2 40.2 44.9 33.3 47.6 48.8 
6 Cereal 54.0 53.8 53.0 49.4 54.2 51.9 58.1 51.2 
7 Noodle 39.8 39.0 40.1 38.5 44.5 28.8 32.6 36.4 
8 Rice 22.4 24.1 24.9 24.7 22.7 19.2 35 .7 18.2 
Value = 4 (Often) 
By Income 
$2,999 $3,000- $5,000- $7,000- $9,000- $11,000- $13,000- 15,000 
and below $4,999 $6,999 $8,999 $10,999 $12,999 $14,999 and above 
% % % % % % % % 
1 Beer 8 .0 10.4 14.4 15.6 17.9 21.2 18.6 20.0 
2 Brandy 1.2 1.5 0.4 1.8 0.9 0.0 0.0 4.1 
3 Wine 1.2 1.0 1.1 4.1 2.6 5 .8 4 . 7 5 .8 
4 Mineral Water 13.2 19.0 15.8 17.4 12.8 15.4 30.2 15.8 
* 5 Bread 54.6 48.7 52.5 56.9 51.7 64.7 52.4 47.9 
* 6 Cereal 30.4 27.8 26.5 29.3 25.4 32.7 23.3 21.5 
* 7 Noodle 58.4 59.4 57.7 58.6 53.8 67.3 62.8 57.0 















































































































































































































































































































































































































































































































































































































TABLE 4 . 8 . 2 . 2 
FREQUENCY TABLE FOR RESTAURANT BY DEMOGRAPHIC CHARACTERISTICS 
Value = 1 (Never Consume) Value 二 2 (Would l ike but have not t r i e d ) 
By sex By sex 
Male Female Male Female 
% % % % 
1. Chinese 0 .9 0.4 1. Chinese 0.6 1.1 
2. I t a l i a n 18.9 17.8 2. I t a l i a n 26.2 24.1 
3 . Japanese 21.2 19.1 3 . Japanese 30.5 25.1 
4 . Korean 18.1 11.8 4. Korean 24.5 20.4 
5. Indian 39.9 39.5 5. Indian 37.6 33.2 
6 . Thai 26.0 24.5 6 . Thai 29.2 25.6 
7. Western 4 .9 1,5 7. Western 3.0 2.4 
8. Vietnamese 16.2 9 .3 8. Vietnamese 13.6 13.5 
9 . Malaysian 26.3 22.3 9 . Malaysian 28.9 28.4 
Value = 3 (Sometimes) Value = 4 (Often) 
By sex By sex 
Male Female Male Female 
% % % % 
1. Chinese 19.8 17.9 1. Chinese 78.8 80.6 
2. I t a l i a n 51.0 52.1 2. I t a l i a n 4.0 5 .9 
3 . Japanese 44.9 51.1 3 . Japanese 3 .4 4 .7 
4 . Korean 54.3 63.7 4 . Korean 3.1 4.1 
5. Indian 21.6 26.3 5. Indian 0 .9 0 .9 
6. Thai 42.4 46.0 6. Thai 2.4 3 .9 
7. Western 37.5 40.8 7. Western 54.6 55.3 
8 . Vietnamese 62.2 63.7 8 . Vietnamese 8.0 13.5 
9. Malaysian 42.6 45.4 9 . Malaysian 2.2 3 .9 
Value = 1 (Never consume) 
By age 
15-19 20-24 25-29 165-34 35-40 
% % % % % 
1. Chinese 0 .5 0.4 1.2 0.0 0 .7 
2. I t a l i a n 22.8 19.3 15.2 13.1 24.1 
3 . Japanese 24.7 22.1 15.9 13.6 26.2 
4 . Korean 25.0 16.2 8 .2 9.1 19.9 
5. Indian 43.4 40.3 38.7 34.2 42.1 
6 . Thai 36.4 25.1 21.1 19.7 28.1 
7. Western 3 .2 2 .8 2 .8 3.0 4.2 
8 . Vietnamese 26.8 11.0 7 .3 7.5 17.2 
9 . Malaysian 38.6 25.1 17.6 19.1 24.3 
Value = 2 (Would l i ke but have not t r i e d ) 
By age 
15-19 20-24 25-29 30-34 35-40 
% % % % % 
1. Chinese 1.4 0.6 0.2 1.0 2 .8 
2. I t a l i a n 40.2 26.6 20.4 14.6 24.1 
3 . Japanese 32.9 32.6 25.3 15.1 24.1 
4 . Korean 37.3 25.8 15.4 11.6 20.6 
5 . Indian 42.9 38.5 30.9 28.6 32.9 
6 . Thai 36.4 32.8 20.8 20.7 20.1 
7. Western 4 .6 2.4 2.1 0.5 4 .9 
8 . Vietnamese 23.6 15.4 7 .7 9.0 15.1 
9 . Malaysian 38.2 32.0 22.5 22.6 27.9 
Value = 3 (Sometimes) 
By age 
15-19 20-24 25-29 30-34 35-40 
% % % % % 
1. Chinese 28.3 20.1 16.0 11.1 18.2 
2. I t a l i a n 31.1 47.8 60.2 68.8 47.5 
3 . Japanese 39.3 42.9 53.9 64.3 44.0 
4 . Korean 35.0 53.8 72.0 76.8 57.4 
5. Indian 13.2 20.3 30.2 35.7 22.1 
6 . Thai 24.5 39.3 55.0 54.5 48.2 
7. Western 42.9 34.0 36.9 50.8 45.8 
8 . Vietnamese 41.4 61.8 71.2 73.4 61.9 
9 . Malaysian 20.9 40.1 56.7 54.3 43.6 
Value = 4 (Often) 
By age 
15-19 20-24 25-29 166-34 35-40 
% % % % % 
1. Chinese 69.9 79.0 82.6 87.9 78.3 
2. I t a l i a n 5 .9 6 .2 4.2 3 .5 4 .3 
3 . Japanese 3 .2 2.4 4 .9 7.0 5 .7 
4 . Korean 2 .7 4 .3 4.4 2.5 2.1 
5. Indian 0 .5 0 .9 0.2 1.5 2.9 
6 . Thai 2 . 7 2 .8 3.0 5.1 3 .6 
7. Western 49.3 60.8 58.2 45 .7 45.1 
8 . Vietnamese 8 .2 11.8 13.8 10.1 5 .8 
9 . Malaysian 2 .3 2 .8 3 .3 4 .0 4 .3 
Value = 1 (Never consume) 
By Education 
Primary SecondaryCollege/ Post-
and beIowSch./T.I .PolytechnUniversi tGraduate 
X % % % % 
1. Chinese 1.8 0.0 1.7 0 .3 0.0 
2. I t a l i a n 24.6 18.5 13.9 21.8 8.2 
3 . Japanese 28.9 18.6 17.1 24.2 10.3 
4 . Korean 19.3 13.2 12.5 18.7 8.2 
5. Indian 44.0 41.0 36.1 40.9 30.2 
6 . Thai 27.1 24.0 21.2 30.9 21.6 
7. Western 6 .0 1.6 2.1 5.1 3.1 
8 . Vietnamese 17.4 11.7 9 . 7 14.6 9.3 
* 9 . Malaysian 28.9 22.6 23.2 26.6 19.6 
Value = 2 (Would l i ke but have not t r i e d ) 
By Education 
Primary SecondaryCollege/ Post-
and belowSch./T.I .PolytechnUniversi tGraduate 
% % % % % 
1. Chinese 3 .6 0.1 1.4 0 .6 0.0 
2. I t a l i a n 29.9 28.5 26.6 18.1 12.4 
3 . Japanese 33 .7 29.2 28.2 24.2 14.4 
4 . Korean 24.1 22.3 23.3 23.0 12.4 
5. Indian 36.1 35.7 39.2 32.4 27.1 
6 . Thai 30 .7 25.0 31.9 29.1 15.5 
7. Western 4 .8 2.5 1.7 2 .7 2.1 
8 . Vietnamese 18.6 14.9 12.1 11.5 7.2 
9 . Malaysian 33.1 30.8 29.1 23.6 22.7 
Value = 3 (Sometimes) 
By Education 
Primary SecondaryCollege/ Post-
and beIowSch./T.I .PolytechnUniversi tGraduate 
% % % % % 
1. Chinese 21.0 20.2 17.1 17.9 13.4 
2. I t a l i a n 41.3 49.4 51.2 55.3 72.2 
3 . Japanese 34.3 49.8 50.9 46.5 61.9 
4 . Korean 51.8 60.4 60.4 55.9 76.3 
5. Indian 19.3 22.7 23.6 25.5 40.6 
6 . Thai 40.4 46.9 45.8 36.1 58.8 
7. Western 49.1 42.8 32.0 35.4 36.1 
8 . Vietnamese 55.7 62.4 63.0 64.2 75.3 
9 . Malaysian 35.5 43.6 43.9 46.8 53.6 
Value = 4 (Often) 
By Eckjcation 
Primary SecondaryCollege/ Post-
and belowSch./T.I .PolytechnUniversi tGraduate 
0^ 0^ D^ 
1. Chinese 73.7 79 .7 79.8 81.2 86.6 
2. I t a l i a n 4 .2 3 .6 8 .3 4 .8 7.2 
3 . Japanese 3 .0 2 .7 3 .8 5.1 13.4 
4. Korean 4 .8 4.1 3 .8 2.4 3.1 
5. Indian 0 .6 0 .6 1.1 1.2 2.1 
6 . Thai 1.8 4.1 1.1 3 .9 4.1 
7. Western 40.1 53.1 64.2 56.8 58.8 
8. Vietnamese 8.4 11.0 15.2 9 .7 8 .2 
* 9 . Malaysian 2.4 3 .0 3 . 8 3.0 4.1 
Value = 1 (Never consume) 
By Income 
$2,999 $3,000- $5,000- $7,000- $9,000- $11,000- $13,000- $15,000 
and below $4,999 $6,999 $8,999 $10,999 $12,999 $14,999 and above 
% % % % % % % % 
1. Chinese 0 .3 0 .5 1.1 0.6 0.0 0.0 2.4 0 .8 
2 . I t a l i a n 26.7 18.9 17.8 16.1 14.3 0.0 11.6 7.4 
3 . Japanese 30.8 17.9 19.9 20.2 17.6 11.3 7.0 7.4 
4. Korean 29.1 12.4 11.2 8 .7 15.1 3 .8 4 .7 5 .8 
5. Indian 48.1 40.3 39.5 41.6 34.5 23.5 27.9 28.1 
6 . Thai 38.8 23.2 24.6 19.7 19.3 11.3 18.6 16.7 
7. Western 5 .9 2.0 2.5 2 .9 2.5 0.0 2.3 1.7 
8 . Vietnamese 25.1 11.4 7.2 8 .6 5 .9 5 .7 4 .7 9.1 
9 . Malaysian 37.6 23.4 20.5 21.3 18.5 5 .7 11.6 19.0 
Value = 2 (Uould l i k e but have not t r i e d ) 
By Income 
$2,999 $3,000- $5,000- $7,000- $9,000- $11,000- $13,000- $15,000 
and below $4,999 $6,999 $8,999 $10,999 $12,999 $14,999 and above 
% % % % % % % % 
1. Chinese 1.2 1.5 0 .7 0.0 0.0 1.9 0.0 0.0 
2. I t a l i a n 30.9 33.6 23.6 17.2 18.5 18.9 11.6 9.1 
3 . Japanese 30.2 38.1 27.4 23.7 16.8 11.3 9 .3 14.9 
4 . Korean 35.9 25.3 18.3 14.5 13.4 13.2 9 .3 10.7 
5. Indian 39.2 42.0 36.2 30.1 21.0 27.5 25.6 27.3 
6 . Thai 34.3 31.6 27.5 21.4 17.6 24.5 7.0 18.3 
7. Western 4 .4 3.0 2.5 1.7 0.0 0.0 2 .3 1.7 
8 . Vietnamese 23.1 15.7 11.6 5 .7 9 .3 5 .7 2 .3 7.4 
9. Malaysian 34.3 37.1 25.9 20.1 19.3 26.4 14.0 19.0 
Value = 3 (Sometimes) 
By Income 
$2,999 $3,000- $5,000- $7,000- $9,000- $11,000- $13,000- $15,000 
and below $4,999 $6,999 $8,999 $10,999 $12,999 $14,999 and above 
% % % % % % % % 
1. Chinese 27.0 20.2 17.3 15.5 10.9 9.4 19.0 10.7 
2. I t a l i a n 37 .7 42.2 54.7 60.9 64.7 64.2 69.8 76.0 
3 . Japanese 37.0 41.9 49.1 52.0 59.7 71.7 72.1 64.5 
4 . Korean 33.8 58.0 66.5 73.4 64.7 77.4 83 .7 78.5 
5. Indian 11.9 17.2 23.9 27.2 43.7 49.0 46.5 13.4 
6 . Thai 25.4 41.9 45.3 54.9 60.5 60.4 62.8 59.2 
7. Western 42.8 39.1 37.9 39.3 35.3 34.0 34.9 42.1 
8 . Vietnamese 45.9 60.8 69.0 74.1 68.6 77.4 74.4 72.7 
9 . Malaysian 25.7 37.3 49.6 55.2 59.7 66.0 67.4 56.2 
Value = 4 (Often) 
By Income 
$2,999 $3,000- $5,000- $7,000- $9,000- $11,000- $13,000- $15,000 
and below $4,999 $6,999 $8,999 $10,999 $12,999 $14,999 and above 
% % % % % % % % 
1. Chinese 71.5 77.8 80.9 83.9 89.1 88.7 78.6 88.4 
2. I t a l i a n 4 . 7 5.3 4.0 5 .7 2.5 7.5 7.0 7.4 
3 . Japanese 2.1 2.0 3 .6 4 .0 5 .9 5 .7 11.6 13.2 
4 . Korean 1.2 4 .3 4.0 3 .5 6 .7 5 .7 2 .3 5.0 
5. Indian 0 .9 0.5 0.4 1.2 0 .8 0.0 0.0 4.1 
6. Thai 1.5 3 .3 2.5 4 .0 2.5 3 .8 11.6 5 .8 
7. Western 46.9 55.8 57.0 56.1 62.2 66.0 60.5 54.5 
8. Vietnamese 5 .9 12.2 12.3 11.5 16.1 11.3 18.6 10.7 








































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































Value = 1 (Never consume) 
By age 
15-19 20-24 25-29 30-34 35-40 
% % % % % 
1. Bus 1.8 0 .9 2.3 2.5 4.2 
2. MTR 1.4 0.0 0.2 0.5 0.0 
3 . P r iva t e Car 24.5 18.7 8 .7 9 .6 16.7 
4 . Taxi 9.1 3.0 1.4 2.0 2.1 
5. Light Rail 48.4 50.6 48.1 46.5 44.9 
6 . Tram 5 .9 6.4 8.0 10.1 5.0 
7. Peak Tram 16.9 15.1 16.4 19.1 15.9 
8. Ferry 6 .8 2.6 5.6 8 .0 7.1 
9 . Train 9.1 6.0 4 . 7 6 .0 9.4 
10. Minibus 1.4 1.9 1.6 1.5 5 .7 
Value = 2 (Would l i ke but have not t r i e d ) 
By age 
15-19 20-24 25-29 30-34 35-40 
% % % % % 
1. Bus 1.4 0.4 1.4 2.0 3.5 
2. MTR 1.4 0.6 0.5 1.0 2.1 
3 . P r iva t e Car 23.2 16.8 11.1 13.2 10.9 
4 . Taxi 8 .6 4.1 1.9 3 .5 5 .7 
5. Light Rail 26.9 21.7 22.3 23.2 29.7 
6 . Tram 8.2 7.3 5.6 6 .5 5 .7 
7. Peak Tram 22.8 15.5 15.3 14.6 11.6 
8 . Ferry 5 .9 4.1 3 .8 5.0 7 .8 
9 . Train 7 .8 5 .8 5.4 7.0 5 .8 
10. Minibus 3 .6 1.1 1.4 2.0 2.9 
Value = 3 (Sometimes) 
By age 
15-19 20-24 25-29 30-34 35-40 
% % % % % 
1. Bus 26.4 31.3 37.7 44.9 35.2 
2. MTR 30.5 21.6 23.1 33.2 48.9 
3 . P r iva t e Car 45.5 57.0 65.6 53.8 47.8 
4 . Taxi 71 .A 77.4 73.8 62.1 61.0 
5. Light Rail 21.5 25.7 25.6 25.8 21.0 
6. Tram 61.8 74.0 76.8 71.9 75.7 
7. Peak Tram 59.4 68.8 68.3 65.8 71.7 
8 . Ferry 72.3 79.8 77.2 74.9 75.2 
9 . Train 63.0 60.9 64.6 68.8 65.5 
10. Minibus 48.2 48.0 48.6 46.5 53.6 
Value = 4 (Often) 
By age 
15-19 20-24 25-29 30-34 35-40 
% % % % % 
1. Bus 70.5 67.4 58.5 50.5 57.0 
2. MTR 66.8 77.8 76.2 65.3 48.9 
3 . P r iva t e Car 6 .8 7.5 14.6 23.4 24.6 
4. Taxi 10.9 15.5 22.9 32.3 31.2 
* 5. Light Rail 3 .2 2.1 4 .0 4 .5 4 .3 
6. Tram 24.1 12.3 9 .6 11.6 13.6 
* 7. Peak Tram 0.9 0.6 0.0 0.5 0 .7 
* 8. Ferry 15.0 13.5 13.4 12.1 9 .9 
* 9. Train 20.1 27.3 25.4 18.1 19.4 
10. Minibus 46.8 49.0 48.4 50.0 37.9 
Value = 1 (Never) 
By Education 
Primary SecondaryCollege/ Post-
and belowSch./T.I .PolytechnUniversi tGraduate 
rO fO hi A> 
1. Bus 1.8 0.6 2.1 3 .4 6.2 
2. MTR 1.2 0.2 0 .3 0 .3 0.0 
3 . P r iva t e Car 15.7 13.0 22.1 16.1 8.2 
4 . Taxi 4 .2 2.0 6.0 3 .2 1.0 
5. Light Rail 36.4 45.3 49.3 56.4 56.7 
* 6. Tram 5.4 7.2 7.4 8 .5 4.1 
* 7. Peak Tram 12.2 17.2 14.0 19.1 15,5 
* 8. Ferry 5.4 5.2 4.5 5 .8 5.2 
9. Train 4 .8 6.1 9.5 5.5 5.2 
10. Minibus 3 .0 1.5 1.0 3.1 3.1 
Value = 2 (Would l i ke but have not t r i e d ) 
By Education 
Primary SecondaryCollege/ Post-
and belowSch./T.I .PolytechnUniversi tGraduate 
% % % % % 
1. Bus 1.2 1.2 1.7 1.2 1.0 
2. MTR 2.4 0 .8 0 .7 0 .6 0.0 
3 . P r iva t e Car 21.7 13.5 14.3 18.0 7.2 
4. Taxi 4 .2 3 .9 2 .8 6 .4 3.1 
5. Light Rail 26.1 23.3 23.8 22.6 23.7 
6. Tram 9.0 6 .9 6 .6 6.1 4.1 
7. Peak Tram 18.3 15.0 15.6 17.3 15.5 
8. Ferry 3 .6 5.9 3.5 3 .0 8.2 
9 . Train 5.4 6.4 7 .3 4 . 8 6.2 
10. Minibus 1.2 1.7 2.1 1.5 4.1 
Value = 3 (Sometimes) 
By Education 
Primary SSecondaryCollege/ Post-
and be I owSch. /T. I. Po I ytechntlni vers i tGraduate 
% % % % % 
1. Bus 23.4 33.1 31.8 40.9 49.5 
2. MTR 30.5 31.0 29.2 19.1 20.6 
3 . P r i v a t e Car 57.8 61.9 55.9 47 .7 50.5 
4 . Taxi 72.3 71.8 80.4 70.0 55.2 
5. Light Rail 27.3 28.3 23.1 19.5 17.5 
6 . Tram 74.9 72.6 67.5 74.2 82.5 
7. Peak Tram 68.9 67.2 70.4 63.0 69.1 
8 . Ferry 79.6 75.1 74.6 81.5 75.3 
9. Train 75.9 69.3 65.4 49.1 50.5 
10. Minibus 50.0 43.7 48.1 53.6 61.9 
Value = 4 (Often) 
By Education 
Primary SSecondaryCollege/ Post-
and belowSch./T.I .PolytechnUniversi tGraduate 
^^ rO JO 
1. Bus 73.7 65.1 64.4 54.5 43.3 
2 . MTR 65.9 68.0 69.8 80.0 79.4 
3 . P r i va t e Car 4 .8 11.6 7 .7 18.2 34.0 
4. Taxi 19.3 22.3 10.8 20.4 40.6 
5. Light Rail 7 .3 3.1 3 .8 1.5 2.1 
* 6 . Tram 10.8 13.3 18.5 11.2 9 .3 
* 7. Peak Tram 0.6 0.6 0.0 0 .6 0.0 
* 8 . Ferry 11.4 13.8 17.4 9 . 7 11.3 
9. Train 13.9 18.2 17.8 40.6 38.1 
10. Minibus 45.8 53.1 48.8 41.8 30.9 
Value = 1 (Never) 
By Income 
$2,999 $3,000- $5,000- $7,000- $9,000- $11,000- $13,000 $15,000 
and below $4,999 $6,999 $8,999 $10,999 $12,999 $14,999 and above 
% % % % % % % % 
1. Bus 2.1 0 .8 0.0 1.1 4.2 5 .8 0.0 8.3 
2. MTR 1.2 0.0 0.0 0.0 0.0 0.0 0.0 0 .8 
3. P r i va t e Car 28.8 15.2 10.8 13.4 6 .7 9 .8 9 .3 5.0 
4. Taxi 7.4 2 .8 2.2 2 .9 0 .8 0.0 0.0 0 .8 
5. Light Rail 50.1 46.2 41.0 44.5 57.1 57.7 59.5 58.3 
* 6 . Tram 7.4 6 .3 6.1 5 .2 9.2 3 .8 14.3 10.8 
* 7. Peak Tram 17.2 17.4 13.0 13.2 17.6 9 .6 21.4 22.5 
* 8 . Ferry 5.6 4 .3 2 .9 4 .6 6 .7 3 .8 7.1 11.7 
9 . Train 8.0 6 .5 2 .9 2 .9 9.2 5 .8 11.9 10.0 
10. Minibus 2.1 1.3 1.1 1.1 3.4 1.9 2.4 6 .7 
Value = 2 (Would l ike but have not t r i e d ) 
By Income 
$2,999 $3,000- $5,000- $7,000- $9,000- $11,000- $13,000 $15,000 
and below $4,999 $6,999 $8,999 $10,999 $12,999 $14,999 and above 
% % % % % % % % 
1. Bus 0.9 1.3 0 .7 1.1 1.7 5 .8 0.0 2.5 
2. MTR 0.6 1.5 0.4 0.0 1.7 1.9 0.0 0 .8 
3 . P r i va t e Car 23.4 17.2 9.4 11.6 15.1 11.8 7.0 7.5 
4 . Taxi 8.0 3 .5 1.4 3.4 4.2 4.0 0.0 5.0 
5. Light Rail 24.8 23.2 22.3 22.5 21.0 23.1 26.2 27.5 
6 . Tram 8 .9 29.4 5.4 6.4 6 .7 5 .8 2.4 3 .3 
7. Peak Tram 20.2 17.4 13.0 14.9 11.8 19.2 7.1 14.2 
8 . Ferry 5.6 4 .5 2 .9 4 .6 5.0 7 .7 2.4 6 .7 
9 . Train 8 .9 4 .8 4 .3 5 .7 5.9 7 .7 4 .8 7.5 
10. Minibus 3.2 1.3 0.4 1.7 3.4 1.9 0.0 2.5 
Value = 3 (Sometimes) 
By Income 
$2,999 $3,000- $5,000- $7,000- $9,000- $11,000- $13,000 $15,000 
and below $4,999 $6,999 $8,999 $10,999 $12,999 $14,999 and above 
% % % % % % % % 
1. Bus 28.2 28.9 32.3 35.6 39.8 50.0 50.0 57.5 
2. MTR 28.7 31.2 22.1 21.3 29.4 30.8 14.0 33.3 
3 . P r i va t e Car 41.8 59.3 71.8 61.6 53.8 58.8 62.8 45.0 
4 . Taxi 74.6 77.4 74.7 72.4 75.6 64.0 64.3 42.5 
5. Light Rail 21.8 26.5 33.8 28.9 18.5 15.4 11.9 13.3 
6 . Tram 65.7 74.3 77.1 76.3 70.6 78.8 81.0 70.8 
7. Peak Tram 62.0 64.7 74.0 70.7 69.7 71.2 71.4 63.3 
8 . Ferry 76.7 77.5 80.9 74.1 73.1 78.8 78.6 72.5 
9 . Train 54.6 68.8 66.8 64.4 63.0 55.8 61.9 69.2 
10. Minibus 54.0 45.6 45.5 43.7 49.2 53.8 42.9 55.8 
Value = 4 (Often) 
By Income 
$2,999 $3,000- $5,000- $7,000- $9,000- $11,000- $13,000 $15,000 
and below $4,999 $6,999 $8,999 $10,999 $12,999 $14,999 and above 
% % % % % % % % 
1. Bus 68.9 69.1 67.0 62.1 54.2 38.5 50.0 31.7 
2. MTR 69.5 67.3 77.5 78.7 68.9 67.3 86.0 65.0 
3 . P r i va t e Car 5.9 8 .3 7 .9 13.4 24.4 19.6 20.9 42.5 
4. Taxi 10.0 16.3 21.7 21.3 19.3 32.0 35 .7 51.7 
5. Light Rail 3 .3 4.0 2 .9 4.0 3.4 3 .8 2.4 0 .8 
* 6 . Tram 18.0 11.8 11.5 12.1 13.4 11.5 2.4 15.0 
* 7. peak Tram 0.6 0.5 0.0 1.1 0 .8 0.0 0.0 0.0 
* 8 . Ferry 12.1 13.6 13.3 16.7 15.1 9 .6 11.9 9.2 
9 . Train 28.5 19.9 26.0 27.0 21.8 30.8 21.4 13.3 
10. Minibus 40.7 51.9 53.1 53.4 44.1 42.3 54.8 35.0 
Sect ion VIII 
TABLE 4 . 9 . 1 . 1 
Frequency Tables fo r TV Programs 
TVB Jade 
Never Sometimes Often 
FREQ % FREQ % FREQ % Total 
1 Locally Produced Drama Ser ies 130 8 .6 871 57.6 512 33.8 1513 100 
2 Var ie ty Show 176 11.6 1066 70.5 271 17.9 1513 100 
3 Sports 239 15.8 970 64.1 304 20.1 1513 100 
4 Documentaries 222 14.7 1047 69.2 243 16.1 1512 100 
5 Po l i t i c a l / P a r l i amen t a r y Programs 29 1.9 547 36.1 940 62.0 1516 100 
6 Musical Entertainment 108 7.1 922 60.9 483 31.9 1513 100 
7 News Report 24 1.6 299 19.7 1194 78.7 1517 100 
8 Good Morning Hong Kong 431 28.5 903 59.7 178 11.8 1512 100 
9 Telemovies 149 9 .8 983 65.0 381 25.2 1513 100 
10 Cantonese Feature 448 29.6 923 61.0 141 9.3 1512 100 
11 Mandarin Feature 799 52.8 674 44.6 39 2.6 1512 100 
12 Women Today 579 38.3 885 58.5 48 3.2 1512 100 
13 Dubbed Program 210 13.9 1079 71.5 221 14.6 1510 100 
14 A Production of RTHK 82 5.5 829 55.2 591 39.3 1502 100 
15 Others 43 15.9 97 35.8 131 48.3 271 100 
ATV Local Channel 
Never Sometimes Often 
FREQ % FREQ % FREQ % Total 
1 Locally Produced Drama Ser ies 1006 67.1 453 30.2 41 2 .7 1500 100 
2 Sports 700 46.3 658 43.5 155 10.2 1513 100 
3 Documentaries 517 34.2 815 53.9 181 12.0 1513 100 
4 Musical Entertairanent 691 45.9 696 46.2 120 8.0 1507 100 
5 News Report 261 17.3 710 47.0 539 35.7 1510 100 
6 Horning Live Wave 994 65.9 454 30.1 60 4.0 1508 100 
7 Cantonese Feature 674 44.7 723 47.9 112 7.4 1509 100 
8 Mandarin Feature 953 63.2 510 33.8 45 3.0 1508 100 
9 Po l i t i c a l / P a r l i amen t a r y Programs 435 28.8 756 50.0 321 21.2 1512 100 
10 Racing Resul t s 1135 75.2 276 18.3 99 6.6 1510 100 
11 Dubbed Program 575 38.3 809 53.9 117 7.8 1501 100 
12 A Production of RTHK 326 21.9 797 53.5 368 24.7 1491 100 


































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































TABLE 4 . 9 . 2 . 1 
MEAN SCORES OF TV PROGRAMS BY SEX 
TVB Jade ENTIRE 
POP MALE FEMALE 
1 Local ly Produced Drama Ser ies 2.25 2.17 2.31 
2 Var ie ty Show 2.06 2.01 2.11 
3 Spor ts 2.04 2.28 1.86 
* 4 Documentaries 2.01 2.04 1.10 
* 5 Po l i t i c a l / P a r l i amen t a r y Programs 2.60 2.62 2.59 
6 Musical Entertainment 2.25 2.19 2.29 
* 7 News Report 2.77 2.79 2.76 
* 8 Good Horning Hong Kong 1.83 1.81 1.85 
9 Telemovies 2.15 2.12 2.18 
10 Cantonese Feature 1.80 1.70 1.87 
11 Mandarin Feature 1.50 1.44 1.54 
12 Women Today 1.65 1.49 1.77 
*13 Dubbed Program 2.01 2.02 2.00 
*14 A Production of RTHK 2.34 2.33 2.35 
*15 Others 2.33 2.32 2.33 
ATV Local Channel ENTIRE 
POP MALE FEMALE 
* 1 Local ly Produced Drama Ser ies 1.36 1.38 1.34 
2 Spor ts 1.64 1.90 1.44 
3 Docunentaries 1.78 1.91 1.67 
4 Musical Entertainment 1.62 1.69 1.57 
5 News Report 2.18 2.29 2.10 
6 Morning Live Wave 0.38 1.43 1.34 
7 Cantonese Feature 1.63 1.56 1.68 
* 8 Mandarin Feature 1.40 1.39 1.40 
9 Po l i t i c a l / P a r l i amen t a r y Programs 1.92 2.03 1.84 
10 Racing Resul ts 1.31 1.51 1.16 
11 Dubbed Program 1.70 1.77 1.63 
*12 A Production of RTHK 2.03 2.06 2.00 
*13 Others 1.74 1.81 1.66 
TVB Pearl ENTIRE 
POP. MALE FEMALE 
* 1 Detec t ive Ser i e s 1.59 1.63 1.56 
2 Comic Shows 1.64 1.59 1.68 
3 Documentaries U 1.84 1.73 
* 4 Musical Entertainment 1.57 1.56 1.57 
5 Drama Se r i e s 1 -55 1.41 1.67 
* 6 Speical Movie Program 2.29 2.31 2.28 
* 7 Saturday Movies 2.16 2.14 2.18 
8 Cartoon Se r i e s U 0 1.52 1.67 
9 Talk shows 1.31 1-34 1.29 









12 Po l i t i c a l / P a r l i amen t a r y Programs 1.66 1.73 1.60 
13 A Production of RTHK 1-51 1.55 1.48 
*14 Others
 1 乂 6 1 - 5 0 1 乂 2 
ATV World Channel 
ENTIRE 
POP MALE FEMALE , 
1 Saturday Movies 1.60 1.65 1.56 
2 Special Movie Programs 1.72 1.79 1.67 
3 Racing Resul ts 1.12 1.20 1.06 
* 4 Cartoon Ser ies 1.36 1.34 1.38 
5 News Report 1.56 1.63 1.50 
6 Musical Entertainment 1.33 1.38 1.28 
* 7 Comic Shows 1.30 1.30 1.30 
8 Po l i t i c a l /Pa r l i amen t a ry Programs 1.40 1.48 1.33 
* 9 Others 1.26 1.30 1.21 
TABLE 4 . 9 . 2 . 2 
MEAN SCORES OF TV PROGRAMS BY AGE 
TVB Jade 
ENTIRE 
POP 15-19 20-24 25-29 30-34 35-40 
1 Locally Produced Drama Ser ies 2.25 2.37 2.27 2.24 2.18 2.15 
* 2 Var ie ty Show 2.06 2.10 2.03 2.06 2.07 2.13 
3 Sports 2.04 1.94 2.00 2.10 2.10 2.14 
4 Documentaries 2.01 1.92 1.97 2.05 2.08 2.12 
5 Po l i t i c a l /Pa r l i amen t a ry Programs 2.60 2.52 2.55 2.64 2.70 2.67 
6 Musical Entertairment 2.25 2.36 2.34 2.21 2.08 2.08 
7 News Report 2.77 2.67 2.73 2.83 2.85 2.80 
8 Good Horning Hong Kong 1.83 1.71 1.81 1.86 1.85 2.00 
* 9 Telemovies 2.15 2.23 2.15 2.14 2.17 2.05 
*10 Cantonese Feature 1.80 1.77 1.82 1.81 1.75 1.78 
11 Mandarin Feature 1.50 1.39 1.47 1.51 1.54 1.67 
*12 Women Today 1.65 1.66 1.66 1.63 1.63 1.70 
*13 Dubbed Program 2.01 2.01 2.03 2.02 1.94 1.97 
14 A Production of RTHK 2.34 2.25 2.31 2.41 2.37 2.33 
*15 Others 2.32 2.28 2.41 2.21 2.42 2 .33 
ATV Local Channel 
ENTIRE 
POP 15-19 20-24 25-29 30-34 35-40 
1 Locally Produced Drama Ser ies 1.36 1.36 1.30 1.37 1.43 1.45 
2 Sports 1.64 1.56 1.54 1.68 1.76 1.88 
3 Documentaries 1.78 1.73 1.68 1.80 1.87 2.01 
* 4 Musical Entertainment 1.62 1.61 1.63 1.62 1.55 1.71 
5 News Report 2.18 2.04 2.07 2.23 2.39 2.41 
6 Morning Live Wave 1.38 1.31 1.29 1.41 1.49 1.60 
* 7 Cantonese Feature 1.63 1.61 1.62 1.67 1.58 1.63 
8 Mandarin Feature 1.40 1.35 1.35 1.40 1.40 1.63 
9 Po l i t i c a l /Pa r l i amen t a ry Programs 1.92 1.78 1.80 1.97 2.12 2.20 
10 Racing Resul ts 1.31 1.23 1.21 1.30 1.43 1.70 
11 Dubbed Program 1.69 1.71 1.70 1.68 1.60 1.83 
12 A Production of RTHK 2.03 1.91 1.97 2.07 2.10 2.20 
*13 o the r s 1.74 1.81 1.75 1.73 1.76 1.60 
TVB Pearl 
ENTIRE 
POP 15-19 20-24 25-29 30-34 35-40 
* 1 Detec t ive Ser i e s 1.59 1.63 1.53 1.59 1.64 1.67 
2 Comic Shows 1.64 1.94 1.63 1.54 1.56 1.67 
3 Documentaries 1.78 1.67 1.68 1.78 1.97 2.07 
* 4 Musical Entertainment 1.57 1.65 1.59 1.54 1.48 1.54 
* 5 Drama Ser ies 1.55 1.65 1.56 1.51 1.54 1.53 
* 6 Speical Movie Program 2.29 2.33 2.34 2.27 2.24 2.20 
* 7 Saturday Movies 2.16 2.19 2.19 2.13 2.16 2.12 
8 Cartoon Ser ies 1.60 1.72 1.60 1.54 1.55 1.68 
9 Talk shows 1.31 1.32 1.28 1.30 1.33 1.43 
10 Spor ts 1.56 1.56 1.49 1.55 1.66 1.70 
11 News Report 1.82 1.75 1.73 1.82 1.98 1.99 
12 Po l i t i c a l / P a r l i amen t a r y Programs 1.66 1.55 1.55 1.67 1.86 1.92 
13 A Production of RTHK 1.51 1.49 1.42 1.49 1.67 1.76 
*14 Others 1.46 1.68 1.37 1.34 1.60 1.51 
ATV World Channel 
ENTIRE 
POP 15-19 20-24 25-29 30-34 35-40 
1 Saturday Movies 1.60 1.53 1.57 1.59 1.72 1.76 
2 Special Movie Programs 1.72 1.66 1.68 1.71 1.82 1.88 
3 Racing Resul ts 1.12 1.12 1.07 1.07 1.21 1.34 
4 Cartoon Ser ies 1.36 1.47 1.32 1.33 1.37 1.45 
5 News Report 1.56 1.48 1.43 1.58 1.79 1.79 
* 6 Musical Entertainment 1.33 1.40 1.30 1.32 1.31 1.34 
7 Comic Shows 1.30 1.39 1.26 1.28 1.32 1.34 
8 Po l i t i c a l / P a r l i amen t a r y Programs 1.40 1.34 1.30 1.42 1.55 1.60 
9 Others 1.26 1.36 1.22 1.14 1.33 1.43 
TABLE 4 . 9 . 2 . 3 
MEAN SCORES OF TV PROGRAMS BY EDUCATION 
TVB Jade 
Ent i re Primary/ SecondaryCollege/ Uni- Post-
Pop. Below / T . I . Polytech. v e r s i t y graduate 
1 Local ly Produced Drama Ser ies 2.25 2.48 2.32 2.25 2.09 1.98 
2 Var ie ty Show 2.06 2.23 2.17 1.99 1.91 1.81 
* 3 Spor ts 2.04 1.99 2.08 2.02 2.04 1.99 
4 Documentaries 2.01 2.08 2.04 1.99 1.99 1.87 
5 Po l i t i c a l / P a r l i amen t a r y Programs 2.60 2.50 2.57 2.64 2.68 2.58 
6 Musical Entertainment 2.48 2.42 2.29 2.25 2.15 1.99 
7 News Report 2 .77 2.67 2.78 2.73 2.83 2.77 
* 8 Good Morning Hong Kong 1.83 1.79 1.86 1.86 1.81 1.72 
9 Telemovies 2.15 2.22 2.25 2.08 2.04 1.99 
10 Cantonese Feature 1.80 1.93 1.90 1.70 1.69 1.52 
11 Handarin Feature 1.50 1.59 1.55 1.43 1.46 1.30 
12 Women Today 1-65 1.79 1.72 1.60 1.56 1.37 
13 Dubbed Program 2.01 2.07 2.09 1.96 1.94 1.72 
*14 A Production of RTHK 2.34 2.31 2 .37 2.31 2.35 2.23 
15 Others 2.32 2.44 2.37 2.29 2.23 1.71 
ATV World Channel 
Ent i re Primary/ SecondaryCollege/ Uni- Post-
Pop. Below / T . I . Polytech. v e r s i t y graduate 
* 1 Locally Produced Drama Ser ies 1.36 1.43 1.33 1.32 1.39 1.40 
* 2 Spor ts 1.64 1.64 1.64 1.61 1.66 1.65 
* 3 Documentaries 1.78 1.78 1.78 1.78 1.77 1.79 
4 Musical Entertainment 1.62 1.68 1.66 1.65 1.52 1.57 
5 News Report 2.18 2.08 2.15 2.13 2.27 2.42 
* 6 Morning Live Wave 1.38 1.38 1.37 1.37 1.37 1.41 
7 Cantonese Feature 1.63 1.71 1.72 1.57 1.51 1.45 
8 Mandarin Feature 1.40 1.45 1.44 1.36 1.35 1.27 
9 Po l i t i c a l / P a r l i amen t a r y Programs 1.92 1.74 1.87 1.96 2.02 2.11 
10 Racing Resul ts 1.31 1.41 1.39 1.22 1.21 1.31 
11 Dubbed Program 1.69 1.76 1.77 1.65 1.63 1.49 
*12 A Production of RTHK 2.03 1.97 2.06 2.01 2.02 1.97 
*13 Others 1.74 1.77 1.74 1.90 1.62 1.42 
TVB Pearl 
Ent i re Primary/ SecondaryCollege/ Uni- Post-
Pop. Below / T . I . Polytech. v e r s i t y graduate 
1 Detec t ive Ser ies 1.59 1.57 1.55 1.59 1.62 1.77 
2 Comic Shows 1.64 1.66 1.57 1.64 1.74 1.76 
3 Documentaries 1.78 1.55 1.68 1.80 1.97 2.12 
* 4 Musical Entertainment 1.57 1.54 1.55 1.61 1.57 1.53 
5 Drama Ser ies 1.55 1.52 1.50 1.65 1.59 1.57 
6 Speical Movie Program 2.29 2.10 2.24 2.39 2.40 2.27 
7 Saturday Movies 2.16 2.08 2.16 2.25 2.17 2.04 
8 Cartoon Ser ies 1.60 1.67 1.61 1.64 1.55 1.46 
9 Talk shows 1.31 1.31 1.26 1.35 1.34 1.42 
*10 Sports 1.56 1.55 1.52 1.55 1.62 1.64 
11 News Report 1.82 1.64 1.70 1.90 1.95 2.23 
12 Po l i t i c a l / P a r l i amen t a r y Programs 1.66 1.47 1.53 1.75 1.80 2.08 
*13 A Production of RTHK 1.51 1.45 1.48 1.52 1.56 1.65 
*14 Others 1.46 1.43 1.38 1.62 1.53 1.50 
ATV World Channel 
En t i r e Primary/ SecondaryCollege/ Uni- Post-
Pop. Below / T . I . Polytech. v e r s i t y graduate 
* 1 Saturday Movies 1.60 1.58 1.58 1.64 1.63 1.58 
* 2 Special Movie Programs 1.72 1.72 1.68 1.76 1.76 1.76 
3 Racing Resul ts 1.12 1.15 1.15 1.08 1.06 1.13 
* 4 Cartoon Ser ies 1.36 1.44 1.36 1.38 1.32 1.34 
5 News Report 1.56 1.47 1.48 1.57 1.65 1.93 
6 Musical Entertainment 1.33 1.36 1.29 1.40 1.29 1.39 
* 7 Comic Shows 1.30 1.32 1.27 1.31 1.32 1.39 
8 Po l i t i c a l / P a r l i amen t a r y Programs 1.40 1.30 1.33 1.45 1.46 1.66 











































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































TABLE 4 . 9 . 2 . 5 
MEAN SCORES OF TV PROGRAMS BY STATUS 
TVB Jade Married Married 
Ent i re Without With 
Pop. Single Children Children Divorced 
* 1 Locally Produced Drama Ser ies 2.25 2.26 2.21 2.26 2.27 
* 2 Var ie ty Show 2.06 2.04 2.13 2.10 2.03 
* 3 Sports 2.04 2.05 2.04 2.04 2.00 
4 Documentaries 2.01 1.98 2.08 2.08 1.97 
5 Po l i t i c a l / P a r l i amen t a r y Programs 2.60 2.56 2.71 2.61 2.43 
6 Musical Entertainment 2.25 2.29 2.17 2.17 2.20 
* 7 News Report 2.77 2.76 2.86 2.77 2.67 
* 8 Good Horning Hong Kong 1.83 1.81 1.89 1.87 1.83 
* 9 Telemovies 2.15 2.16 2.17 2.13 2.17 
*10 Cantonese Feature 1.80 1.79 1.82 1.80 1.73 
11 Mandarin Feature 1.50 1.47 1.57 1.56 1.47 
*12 Women Today 1.65 1.62 1.72 1.70 1.73 
*13 Dubbed Program 2.01 2.02 2.03 1.97 2.03 
*14 A Production of RTHK 2.34 2.32 2.41 2.36 2.27 
*15 Others 2.32 2.29 2.22 2.41 3.00 
ATV Local Channel Harried Married 
Ent i re Without With 
Pop. Single Children Children Divorced 
* 1 Locally Produced Drama Ser ies 1.36 1.33 1.38 1.41 1.43 
* 2 Sports 1.64 1.61 1.67 1.72 1.67 
3 Documentaries 1.78 1.74 1.88 1.87 1.67 
* 4 Musical Entertainment 1.62 1.61 1.62 1.66 1.66 
5 News Report 2.18 2.13 2.40 2.25 2.23 
6 Horning Live Wave 1.38 1.35 1.45 1.46 1.33 
* 7 Cantonese Feature 1.63 1.62 1.65 1.65 1.50 
8 Mandarin Feature 1.40 1.37 1.43 1.47 1.37 
9 Po l i t i c a l / P a r l i amen t a r y Programs 1.92 1.88 2.01 2.03 1.77 
10 Racing Resul ts 1.31 1.26 1.30 1.47 1.37 
*11 Dubbed Program 1.69 1.68 1.71 1.74 1.60 
12 A Production of RTHK 2.03 1.99 2.12 2.11 1.90 
•13 Others 1.74 1.71 1.88 1.76 1.50 
TVB Pearl Married Married 
Ent i re Without With 
Pop. Single ChiIdren Children Divorced 
1 Detect ive Ser ies 1.59 1.58 1.66 1.56 1.90 
* 2 Comic Shows 1.64 1.65 1.62 1.61 1.90 
* 3 Documentaries 1.78 1.76 1.89 1.78 1.80 
4 Musical Entertainment 1.57 1.60 1.48 1.49 1.73 
* 5 Drama Ser ies 1.55 1.56 1.61 1.50 1.73 
* 6 Speical Movie Program 2.29 2.31 2.33 2.20 2.33 
* 7 Saturday Movies 2.16 2.18 2.20 2.10 2.27 
* 8 Cartoon Ser ies 1.60 1.60 1.53 1.64 1.63 
* 9 Talk shows 1.31 1.31 1.30 1.31 1.43 
*10 Sports 1.56 1.55 1.55 1.58 1.73 
*11 News Report 1.82 1.81 1.85 1.81 1.77 
*12 Po l i t i c a l / P a r l i amen t a r y Programs 1.66 1.64 1.75 1.66 1.70 
13 A Production of RTHK 1.51 1.48 1.66 1.55 1.53 
*14 Others 1.46 1.45 1.44 1.48 1.40 
ATV World Channel Married Married 
Ent i re Without With 
Pop. Single Children ChiIdren Divorced 
1 Saturday Movies 1.60 1.56 1.65 1.68 1.90 
2 Special Movie Programs 1.72 1.69 1.75 1.78 2.10 
3 Racing Resul ts 1.12 1.09 1.11 1.21 1.13 
4 Cartoon Ser ies 1.36 1.34 1.30 1.45 1.43 
5 News Report 1.56 1.52 1.66 1.64 1.63 
* 6 Musical Entertainment 1.33 1.34 1.27 1.32 1.43 
* 7 Comic Shows 1.30 1.29 1.28 1.31 1.47 
* 8 Po l i t i c a l / P a r l i amen t a r y Programs 1.40 1.37 1.47 1.45 1.40 
* 9 Others 1.26 1.24 2.21 1.32 1.00 
Sect ion IX (A) 
TABLE 4 .10 .1 .1 
Frequency Table fo r Newspapers 
F requencyPercent % 
1 Hong Kong Standard 12 0.6 
2 Uah Kiu Yat Po 118 7 .7 
3 South China Horning Post 533 34.8 
4 Sing Po 6A2 41.9 
5 Sing Tao Yih Pao 211 13.8 
6 Ming Pao Daily News 664 43.3 
7 Ta Kung Pao 20 1.3 
8 Wen Wei Po 66 4 .3 
9 Express 74 4 .8 
10 Or ien ta l Daily 714 46.6 
11 Hong Kong Economic Times 58 3 .8 
12 London Financial Times 7 0.5 
13 New York Times 9 0.6 
14 Hong Kong Economic Journal 12 0.8 
TABLE 4 .10 .1 .2 




* Hong Kong Standard 7.2 8.0 
Wah Kiu Yat Po 5.4 9.5 
* South China Morning Post 34.1 35.3 
* Sing Po 42.8 41.1 
Sing Tao Yih Pao 9 . 7 17.0 
* Ming Pao Daily News 41.2 45.0 
* Ta Kung Pao 1.8 0 .9 
* Wen Wei Po 4 .6 4.1 
* Express 4 .9 4 .8 
* Or ien ta l Daily 48.4 45.1 
Hong Kong Economic Times 5.6 2.3 
* London Financial Times 0 .7 0.2 
* New York Times 0 .6 0.6 
* Hong Kong Economic Journal 0 .7 0 .8 
By Age 
15-19 20-24 25-29 30-34 35-40 
% X X % % 
Hong Kong Standard 11.3 8 . 7 6.1 4.0 7.6 
* Wah Kiu Yat Po 10.4 7.6 7.2 4.5 9.7 
South China Horning Post 43.4 33.2 33.8 36,7 27.6 
* Sing Po 39.8 38.6 46.9 42.2 42.1 
* Sing Tao Yih Pao 18.6 13.7 11.9 12.6 13.8 
* Ming Pao Daily News 41.6 46.2 44.1 39.7 37.9 
* Ta Kung Pao 1.8 1.5 0 .7 1.5 1.4 
* Wen Wei Po 4 .5 4 .5 3 . 7 6.0 2 .8 
* Express 4 .5 5.0 4 .0 5.0 6 .9 
* Or ien ta l Daily 46.6 49.9 45.7 41.7 43.4 
* Hong Kong Economic Times 1.8 3 .3 4 .2 5.5 4 . 8 
* London Financial Times 0.0 0.4 0.5 1.0 0 .7 
* New York Times 0.5 0.4 0.5 1.5 0 .7 
* Hong Kong Economic Journal 1.4 0 .7 0 .7 0.5 0 .7 
By Eduaction 
Primary SSecondaryCo11ege/ Post-
and belouSch. /T.I .PolytechnUnivers i tGraduate 
5o % ^^ 
Hong Kong Standard 8 .9 5.5 10.7 8 .8 8 .2 
Wah Kiu Yat Po 7.1 6 . 7 11.4 8 .2 3.1 
South China Morning Post 24.9 21.5 49.0 43.5 68.0 
Sing Po 40.2 49.2 42.4 31.4 29.9 
* Sing Tao Yih Pao 15.4 15.5 12.8 10.3 14.4 
Hing Pao Daily News 34.3 36.2 48.6 52.9 57.7 
* Ta Kung Pao 1.8 0 .8 1.4 1.8 2.1 
Wen Wei Po 5 .3 2.6 3 .8 6 .9 6 .2 
* Express 5 .3 5.4 2 .8 6 .0 2.1 
Or ien ta l Daily 60.9 55.1 37.2 37.8 22.7 
Hong Kong Economic Times 0 .6 1.7 4 .8 7.0 9 .3 
* London Financial Times 0.0 0.3 0 .7 0.3 2.1 
* New York Times 0.0 0 .3 0 .7 1.2 1.0 




Single Children Children Divorced 
% X % % 
Hong Kong Standard 7 .9 3 .8 7.5 20.0 
* Wah Kiu Yat Po 8 .8 4.4 6 .6 0.0 
South China Homing Post 37.3 33.3 25.1 63.3 
* Sing Po 40.1 45.9 45.8 36 .7 
* Sing Tao Yih Pao 13.6 11.3 15.3 16.7 
Ming Pao Daily News 45.9 42.1 35.9 43.3 
* Ta ICung Pao 1.4 2.5 0 .3 3 .3 
* Men Wei Po 4 .6 2.5 4 .5 3 .3 
* Express 5 .0 2.5 4 . 8 13.3 
* Or ien ta l Daily 46.2 44.0 49.1 43.3 
* Hong Kong Economic Times 3 . 9 5.0 2 .7 6 . 7 
* London Financial Times 0 .3 1.3 0 .6 0.0 
* New York Times 0.5 1.3 0 .6 0.0 
* Hong Kong Economic Journal 0 . 8 0.6 0 .6 3 .3 
By Income 
$2,999 $3,000- $5,000- $7,000- $9,000- $11,000- $13,000 $15,000 
and below $4,999 $6,999 $8,999 $10,999 $12,999 $14,999 and above 
% % % % % % % % 
* Hong Kong Standard 9 .4 7.3 7 .6 7 .5 5.0 9.4 7.0 6 .6 
Wah Kiu Yat Po 12.0 7.8 5 .3 9 . 8 6 .7 1.9 7.0 1.6 
South China Morning Post 38.1 22.8 24.9 37.9 42.0 45.3 62.8 61.5 
Sing Po 34.0 47.3 45.6 43.1 43 .7 34.0 39.5 38.5 
Sing Tao Yih Pao 14.4 17.3 9 .6 14.9 9.2 26.4 9 .3 9.0 
Hing Pao Daily News 48 .7 37.8 37.0 48.3 45.4 49.1 60.5 43.4 
* Ta Kung Pao 2.1 1.8 0 .7 0 .6 1.7 1.9 0.0 0.0 
* Wen Wei Po 4 .4 4.0 4 .6 2 .9 7 .6 1.9 4 . 7 4.1 
* Express 4 . 7 4.5 5 .3 5 .7 5.0 3 . 8 7.0 3 .3 
Or ien ta l Daily 42.2 57.0 56.6 42.5 34.5 32.1 41.9 27.0 
Hong Kong Economic Times 4 .4 1.3 2 .8 4 .6 3.4 5 .7 9 .3 9.0 
* London Financial Times 0 .6 0.5 0.0 0 .6 0.0 1.9 0.0 0 .8 
New York Times 0 .9 0.3 0 .0 0.0 0.0 0.0 2.3 3.3 
* Hong Kong Economic Journal 1.5 0.3 0 . 7 0 .6 1.7 0.0 0.0 0 .8 
TABLE 4.10.2.1 
FREQUENCY TABLE FOR RADIO PROGRAM 
FrequencyPercent % 
1 Classical Music 204 13.3 
2 Jazz 55 3.6 
3 Popular Music 1137 74.2 
4 Rock Music 114 7.4 
5 Home & Recreation 328 21.4 
6 Talk & Discussion 408 26.6 
7 Drama 274 17.9 
8 Beauty & PersonaL Care 96 6.3 
9 Sports 170 11.1 
10 Quizzes 163 10.6 
TABLE 4.10.2.2 




* Classical Music 14.1 12.7 
* Jazz 4.4 2.9 
* Popular Music 72.6 75.4 
Rock Music 9.7 5.6 
Home & Recreation 17.2 24.7 
Talk & Discussion 30.1 23.8 
Drama 13.1 21.7 
Beauty & Personal Care 2.5 9.3 
Sports 20.9 3.3 
* Quizzes 11.0 10.3 
By Age 
15-19 20-24 25-29 30-34 35-40 
% o/ cy <y o/ /o /o /o to 
* Classical Music 14.0 14.1 10.5 13.1 17.9 
* Jazz 3.2 4.5 2.6 3.0 4.8 
popular Music 80.5 85.2 71.3 57.3 55.2 
Rock Music 11.3 8.9 5.1 5.0 6.2 
* Home & Recreation 23.5 18.0 21.9 25.1 24.1 
Talk & Discussion 19.9 24.3 27.3 33.7 33.8 
Drama 33.5 18.9 13.8 12.6 9.7 
Beauty & Personal Care 5.4 6.3 4.4 7.0 11.7 
Sports 10.9 8.5 11.9 12.1 17.2 




% % % % % 
Classical Music 11.2 11.1 12.8 15.1 26.8 
* Jazz 4.1 3.6 4.8 2.1 4.1 
* Popular Music 70.4 72.9 76.6 76.1 75.3 
* Rock Music 9.5 7.6 8.3 6.3 4.1 
Home & Recreation 22.5 26.6 22.4 12.1 13.4 
Talk & Discussion 17.8 21.7 33.1 31.1 40.2 
Drama 30.2 20.1 18.3 10.3 6.2 
Beauty & Personal Care 7.7 8.0 6.6 3.0 2.1 
Sports 10.7 14.6 7.2 8.8 8.2 




Single Children Children Divorced 
% % % % 
* Classical Music 13.2 17.6 11.7 13.3 
* Jazz 3.4 5.0 3.6 3.3 
Popular Music 79.4 67.3 60.8 83.8 
* Rock Music 8.3 5.0 6.0 6.7 
* Home & Recreation 19.6 23.3 26.3 16.7 
* Talk & Discussion 27.4 26.4 23.7 33.3 
Drama 18.7 11.3 17.1 33.3 
Beauty & Personal Care 5.1 6.3 10.2 0.0 
* Sports 11.5 6.3 12.6 6.7 
* Quizzes 11.9 5.7 9.0 13.3 
By Income 
$2,999 $3,000- $5,000- $7,000- $9,000- $11,000- $13,000 $15,000 
and below S4,999 $6,999 $8,999 $10,999 $12,999 $14,999 and above 
% 0 / 0/ 0/ 0/ 0/ 0/ 0/ /0 /0 /0 /0 /o /0 /0 
Classical Music 15.2 10.0 11.0 14.9 9.2 18.9 18.6 21.3 
jazz 2.9 2.8 4.3 2.3 2.5 13.2 4.7 4.9 
Popular Music 77.4 79.5 76.2 66.1 65.5 69.8 62.8 68.9 
* Rock Music 9.7 8.5 6.4 4.0 6.7 5.7 9.3 5.7 
Home & Recreation 22.6 26.0 22.8 19.0 19.3 11.3 14.0 12.3 
Talk & Discussion 24.3 21.8 22.4 31.6 33.6 32.1 48.8 34.4 
Drama 26.7 26.0 13.5 12.6 9.2 1.9 4.7 A.1 
Beauty & Personal Care 6.2 7.8 5.3 7.5 4.2 11.3 11.6 0.0 
Sports 7.6 13.0 14.9 10.3 6.7 7.5 16.3 11.5 


































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































Single Children Children Divorced 
% % % % 
* Asiaweek 11.8 11.3 12.3 6.7 
* Far Est Economic Journal 2.4 3.8 3.3 0.0 
*
 Y o u n
g 9 i r l 2.8 1.9 3 .6 0.0 
Newsweek 6.3 6.3 4.5 20.0 
* Reader's Digest (Chinese) 25.2 25.8 26.3 26.7 
* Reader's Digest (English) 7.3 3.8 3.9 10.0 
*
 T i m e
 9.0 10.7 6.6 10.0 
*
 M i n
9 Po Weekly 35.1 36.5 37.4 30.0 
City Magazine 2 .7 3.1 1.2 13.3 
* Vogue 3.0 5.7 3.3 3.3 
E v e
 2.8 3.8 0.3 0.0 
* City weekly 13.9 8.8 12.9 10.0 
* H.K. Economic Journal Month 7.3 5.7 4.8 0.0 
* Hong Kong TV Weekly 17.0 17.6 21.0 16.7 
* TV & Entertainment Times 2.1 2.5 1.5 0.0 
Champion Sports 9.6 5.7 4.2 3.3 
* Automobile 6.5 6.3 9.0 0.0 
Executive 2.1 5.0 2.4 10.0 
* Seventeen 0.6 0.0 0.0 0.0 
* Capital 6.1 7.5 4.5 6.7 
* People 1.0 0.6 0.6 0.0 
* 1990s 0.3 0.0 0.6 0.0 
* Ming Po Monthly 2.1 0.0 1.8 0.0 
Others 7.2 10.7 12.6 10.0 
By Income 
$2,999 $3,000- $5,000- $7,000- $9,000- $11,000- $13,000 $15,000 
and below $4,999 $6,999 $8,999 $10,999 $12,999 $14,999 and above 
% % % % % % % % 
Asiaweek 10.6 9.8 8.5 11.5 17.6 18.9 23.3 16.4 
Far Est Economic Journal 2.1 0.3 1.4 2.9 0.8 7.5 9.3 12.3 
* Young girl 2.6 4.8 2.5 2.3 1.7 3.8 0.0 0.0 
Newsweek 6 .7 3.8 2.8 5 .7 8.4 15.1 16.3 11.5 
* Reader's Digest (Chinese) 30.8 22.5 24.2 29.3 26.1 26.4 20.9 19.7 
* Reader's Digest (English) 8.5 6.3 3.9 8.0 3.4 5.7 9.3 4.9 
Time 8.5 5.5 5.3 7.5 6 .7 18.9 11.6 25.4 
* Ming Po Weekly 34.6 37.0 37.4 29.3 38.7 20.8 34.9 43.4 
* City Magazine 1.5 2.3 3.2 3.4 0.0 7.5 4 .7 4.1 
Vogue 2.3 1.5 1.8 2.3 8.4 7.5 18.6 4.9 
* Eve 1.8 1.0 2.8 4.0 4.2 3.8 0.0 2.5 
* City weekly 12.3 14.8 15.7 14.4 5.9 9.4 9.3 11.5 
H.K. Economic Journal Month 7.6 3.3 5.7 10.3 5.0 9.4 14.0 7.4 
Hong Kong TV Weekly 21.1 23.0 19.6 13.8 11.8 11.3 4.7 8.2 
* TV & Entertainment Times 1.2 2.8 1.8 3.4 0.8 1.9 0.0 1.6 
* Champion Sports 8.5 9.8 7.8 8.0 5.9 3.8 2.3 5.7 
Automobile 2.6 6.8 6.8 9.8 6.7 13.2 7.0 13.1 
Executive 1.2 0.5 1.1 2.3 2.5 5.7 9.3 13.9 
* Seventeen 0.2 1.0 0.0 0.0 0.0 0.0 0.0 0.0 
Capital 4.7 2.0 2.8 9.2 8.4 9.4 18.6 16.4 
pe0ple 2.3 1.0 0.0 0.0 u.O 0.0 2.3 0.0 
1 9 9 0 s 2.6 0.3 0.4 1.1 0.8 1.9 0.0 0.0 
* Ming Po Monthly 3.2 1-3 0.7 1.7 1.7 3.8 2.3 0.8 
* o t h e r s 8.2 9.8 8.2 6.3 5.9 11.3 9.3 13.9 
TABLE 4.11.1 
FREQUENCY TABLE OF OWNERSHIP OF DIFFERENT TYPES OF DURABLE PRODUCTS 
A. Calculators B. Motorcycles 
Frequency % Frequency % 
Casio 1016 71.0 Honda 29 2.0 
Hewlett-Packard 23 1.6 Suzuki 9 0.6 
Sharp 168 11.7 Yamaha 18 1.3 
Others 85 5.9 Others 9 0.6 
Do not own 139 9.7 Do not own 1359 95.4 
Total : 1431 100.0 Total : 1424 100.0 
C. Cameras D. Wrist watch 
Frequency % Frequency % 
Canon 207 15.0 Alba 70 5.6 
Fuj i 44 3.2 Casio 81 6.5 
Kodak 76 5.5 Charles Jordan 56 4.5 
Minolta 136 9.8 Citizen 142 11.4 
Nikon 299 21.6 Rado 7 0.6 
Yashica 41 3.0 Rolex 57 4.6 
Others 126 9.1 Seiko 178 14.3 
Do not own 453 32.8 Guy Laroche 41 3.3 
Titius 113 9.1 
===== ===== Others 422 34.0 
Total : 1382 100.0 Do not own 75 6.0 
Total : 1242 100.0 
TABLE 4.11.4 
FREQUENCY TABLE OF OWNERSHIP OF DIFFERENT TYPES OF DURABLE PRODUCTS (2) 
E. Hi-fi stero set F. Personal computers 
Frequency % Frequency % 
Aiwa 296 23.5 IBM 183 12.7 
Hitachi 59 4.7 Apple 124 8.6 
National 76 6.0 NEC 14 1.0 
Philips 50 4.0 NCR 7 0.5 
Pioneer 60 4.8 Hewlett-Packard 5 0.3 
Sony 282 22.4 Compaq 8 0.6 
Technics 34 2.7 Sigma 6 0.4 
Others 178 14.1 Others 95 6.6 
Do not own 224 17.8 Do not own 1004 69.A 
Total : 1259 100.0 Total : 1446 100.0 
G. Automobiles H. Television sets 
Frequency % Frequency % 
Ford 11 0.8 Gold Star 6 0.4 
Honda 30 2.1 Hitachi 307 21.9 
Maza 15 1.0 National 215 15.4 
Mitsubishi 18 1.2 Philips 136 9.7 
Nissan 9 0.6 Samsung 7 0.5 
BMW 40 2.8 Sanyo 36 2.6 
Toyota 48 3.3 Sharp 82 5.9 
Mercedes Benz 14 1.0 Sony 108 7.7 
Subaru 3 0.2 Telefunken 34 2.4 
Suzuki 4 0.3 Toshiba 166 11.9 
Others 28 1.9 Others 213 15.2 
Do not own 1227 84.8 Do not own 90 6.4 
===== 二=二 二 = — 二=——• 




















































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































TABLE 4 . 1 1 . 1 . 2 . 1 
OWNERSHIP OF MOTORCYCLES BY SEX 
MALE FEMALE 
% % 
Honda 3 . 0 1 . 3 
S u z u k i 0 . 3 0 . 9 
Yamaha 1 . 3 1 . 3 
O t h e r s 0 . 8 0 . 5 
Do n o t own 9 4 . 7 9 6 . 1 
T o t a l : 1 0 0 . 0 1 0 0 . 0 
TABLE 4 . 1 1 . 1 . 2 . 2 
OWNERSHIP OF MOTORCYCLES BY AGE 
15 - 19 20 - 24 25 - 29 30 - 34 35 - 40 
% % % % % 
Honda 1 . 9 1 . 8 2 . 5 0 . 5 3 . 8 
S u z u k i 0 . 5 0 . 6 0 . 5 1 . 1 0 . 8 
Yamaha 1 . 0 0 . 4 2 . 3 1 . 6 1 . 5 
O t h e r s 0 . 0 0 . 0 1 . 5 1 . 1 0 . 8 
Do n o t own 9 6 . 7 9 7 . 2 9 3 . 2 9 5 . 6 9 3 . 1 
T o t a l : 1 0 0 . 0 1 0 0 . 0 1 0 0 . 0 1 0 0 . 0 1 0 0 . 0 
TABLE 4 . 1 1 . 1 . 2 . 3 
OWNERSHIP OF MOTORCYCLES BY EDUCATIONAL LEVEL 
P r i m a r y S e c o n d a r y / Col l e g e / P o s t -
and b e l ow T . I . P o l y t e c h n i c U n i v e r s i t y g r a d u a t e 
% V 7 V
 0
/ 
ro Ao /o 'o 
Honda 4 . 5 1 . 7 1 . 1 1 . 9 3 . 5 
S u z u k i 0 . 6 0 . 8 0 . 4 0 . 3 1 . 2 
Yamaha 1 . 3 1 . 8 1 . 1 0 . 6 0 . 0 
O t h e r s 1 . 3 0 . 5 0 . 8 0 . 3 1 . 2 
Do n o t own 9 2 . 4 9 5 . 2 9 6 . 6 9 6 . 8 9 4 . 1 
T o t a l 1 0 0 . 0 1 0 0 . 0 1 0 0 . 0 1 0 0 . 0 1 0 0 . 0 
TABLE 4 . 1 1 . 1 . 2 . 4 
OWNERSHIP OF MOTORCYCLES BY MARITAL STATUS 
M a r r i e d M a r r i e d 
S i n g l e w /o c h i l d r e n w/ c h i l d r e n D i v o r c e d 
% % % % 
Honda 1 . 8 2 . 6 2 . 3 3 . 4 
S u z u k i 0 . 3 0 . 7 1 . 7 0 . 0 
Yamaha 1 . 3 0 . 7 1 . 7 0 . 0 
O t h e r s 0 . 5 1 . 3 0 . 7 0 . 0 
Do n o t own 9 6 . 1 9 4 . 7 9 3 . 6 9 6 . 6 












































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































TABLE 4 . 1 1 . 1 . 3 . 1 
OWNERSHIP OF CAMERAS BY SEX 
M a l e F e m a l e 
% % 
Canon 1 2 . 4 1 7 . 1 
F u j i 3 . 5 2 . 9 
Kodak 3 . 5 7 . 1 
M i n o l t a 1 1 . 1 8 . 8 
N i k o n 1 9 . 5 2 3 . 4 
Y a s h i c a 3 . 1 2 . 9 
O t h e r s 1 1 . 8 7 . 0 
Do n o t own 3 5 . 1 3 0 . 9 
T o t a l : 1 0 0 . 0 1 0 0 . 0 
TABLE 4 . 1 1 . 1 . 3 . 2 
OWNERSHIP OF CAMERAS BY AGE 
15 - 19 20 - 24 25 - 29 30 - 34 35 - 40 
% % % % % 
Canon 1 6 . 7 1 1 . 8 1 7 . 9 1 3 . 2 1 8 . 3 
F u j i 5 . 3 2 . 8 3 . 2 1 . 7 3 . 2 
Kodak 9 . 6 5 . 0 4 . 0 4 . 0 7 . 1 
M i n o l t a 6 . 7 7 . 2 1 0 . 4 1 4 . 9 1 6 . 7 
N i k o n 1 5 . 8 1 6 . 3 2 5 . 6 3 2 . 2 2 6 . 2 
Y a s h i c a 2 . 9 3 . 0 2 . 9 2 . 9 3 . 2 
O t h e r s 9 . 1 8 . 0 9 . 6 1 0 . 3 1 0 . 3 
Do n o t own 3 4 . 0 4 5 . 8 2 6 . 4 2 0 . 7 1 5 . 1 
T o t a l : 1 0 0 . 0 1 0 0 . 0 1 0 0 . 0 1 0 0 . 0 1 0 0 . 0 
TABLE 4 . 1 1 . 1 . 3 . 3 
OWNERSHIP OF CAMERAS BY EDUCATIONAL LEVEL 
P r i m a r y S e c o n d a r y / Col l e g e / 
and b e l ow T . I . P o l y t e c h n i c U n i v e r s i t y P o s t g r a d u a t e 
/9 n n fO 
Canon 1 2 . 3 1 4 . 8 1 5 . 4 1 6 . 2 1 5 . 9 
F u j i 3 . 2 4 . 1 3 . 1 1 . 0 4 . 9 
Kodak 9 . 0 5 . 6 6 . 6 3 . 7 1 . 2 
M i n o l t a 3 . 2 1 1 . 4 9 . 3 9 . 4 1 4 . 6 
N ikon 2 1 . 9 2 1 . 9 2 1 . 6 2 0 . 9 2 2 . 0 
Y a s h i c a 2 . 6 2 . 4 3 . 1 4 . 0 3 . 7 
O t h e r s 7 . 1 8 . 0 1 0 . 8 1 0 . 8 9 . 8 
Do n o t own 4 0 . 6 3 1 . 9 3 0 . 1 3 4 . 0 2 8 . 0 
T o t a l : 1 0 0 . 0 1 0 0 . 0 1 0 0 . 0 1 0 0 . 0 1 0 0 . 0 
TABLE 4 . 1 1 . 1 . 3 . 4 
OWNERSHIP OF CAMERAS BY MARITAL STATUS 
M a r r i e d H a r r i e d 
S i n g l e w /o c h i l d r e n w/ c h i l d r e n D i v o r c e d 
% % % % 
Canon 1 4 . 9 1 3 . 3 1 5 . 9 1 7 . 2 
F u j i 3 . 7 1 . 4 2 . 4 3 . 4 
Kodak 5 . 3 5 . 6 6 . 2 3 . 4 
M i n o l t a 8 . 3 1 1 . 9 1 4 . 1 6 . 9 
N i k o n 1 8 . 2 3 2 . 9 2 7 . 2 1 7 . 2 
Y a s h i c a 3 . 4 2 . 1 2 . 1 3 . 4 
O t h e r s 8 . 7 1 2 . 6 9 . 0 1 0 . 3 
Do n o t own 3 7 . 6 2 0 . 3 2 3 . 1 3 7 . 9 




































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































TABLE 4 . 1 1 . 1 . 4 . 1 
OWNERSHIP OF WRIST WATCH BY SEX 
Male Fema le 
% % 
A l b a 5 . 6 5 . 7 
C a s i o 1 0 . 4 3 . 6 
C h a r l e s J o r d a n 4 . 4 4 . 6 
C i t i z e n 1 1 . 9 1 1 . 1 
Rado 0 . 7 0 . 4 
R o l e x 5 . 9 3 . 6 
S e i k o 1 4 . 1 1 4 . 5 
Guy L a r o c h e 1 . 3 4 . 8 
T i t i u s 6 . 9 1 0 . 8 
O t h e r s 3 3 . 7 3 4 . 2 
Do n o t own 5 . 2 6 . 7 
T o t a l : 1 0 0 . 0 1 0 0 . 0 
TABLE 4 . 1 1 . 1 . 4 . 2 
OWNERSHIP OF WRIST WATCH BY AGE 
15 - 19 20 - 24 25 - 29 30 - 34 35 - 40 
% % % % % 
A l b a 7 . 6 7 . 0 3 . 9 2 . 0 6 . 5 
C a s i o 1 3 . 2 7 . 5 3 . 0 6 . 0 1 . 9 
C h a r l e s J o r d a n 2 . 0 3 . 9 6 . 9 5 . 3 2 . 8 
C i t i z e n 1 0 . 7 9 . 4 1 1 . 8 1 4 . 0 1 6 . 7 
Rado 0 . 5 0 . 4 0 . 6 1 . 3 0 . 0 
R o l e x 3 . 0 0 . 9 4 . 2 9 . 3 1 7 . 6 
S e i k o 8 . 1 1 3 . 2 1 5 . 4 2 1 . 3 1 7 . 6 
Guy L a r o c h e 4 . 1 3 . 9 3 . 0 2 . 7 0 . 9 
T i t i u s 8 . 1 1 2 . 1 1 0 . 9 2 . 0 2 . 8 
O t h e r s 2 9 . 9 3 4 . 9 3 7 . 2 3 2 . 0 3 0 . 6 
Do n o t own 1 2 . 7 6 . 8 3 . 0 4 . 0 2 . 8 
T o t a l : 1 0 0 . 0 1 0 0 . 0 1 0 0 . 0 1 0 0 . 0 1 0 0 . 0 
TABLE 4 . 1 1 . 1 . 4 . 3 
OWNERSHIP OF WRIST WATCH BY EDUCATIONAL LEVEL 
P r i m a r y S e c o n d a r y / Col l e g e P o s t -
and b e l ow T . I . P o l y t e c h n i c U n i v e r s i t y g r a d u a t e 
% % % % % 
Alba 8 . 4 4 . 5 6 . 8 6 . 3 1 . 5 
C a s i o 4 . 9 5 . 8 6 . 8 7 . 4 1 0 . 8 
C h a r l e s J o r d a n 2 . 8 5 . 5 2 . 6 5 . 6 3 . 1 
C i t i z e n 1 3 . 3 1 2 . 6 1 1 . 1 8 . 1 1 2 . 3 
Rado 0 . 7 0 . 4 1 . 7 0 . 0 0 . 0 
R o l e x 5 . 6 5 . 5 2 . 6 4 . 4 3 . 1 
S e i k o 1 4 . 7 1 3 . 8 1 2 . 0 1 5 . 9 2 0 . 0 
Guy L a r o c h e 2 . 8 4 . 3 2 . 1 2 . 2 A .6 
T i t i u s 1 2 . 6 7 . 7 1 0 . 7 1 0 . 4 1 . 5 
O t h e r s 2 5 . 9 3 3 . 6 3 4 . 6 3 6 . 3 4 3 . 1 
Do n o t own 8 . 4 6 . 2 9 . 0 3 . 3 0 . 0 
T o t a l : 1 0 0 . 0 1 0 0 . 0 1 0 0 . 0 1 0 0 . 0 1 0 0 . 0 
TABLE 4 . 1 1 . 1 . 4 . 4 
OWNERSHIP OF WRIST WATCH BY MARITAL STATUS 
M a r r i e d M a r r i e d 
S i n g l e w/o c h i l d r e n w/ c h i l d r e n D i v o r c e d 
% % % % 
Alba 6 . 1 1 . 6 5 . 2 1 5 . 4 
C a s i o 7 . 9 2 . 4 4 . 8 0 . 0 
C h a r l e s J o r d a n 3 . 8 1 0 . 6 3 . 7 7 . 7 
C i t i z e n 11 . 1 8 . 9 1 2 . 9 1 9 . 2 
Rado 0 . 6 0 . 8 0 . 4 0 . 0 
R o l e x 2 . 7 7 . 3 9 . 2 3 . 8 
S e i k o 1 3 . 5 1 8 . 7 1 5 . 9 3 . 8 
Guy L a r o c h e 3 . 4 3 . 3 3 . 3 0 . 0 
T i t i u s 9 . 5 6 . 5 9 . 6 3 . 8 
O t h e r s 3 4 . 8 3 5 . 8 2 9 . 5 4 6 . 2 
Do n o t own 6 . 7 4 . 1 5 . 5 0 . 0 




















































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































TABLE 4 . 1 1 . 1 . 5 . 1 
OWNERSHIP OF HI -F I STERO SET BY SEX 
Male Female 
% % 
Aiwa 2 1 . 1 2 5 . 4 
H i t a c h i 4 . 7 4 . 7 
N a t i o n a l 4 . 9 6 . 9 
Phi l i p s 4 . 2 3 . 8 
P i o n e e r 5 . 1 A .5 
Sony 2 0 . 5 2 3 . 9 
T e c h n i c s 3 . 6 2 . 0 
O t h e r s 1 8 . 3 1 0 . 9 
Do n o t own 1 7 . 6 1 7 . 9 
T o t a l : 1 0 0 . 0 1 0 0 . 0 
TABLE 4 . 1 1 . 1 . 5 . 2 
OWNERSHIP OF HI -F I STERO SET BY AGE 
15 - 19 20 - 24 25 - 29 30 - 34 35 - 40 
% 。 / 0/ 0/ 0/ AO A> /0 /0 
Aiwa 2 3 . 4 2 6 . 7 2 3 . 7 2 0 . 8 15 . 1 
H i t a c h i 5 . 4 4 . 4 4 . 4 4 . 2 5 . 9 
N a t i o n a l 1 1 . 4 4 . 7 5 . 6 4 . 2 6 . 7 
Phi l i p s 5 . 4 2 . 4 3 . 6 4 . 8 7 . 6 
P i o n e e r 2 . 2 4 . 9 5 . 6 3 . 6 7 . 6 
Sony 2 1 . 7 2 2 . 2 2 3 . 4 2 1 . 4 2 2 . 7 
T e c h n i c s 2 . 7 2 . 0 3 . 3 4 . 2 1 . 7 
O t h e r s 1 3 . 0 1 3 . 3 1 6 . 0 1 3 . 1 15 . 1 
Do n o t own 1 4 . 7 1 9 . 3 1 4 . 5 2 3 . 8 1 7 . 6 
T o t a l : 1 0 0 . 0 1 0 0 . 0 1 0 0 . 0 1 0 0 . 0 100 . 0 
TABLE 4 . 1 1 . 1 . 5 . 3 
OWNERSHIP OF HI -F I STERO SET BY EDUCATIONAL LEVEL 
P r i m a r y S e c o n d a r y / Col l e g e / P o s t -
& be l ow T . I . P o l y t e c h n i c U n i v e r s i t y g r a d u a t e 
% % % % % 
Aiwa 2 4 . 0 2 1 . 3 2 6 . 6 2 4 . 7 2 3 . 5 
H i t a c h i 5 . 5 5 . 9 5 . 0 2 . 9 0 . 0 
N a t i o n a l 6 . 2 5 . 9 7 . 5 5 . 7 2 . 9 
P h i l i p s 1 . 4 4 . 6 A.1 3 . 6 5 . 9 
P i o n e e r 5 . 5 5 . 5 2 . 5 4 . 3 7 . 4 
Sony 1 9 . 2 2 3 . 4 2 3 . 7 2 0 . 4 2 5 . 0 
T e c h n i c s 2 . 7 3 . 2 1 . 7 2 . 2 4 . 4 
O t h e r s 1 4 . 4 1 1 . 6 1 4 . 5 1 8 . 3 1 4 . 7 
Do n o t own 2 1 . 2 1 8 . 5 1 4 . 5 1 7 . 9 1 6 . 2 
T o t a l : 1 0 0 . 0 1 0 0 . 0 1 0 0 . 0 1 0 0 . 0 1 0 0 . 0 
TABLE 4 . 1 1 . 1 . 5 . 4 
OWNERSHIP OF HI -F I STERO SET BY MARITAL STATUS 
M a r r i e d M a r r i e d 
S i n g l e w / o c h i l d w / c h i I d r e n D i v o r c e d 
% % % % 
Aiwa 2 5 . 1 2 1 . 3 1 9 . 0 3 2 . 0 
H i t a c h i 4 . 4 4 . 4 6 . 2 0 . 0 
N a t i o n a l 6 . 3 6 . 6 5 . 1 4 . 0 
Ph i l i p s 3 . 4 4 . 4 5 . 8 0 . 0 
P i o n e e r 3 . 8 7 . 4 5 . 8 1 2 . 0 
Sony 2 3 . 2 2 2 . 8 2 0 . 4 1 6 . 0 
T e c h n i c s 2 . 1 2 . 2 4 . 7 4 . 0 
O t h e r s 1 4 . 0 1 6 . 9 1 2 . 8 2 0 . 0 
Do n o t own 1 7 . 8 1 4 . 0 2 0 . 1 1 2 . 0 


















































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































TABLE 4 . 1 1 . 1 . 5 . 3 
OWNERSHIP OF PERSONAL COMPUTERS BY SEX 
Male Fema le 
% % 
IBM 1 4 . 8 1 0 . 9 
A p p l e 1 1 . 7 6 . 0 
NEC 0 . 9 1 . 0 
NCR 0 . 5 0 . 5 
H e w l e t t - P a c k a r d 0 . 2 0 . 5 
Compaq 0 . 8 0 . 4 
Sigma 0 . 6 0 . 3 
O t h e r s 7 . 5 5 . 8 
Do n o t own 6 3 . 1 7 4 . 6 
T o t a l : 1 0 0 . 0 1 0 0 . 0 
TABLE 4 . 1 1 . 1 . 6 . 2 
OWNERSHIP OF PERSONAL COMPUTERS BY AGE 
1 5 - 1 9 2 0 - 2 4 2 5 - 2 9 3 0 - 3 4 3 5 - 4 0 
% % % % % 
IBM 1 7 . 3 1 0 . 1 1 3 . 7 1 0 . 3 1 5 . 4 
A p p l e 1 5 . 4 9 . 1 5 . 0 6 . 5 9 . 6 
NEC 1 . 4 1 . 0 0 . 7 0 . 5 1 . 5 
NCR 0 . 5 0 . 6 0 . 5 0 . 0 0 . 7 
H e w l e t t - P a c k a r d 0 . 0 0 . 2 0 . 5 0 . 5 0.7 
Compaq 0 . 0 0 . 8 0 . 5 0 . 0 1 . 5 
Sigma 0 . 5 0 . 2 1 . 0 0 . 0 0 . 0 
O t h e r s 2 . 4 6 . 2 7 . 7 1 0 . 9 5 . 1 
Do n o t own 6 2 . 5 7 1 . 9 7 0 . 4 7 1 . 2 6 5 . 4 
T o t a l 1 0 0 . 0 1 0 0 . 0 1 0 0 . 0 1 0 0 . 0 1 0 0 . 0 
TABLE 4 . 1 1 . 1 . 5 . 3 
OWNERSHIP OF PERSONAL COMPUTERS BY EDUCATIONAL LEVEL 
P r i m a r y S e c o n d a r y / Col l e g e / P o s t -
a nd b e l o w T . I . P o l y t e c h n i c U n i v e r s i t y g r a d u a t e 
% % % % % 
IBM 1 1 . 0 1 1 . 3 1 4 . 4 1 5 . 0 1 1 . 4 
A p p l e 2 . 6 7 . 8 1 0 . 4 1 0 . 8 1 1 . 4 
NEC 2 . 6 0 . 5 0 . 7 1 . 6 0 . 0 
NCR 1 . 3 0 . 6 0 . 4 0 . 0 0 . 0 
H e w l e t t - P a c k a r d 0 . 6 0 . 2 0 . 0 0 . 6 1 . 1 
Compaq 0 . 6 0 . 0 0 . 7 1 . 3 1 . 1 
S igma 0 . 0 0 . 2 1 . 5 0 . 0 1 . 1 
O t h e r s 1 . 3 3 . 2 1 0 . 0 1 0 . 2 1 5 . 9 
Do n o t own 8 0 . 0 7 6 . 3 6 1 . 9 6 0 . 5 5 8 . 0 
T o t a l 1 0 0 . 0 1 0 0 . 0 1 0 0 . 0 1 0 0 . 0 1 0 0 . 0 
TABLE 4 . 1 1 . 1 . 6 . 4 
OWNERSHIP OF PERSONAL COMPUTERS BY MARITAL STATUS 
M a r r i e d M a r r i e d 
S i n g l e w /o c h i l d r e n w/ c h i l d r e n D i v o r c e d 
% % % % 
IBM 1 2 . 5 1 3 . 2 1 3 . 0 1 1 . 1 
A p p l e 9 . 7 5 . 3 7 . 2 3 . 7 
NEC 0 . 9 0 . 0 1 . 6 0 . 0 
NCR 0 . 3 0 . 7 1 . 0 0 . 0 
H e w l e t t - P a c k a r d 0 . 2 0 . 7 0 . 7 0 . 0 
Compaq 0 . 5 0 . 7 0 . 7 0 . 0 
S igma 0 . 5 0 . 0 0 . 0 3 . 7 
O t h e r s 6 . 9 9 . 2 4 . 2 7 . 4 
Do n o t own 6 8 . 4 7 0 . 4 7 1 . 7 7 4 . 1 









































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































TABLE 4 . 1 1 . 1 . 5 . 3 
OWNERSHIP OF AUTOMOBILES BY SEX 
Male Fema le 
% % 
F o r d 1 . 2 0 . 4 
Honda 2 . 6 1 . 6 
Mazada 2 . 0 0 . 2 
M i t s u b i s h i 1 . 5 1 . 0 
N i s s a n / D a t s u n 0 . 5 0 . 7 
BMW 2 . 2 3 . 2 
T o y o t a 3 . 9 2 . 9 
M e r c e d e s Benz 0 . 8 1 . 1 
S u b a r u 0 . 0 0 . 4 
S u z u k i 0 . 3 0 . 2 
O t h e r s 2 . 2 1 . 7 
Do n o t own 8 2 . 8 8 6 . 4 
T o t a l : 1 0 0 . 0 1 0 0 . 0 
TABLE 4 . 1 1 . 1 . 7 . 2 
OWNERSHIP OF AUTOMOBILES BY AGE 
15 - 19 20 - 24 25 - 29 30 - 34 35 - 40 
% % % % % 
F o r d 0 . 5 0 . 8 1 . 3 0 . 0 0 . 7 
H o n d a 1 . 0 1 . 0 3 . 5 3 . 7 1 . 5 
M a z d a 0 . 0 0 . 6 , 1 . 5 1 . 1 3 . 0 
M i t s u b i s h i 0 . 5 0 . 8 1 . 3 2 . 7 2.2 
N i s s a n / D a t s u n 0 . 0 0 . 2 1 . 5 0 . 5 0 . 7 
B M W 1 . 9 0 . 6 3 . 8 4 . 8 6 . 7 
T o y o t a 1 . 0 1 . 4 4 . 8 6 . 4 6 . 0 
M e r c e d e s B e n z 0 . 5 0 . 8 0 . 8 1 . 6 2 . 2 
S u b a r u 0 . 0 0 . 2 0 . 3 0 . 5 0 . 0 
S u z u k i 0 . 0 0 . 2 0 . 5 0 . 5 0 . 0 
O t h e r s 1 . 9 0 . 8 1 . 8 4 . 3 3 . 7 
D o n o t o w n 9 2 . 8 9 2 . 9 7 9 . 2 7 3 . 8 7 3 . 1 
T o t a l : 1 0 0 . 0 1 0 0 . 0 1 0 0 . 0 1 0 0 . 0 1 0 0 . 0 
TABLE 4 . 1 1 . 1 . 5 . 3 
OWNERSHIP OF AUTOMOBILES BY EDUCATIONAL LEVEL 
P r i m a r y S e c o n d a r y / Col l e g e / P o s t -
a & b e l o w T . I . P o l y t e c h n i c U n i v e r s i t y p o g r a d u a t e 
% % % % % 
Ford 0 . 0 1 . 0 0 . 7 1 . 0 0 . 0 
Honda 1 . 3 0 . 7 1 . 5 4 . 1 7 . 8 
Mazda 0 . 0 0 . 5 0 . 4 2 . 2 4 . 4 
M i t s u b i s h i 1 . 3 1 . 3 1 . 1 1 . 0 2 . 2 
N i s s a n / D a t s u n 0 . 0 0 . 2 0 . 4 1 . 3 3 . 3 
BMW 1 . 9 2 . 3 2 . 6 3 . 8 4 .A 
T o y o t a 1 . 3 4 . 4 3 . 0 2 . 2 4 . 4 
M e r c e d e s Benz 0 . 6 1 . 1 0 . 4 1 . 6 0 . 0 
S u b a r u 0 . 0 0 . 2 0 . 4 0 . 3 0 . 0 
Suzuk i 0 . 6 0 . 3 0 . 4 0 . 0 0 . 0 
O t h e r s 1 . 3 1 . 5 1 . 9 1 . 9 6 . 7 
Do n o t own 9 1 . 8 8 6 . 7 8 7 . 3 8 0 . 6 6 6 . 7 
T o t a l : 1 0 0 . 0 1 0 0 . 0 1 0 0 . 0 1 0 0 . 0 1 0 0 . 0 
TABLE 4 . 1 1 . 1 . 7 . 4 
OWNERSHIP OF AUTOMOBILES BY MARITAL STATUS 
M a r r i e d M a r r i e d 
S i n g l e w/o c h i l d r e n w/ c h i l d r e n D i v o r c e d 
% % % % 
Ford 0 . 6 1 . 3 1 . 0 0 . 0 
Honda 2 . 2 2 . 7 1 . 6 0 . 0 
Mazda 0 . 9 2 . 7 0 . 6 0 . 0 
M i t s u b i s h i 0 . 9 1 . 3 2 . 3 0 . 0 
N i s s a n / D a t s u n 0 . 4 1 . 3 1 . 0 0 . 0 
BMW 2 . 0 5 . 4 3 . 5 6 . 9 
T o y o t a 2 . 3 4 . 7 5 . 8 3 . 4 
M e r c e d e s Benz 0 . 6 2 . 0 1 . 6 0 . 0 
S u b a r u 0 . 2 0 . 0 0 . 3 0 . 0 
Suzuk i 0 . 1 0 . 0 1 . 0 0 . 0 
O t h e r s 1 . 0 4 . 0 3 . 5 3 . 4 
Do n o t own 8 8 . 6 7 4 . 5 7 7 . 8 8 6 . 2 


































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































TABLE 4 . 1 1 . 1 . 5 . 3 
OWNERSHIP OF TELEVISION SETS BY SEX 
Male Fema le 
% % 
Gold S t a r 0 . 6 0 . 3 
H i t a c h i 1 9 . 7 2 3 . 7 
N a t i o n a l 1 5 . 7 1 5 . 1 
P h i l i p s 9 . 8 9 . 7 
Samsung 0 . 2 0 . 8 
Sanyo 1 . 6 3 . 3 
S h a r p 6 . 6 5 . 3 
Sony 9 . 6 6 . 2 
T e l e f u n k e n 2 . 7 2 . 2 
T o s h i b a 1 2 . 2 1 1 . 6 
O t h e r s 1 4 . 8 1 5 . 6 
Do n o t own 6 . 4 6 . 4 
T o t a l 1 0 0 . 0 1 0 0 . 0 
TABLE 4 . 1 1 . 1 . 8 . 2 
OWNERSHIP OF TELEVISION SETS BY AGE 
1 5 - 1 9 2 0 - 2 4 2 5 - 2 9 3 0 - 3 4 3 5 - 4 0 
% < y y o/ o/ 
/o /o /o /o 
Gold S t a r 0 . 5 0 . 4 0 . 8 0 . 0 0 . 0 
H i t a c h i 2 6 . 9 2 3 . 5 1 8 . 7 2 2 . 1 1 7 . 1 
N a t i o n a l 1 3 . 9 1 4 . 5 1 6 . 4 1 6 . 6 1 6 . 3 
p h i l i p s 1 2 . 0 7 . 4 1 0 . 0 1 1 . 6 1 1 . 4 
Samsung 0 . 5 0 . 6 0 . 8 0 . 0 0 . 0 
Sanyo 2 . 4 2 . 0 2 . 3 2 . 8 5 . 7 
S h a r p 3 . 8 6 . 4 6 . 4 6 . 1 4 . 9 
Sony 6 . 3 5 . 8 9 . 7 6 . 6 1 3 . 0 
T e l e f u n k e n 2 . 4 2 . 6 2 . 6 3 . 3 0 . 0 
T o s h i b a 5 . 8 1 2 . 3 1 3 . 3 1 4 . 9 1 1 . 4 
O t h e r s 1 7 . 3 1 5 . 1 1 3 . 8 1 2 . 7 2 0 . 3 
Do n o t own 8 . 2 9 . 3 5 . 4 3 . 3 0 . 0 
T o t a l 1 0 0 . 0 1 0 0 . 0 1 0 0 . 0 1 0 0 . 0 1 0 0 . 0 
TABLE 4 . 1 1 . 1 . 5 . 3 
OWNERSHIP OF TELEVISION SETS BY EDUCATIONAL LEVEL 
P r i m a r y S e c o n d a r y / Col l e g e / P o s t -
a nd b e l o w T . I . P o l y t e c h n i c U n i v e r s i t y g r a d u a t e 
% % % % % 
Gold S t a r 0 . 0 0 . 8 0 . 4 0 . 0 0 . 0 
H i t a c h i 2 5 . 6 2 1 . 2 2 2 . 4 2 1 . 3 2 0 . 9 
N a t i o n a l 1 5 . 6 1 4 . 1 1 7 . 5 1 6 . 6 1 2 . 8 
P h i l i p s 7 . 5 9 . 8 1 2 . 7 8 . 1 9 . 3 
Samsung 0 . 0 0 . 7 0 . 7 0 . 3 0 . 0 
Sanyo 4 . 4 3 . 2 1 . 9 1 . 7 0 . 0 
S h a r p 2 . 5 6 . 8 5 . 6 5 . 1 9 . 3 
Sony 7 . 5 8 . 3 6 . 7 7 . 1 9 . 3 
T e l e f u n k e n 2 . 5 2 . 5 2 . 6 2 . 4 1 . 2 
T o s h i b a 9 . 4 1 3 . 6 7 . 5 1 3 . 2 1 4 . 0 
O t h e r s 1 7 . 5 1 4 . 1 1 7 . 5 1 4 . 2 1 5 . 1 
Do n o t own 7 . 5 4 . 9 4 . 5 1 0 . 1 8 . 1 
T o t a l 1 0 0 . 0 1 0 0 . 0 1 0 0 . 0 1 0 0 . 0 1 0 0 . 0 
TABLE 4 . 1 1 . 1 . 8 . 4 
OWNERSHIP OF TELEVISION SETS BY MARITAL STATUS 
M a r r i e d M a r r i e d 
S i n g l e w/o c h i l d r e n w/ c h i l d r e n D i v o r c e d 
% % % % 
Gold S t a r 0 . 4 0 . 7 0 . 3 0 . 0 
H i t a c h i 2 2 . 5 1 9 . 3 2 2 . 0 1 4 . 8 
N a t i o n a l 1 5 . 2 1 5 . 9 1 4 . 5 2 5 . 9 
P h i l i p s 9 . 3 7 . 6 1 2 . 2 7 . 4 
Samsung 0 . 4 2 . 1 0 . 0 0 . 0 
Sanyo 2 . 4 2 . 8 3 . 4 0 . 0 
S h a r p 6 . 2 2 . 1 7 . 1 0 . 0 
Sony 7 . 4 1 1 . 0 6 . 4 1 4 . 8 
T e l e f u n k e n 2 . 9 0 . 7 2 . 0 0 . 0 
T o s h i b a 1 0 . 3 2 2 . 1 1 2 . 2 7 . 4 
O t h e r s 1A.6 1 5 . 9 1 6 . 6 1 8 . 5 
Do n o t own 8 . 3 0 . 0 3 . 4 1 1 . 1 













































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































TABLE 4 . 1 1 . 2 . 1 
FREQUENCY TABLE OF MILK PRODUCTS 
FREQUENCY % 
1 Du t ch Lady 81 5 . 6 
2 D a i r y Farm 625 4 3 . 1 
3 Kowloon D a i r y 452 3 1 . 2 
4 Ancho r 31 2 . 1 
5 C a r n a t i o n 54 3 . 7 
6 O t h e r s 80 5 . 5 
7 Do n o t consume 127 8 . 8 
1450 1 0 0 . 0 
TABLE 4 . 1 1 . 2 . 2 
FREQUENCY TABLE OF MILK PRODUCTS BY DIFFERENT DEMOGRAPHIC CHARACTERISTICS (%) 
M F 
Du t ch Lady 7 . 1 4 . 3 
D a i r y Farm 4 2 . 3 4 3 . 2 
Kowloon D a i r y 2 7 . 9 3 3 . 5 
Ancho r 1 . 9 2 . 3 
C a r n a t i o n 3 . 3 4 . 1 
O t h e r s 6 . 5 5 . 7 
Do n o t consume 1 1 . 0 6 . 9 
100.0 100.0 
15 - 19 20 - 24 25 - 29 30 - 34 35 - 40 
Du t ch Lady 6 . 9 4 . 7 5 . 0 7 . 4 5 . 8 
D a i r y Farm 5 2 . 8 4 5 . 7 4 1 . 3 3 4 . 9 3 2 . 4 
Kowloon D a i r y 2 5 . 2 3 2 . 2 3 1 . 8 3 0 . 7 3 3 . 8 
Anchor 2 . 8 1 . 2 2 . 3 2 . 6 3 . 6 
C a r n a t i o n 1 . 8 2 . 5 2 . 8 7 . 9 7 . 9 
O t h e r s 4 . 1 5 . 1 7 . 6 5 . 8 8 . 6 
Do n o t consume 6 . 4 8 . 6 9 . 2 1 0 . 7 7 . 9 
100.0 100.0 100.0 100.0 100.0 
米 PRIM SCH SEC SCH COL/POLY UNIV POSTGRAD 
Dutch Lady 4 . 9 4 . 2 5 . 5 7.7 8 . 5 
D a i r y Farm 4 3 . 2 4 4 . 0 4 6 . 2 3 9 . 2 3 7 . 2 
Kowloon D a i r y 3 5 . 2 3 1 . 5 3 0 . 2 2 9 . 6 2 7 . 7 
Anchor 0.6 1 . 9 2 . 5 2 . 3 4 . 3 
C a r n a t i o n 3 . 1 3 . 6 3 . 3 4 . 5 4 . 3 
O t h e r s 4 . 9 5 . 7 6 . 2 5 . 8 1 0 . 6 
Do n o t consume 8 . 0 9 . 1 6 . 2 1 0 . 9 7 . 4 




































































































































































































































































































































































































































































































































































































































































TABLE 4 . 1 1 . 2 . 3 
FREQUENCY TABLE OF NOURISHING DRINKS 
FREQUENCY % 
1 H o r l i c k s 493 3 3 . 8 
2 M i l o 182 1 2 . 5 
3 Oval t i n e 325 2 2 . 3 
4 O t h e r s 109 7 . 5 
5 Do n o t consume 350 2 3 . 9 
1459 1 0 0 . 0 
TABLE 4 . 1 1 . 2 . 4 
FREQUENCY TABLE OF NOURISHING DRINKS BY DIFFERENT DEMOGRAPHIC CHARACTERISTICS (%) 
M F 
H o r l i c k s 3 0 . 8 3 6 . 1 
M i l o 11 . 1 1 3 . 5 
Oval t i n e 2 4 . 0 2 0 . 9 
O t h e r s 7 . 2 7 . 8 
Do n o t consume 2 6 . 9 2 1 . 7 
100.0 100.0 
15 - 19 20 - 24 25 - 29 30 - 34 35 - 40 
H o r l i c k s 3 4 . 1 3 7 . 9 3 0 . 8 3 1 . 2 2 9 . 9 
M i l o 2 1 . 3 1 2 . 7 1 0 . 9 4 . 2 1 3 . 9 
Ova 11 i ne 1 8 . 5 2 0 . 8 2 5 . 3 2 2 . 8 2 4 . 1 
O t h e r s 5 . 2 8 . 3 7 . 7 6 . 3 9 . 5 
Do n o t consume 2 0 . 9 2 0 . 3 2 5 . 3 3 5 . 5 2 2 . 6 
100.0 100.0 100.0 100.0 100.0 
PRIM SCH SEC SCH COL/POLY UNIV POSTGRAD 
H o r l i c k s 3 4 . 8 3 3 . 1 3 8 . 4 3 1 . 3 3 0 . 9 
M i l o 2 0 . 5 1 2 . 7 1 0 . 9 1 1 . 1 6 . 4 
Ova 11 i ne 1 9 . 9 2 4 . 8 1 6 . 3 2 3 . 4 2 3 . 4 
O t h e r s 6 . 8 8 . 2 6 . 5 8 . 2 5 . 3 
Do n o t consume 1 8 . 0 2 1 . 2 2 7 . 9 2 6 . 0 3 4 . 0 

















































































































































































































































































































































































































































































































TABLE 4 . 1 1 . 2 . 5 
FREQUENCY TABLE OF INSTANT COFFEE 
FREQUENCY % 
1 J a c o b ' s R o y a l e 16 1 . 1 
2 T a s t e r ' s C h o i c e 19 1 . 3 
3 M i l i t t a F i l t e r C o f f e e 27 1 . 8 
4 Maxwel l House 77 5 . 2 
5 N e s c a f e 634 4 2 . 6 
6 O t h e r s 8 0 . 5 
7 Do n o t consume 706 4 7 . 3 
1487 1 0 0 . 0 
TABLE 4 . 1 1 . 2 . 6 
FREQUENCY TABLE OF INSTANT COFFEE BY DIFFERENT DEMOGRAPHIC CHARACTERISTICS (%) 
咪 M … 」 
J a c o b ' s R o y a l e 1 . 2 1 . 0 
T a s t e r ' s C h o i c e 1 . 8 0 . 8 
M i l i t t a F i I t e r C o f f e e 2 . 0 1 . 7 
Maxwel l House 5 . 9 4 . 6 
N e s c a f e 4 3 . 7 4 1 . 7 
O t h e r s 0 . 8 0 . 5 
Do n o t consume 4 4 . 6 4 9 . 7 
100.0 100.0 
f 15 - 19 20 - 24 25 - 29 30 - 34 35 - 40 
J a c o b ' s R o y a l e 1 . 8 1 . 3 0 . 5 0 . 5 1 . 4 
T a s t e r ' s C h o i c e 0 1 . 1 1 . 2 1 . 6 3 . 5 
M i l i t t a F i l t e r C o f f e e 0 . 9 1 . 7 2 . 2 2 . 1 2 . 1 
Maxwel l House 5 . 5 6 . 2 3 . 4 6 . 3 4 . 3 
N e s c a f e 4 8 . 4 4 0 . 3 4 2 . 3 4 1 . 6 4 4 . 7 
O t h e r s 0 . 5 0 . 6 0 . 4 1 . 1 0 . 7 
Do n o t consume A2 .9 4 8 . 8 4 9 . 9 4 6 . 8 4 3 . 3 
100.0 100.0 100.0 100.0 100.0 
来 PRIM SCH SEC SCH COL/POLY UNIV POSTGRAD 
J a c o b ' s R o y a l e 3 . 0 1 . 0 0 1 . 6 0 
T a s t e r ' s C h o i c e 1 . 2 0 . 8 0 . 7 1 . 9 4 . 3 
M i l i t t a F i l t e r C o f f e e 0 . 6 2 . 1 1 . 1 2.2 3 . 2 
Maxwel l House 6 . 6 4 . 5 6 . 4 5 . 0 4 . 3 
N e s c a f e 4 4 . 9 4 3 . 9 4 1 . 3 4 0 . 3 4 1 . 5 
O t h e r s 0 . 6 0 . 4 0 . 4 0 . 9 2 . 1 
Do n o t consume 4 3 . 1 4 7 . 5 5 0 . 2 4 8 . 1 4 4 . 7 
























































































































































































































































































































































































































































































































































































































































































TABLE 4 . 1 1 . 2 . 7 
FREQUENCY TABLE OF BEER 
FREQUENCY % 
1 B u d w e i s e r 1A 1 . 0 
2 C a r l s b e r g 303 2 2 . 1 
3 T s i n g Tao 55 4 . 0 
4 P a b s t 86 6 . 3 
5 Dab 3 0 . 2 
6 San Migue l 285 2 0 . 7 
7 Lowenb rau 34 2 . 5 
8 S c h i l t z 2 0 . 1 
9 O t h e r s 60 4 . 4 
10 Do n o t consume 532 3 8 . 7 
1374 1 0 0 . 0 
TABLE 4 . 1 1 . 2 . 8 
FREQUENCY TABLE OF BEER BY DIFFERENT DEMOGRAPHIC CHARACTERISTICS (%) 
M F 
B u d w e i s e r 1 . 7 0 . 5 
C a r l s b e r g 2 9 . 1 1 6 . 7 
T s i n g Tao 4 . 5 3 . 6 
P a b s t 6 . 9 5 . 8 
Dab 0 . 5 0 . 0 
San Migue l 2 1 . 7 2 0 . 0 
Lowenbrau 3 . 5 1 . 7 
S c h i l t z 0 . 0 0 . 3 
O t h e r s 6 . 6 2 . 7 
Do n o t consume 2 5 . 5 4 8 . 7 
100.0 100.0 
15 - 19 20 - 24 25 - 29 30 - 34 35 - 40 
B u d w e i s e r 1 . 5 0 . 8 1 . 3 0 . 6 0 . 8 
C a r l s b e r g 1 3 . 2 2 7 . 8 2 1 . 6 2 2 . 5 1 4 . 7 
T s i n g Tao 2 . 4 2 . 2 5 . 4 6 . 5 6 . 2 
P a b s t 3 . 4 4 . 6 7 . 0 8 . 9 1 1 . 6 
Dab 0 . 5 0 . 2 0 . 3 0 . 0 0 . 0 
S a n M i g u e l 2 1 . 0 1 9 . 4 1 7 . 0 2 4 . 3 3 1 . 8 
Lowenb rau 1 - 0 2 . 2 2 . 4 4 . 1 3 . 9 
S c h i l t z 0 . 0 0 . 0 0 . 3 0 . 6 0 . 0 
O t h e r s 2 . 0 5 . 4 5 . 4 2 . 4 3 . 9 
Do n o t consume 5 5 . 0 3 7 . 4 3 9 . 3 3 0 . 1 2 7 . 1 
100.0 100.0 100.0 100.0 100.0 
伞 PRIM SCH SEC SCH COL/POLY UNIV POSTGRAD 
B u d w e i s e r 0 . 7 0 . 7 1 . 5 1 . 0 2 . 4 
C a r l s b e r g 1 5 . 2 1 9 . 6 2 0 . 9 3 2 . 3 1 9 . 3 
T s i n g Tao 4 . 6 4 . 0 2 . 6 2 . 7 1 2 . 0 
P a b s t 7 . 3 7 . 2 6 . 3 4 . 8 2 . 4 
Dab 0 . 0 0 . 3 0 . 4 0 . 0 0 . 0 
San M i g u e l 2 7 . 8 2 3 . 4 1 5 . 3 1 7 . 9 1 6 . 9 
Lowenb r au 2 . 0 1 . 5 3 . 0 3 . 1 6 . 0 
S c h i l t z 0 . 0 0 . 3 0 . 0 0 . 0 0 . 0 
O t h e r s 5 . 3 3 . 3 3 . 4 4 . 5 1 3 . 3 
Do n o t c on sume 3 7 . 1 3 9 . 7 4 6 . 6 3 3 . 7 2 7 . 7 
100.0 100.0 100.0 100.0 100.0 
M a r r i e d w /o M a r r i e d w/ 
S i n g l e c h i l d r e n c h i l d r e n D i v o r c e d 
B‘」dweise「 1 . 2 1 . 5 0 . 3 0 . 0 
C a r l s b e r g 2 3 . 9 2 1 . 9 1 7 . 4 1 0 . 7 
T s i n g Tao 2 . 7 6 . 6 5 . 8 1 4 . 3 
P a b s t 4 . 7 5 . 1 1 1 . 3 1 0 . 7 
Dab 0 . 2 G.O 0 . 3 0 . 0 
San M igue l 1 7 . 8 2 5 . 5 2 7 . 3 2 5 . 0 
Lowenb r au 2 . 3 7 . 3 0 . 7 3 . 6 
S c h i l t z 0 . 1 0 . 0 0 . 3 0 . 0 
O t h e r s 5 . 0 2 . 9 3 . 5 3 . 6 
Do n o t c o n s u m e 4 2 . 1 2 9 . 2 3 3 . 1 3 2 . 1 














































































































































































































































































































































































































































































































TABLE 4 . 1 1 . 2 . 9 
FREQUENCY TABLE OF COLA 
FREQUENCY % 
1 Coca Co l a 1282 8 8 . 5 
2 W a t s o n ' s S u p e r Co l a 6 0 . 4 
3 P e p s i C o l a 90 6 . 2 
4 O t h e r s 17 1 . 2 
5 Do n o t consume 53 3 . 7 
1448 1 0 0 . 0 
TABLE 4 . 1 1 . 2 . 1 0 
FREQUENCY TABLE OF COLA BY DIFFERENT DEMOGRAPHIC CHARACTERISTICS (%) 
M F 
Coca C o l a 8 7 . 5 8 9 . 2 
W a t s o n ' s S u p e r Co la 0 . 6 0 . 2 
P e p s i Co La 8 . 2 4 . 7 
O t h e r s 1 . 0 1 . 5 
Do n o t consume 2 . 7 4 . 4 
100.0 100.0 
未 15 - 19 20 - 24 25 - 29 30 - 34 35 - 40 
Coca Co l a 8 8 . 0 8 9 . 7 8 9 . 3 8 7 . 1 8 3 . 3 
W a t s o n ' s S u p e r Co la 0 . 5 0 . 2 0 . 2 1 . 1 0.7 
Reps i Co l a 9 . 1 5 . 0 5 . 0 8 . 1 7 . 3 
O t h e r s 1 . 0 1 - 2 1 - 5 1 . 6 U 
Do n o t consume 1 . 4 3 . 9 4 . 0 2 . 2 7 . 3 
100.0 100.0 100.0 100.0 100.0 
PRIM SCH SEC SCH COL/POLY UNIV POSTGRAD 
Coca Co l a 8 6 . 1 8 8 . 0 8 8 . 2 9 1 . 7 8 4 . 4 
W a t s o n ' s S u p e r Co l a 0 0 . 5 0 0 . 6 1 . 1 
P e p s i Co l a 7 . 6 6 . 5 6 . 3 4 . 2 8 . 9 
O t h e r s 1 . 3 1 . 5 1 . 1 1 . 3 1 . 1 
Do n o t consume 5 . 1 3 . 6 A .4 2 . 2 4 . 4 































































































































































































































































































































































































































































































































































TABLE 4 . 1 1 . 2 . 1 1 
FREQUEBCY TABLE OF NON-CARBONATED SOFT DRINKS - NON COLA 
FREQUENCY % 
1 P o k k a 100 7 . 1 
2 Y e o ' o 231 1 6 . 4 
3 V8 F r u i t J u i c e 75 5 . 3 
4 P a c i f i c O r c h a r d 4 0 . 3 
5 W e l c h ' s G r a p e J u i c e 2 2 8 1 6 . 1 
6 D e l M o n t e P i n e a p l l e J u i c e 25 1 . 8 
7 C r y s t a l S p r i n g Lemon Tea 3 2 5 2 3 . 0 
8 O t h e r s 152 1 0 . 8 
9 Do n o t c o n s u m e 234 1 6 . 5 
10 V i t a 29 2 . 1 
11 Hi - C 9 0 . 6 
1412 1 0 0 . 0 
TABLE 4 . 1 1 . 2 . 1 2 
FREQUENCY TABLE OF N O N - C A R B O N A T E D SOFT DRINKS - NON-COLA BY DIFFERENT DEMOGRAPHIC CHARACTERISTICS (%) 
M F 
P o k k a 6 . 6 7 . 5 
Y e o ' o 2 1 . 3 1 2 . 3 
V8 F r u i t J u i c e 4 . 4 6 . 0 
P a c i f i c O r c h a r d 0 . 3 0 . 3 
W e l c h ' s G r a p e J u i c e 1 3 . 9 1 8 . 0 
De l M o n t e P i n e a p L l e J u i c e 1 . 3 2 . 2 
C r y s t a l S p r i n g Lemon Tea 2 2 . 2 2 3 . 7 
O t h e r s 1 0 . 3 1 1 . 2 
Do n o t c o n s u m e 1 6 . 4 1 6 . 7 
V i t a 2 . 7 1 . 5 
Hi - C 0 . 6 0 . 6 
100.0 100.0 
15 - 19 20 - 24 25 - 2 9 3 0 - 3 4 35 - AO 
P o k k a 8 . 7 7 . 5 6 . 2 8 . 9 3 . 0 
Y e o ' o 1 3 . 6 1 3 . 3 1 8 . 0 1 7 . 9 2 5 . 4 
V8 F r u i t J u i c e 2 . 4 5 . 0 7 . 0 6 . 1 5 . 2 
P a c i f i c O r c h a r d 0 . 5 0 . 4 0 . 0 0 . 6 0 . 0 
W e l c h ' s G r a p e J u i c e 1 2 . 6 1 4 . 7 1 8 . 6 1 7 . 3 1 8 . 7 
De l M o n t e P i n e a p L l e J u i c e 0 . 5 2 . 2 1 . 8 0 . 6 3 . 7 
C r y s t a l S p r i n g Lemon Tea 3 7 . 4 2 5 . 9 1 9 . 1 1 4 . 0 1 3 . 4 
O t h e r s 5 . 3 1 3 . 5 1 1 . 1 1 1 . 2 7 . 5 
Do n o t c o n s u m e 1 7 . 5 1 3 . 3 1 5 . 3 2 1 . 7 2 3 . 1 
V i t a 0 . 5 3 . 2 2 . 6 1 . 1 0 . 0 
Hi - c 1 . 0 1 . 0 0 . 3 0 . 6 0 . 0 
100.0 100.0 100.0 100.0 100.0 
伞 PRIM SCH SEC SCH COL/POLY UNIV POSTGRAD 
Pokka 5 . 7 8 . 9 8 . 0 4 . 2 4 . 6 
Y e o ' o 2 1 . 7 1 8 . 5 1 7 . 9 1 0 . 0 1 0 . 3 
V8 F r u i t J u i c e 5 . 1 4 . 9 4 . 6 5 . 5 1 0 . 3 
P a c i f i c O r c h a r d 0 . 6 0 . 0 0 . 4 0 . 3 1 . 1 
W e l c h ' s G r a p e J u i c e 1 4 . 6 1 7 . 1 1 7 . 9 14 . 1 1 3 . 8 
Del Monte P i n e a p l l e J u i c e 3 . 2 1 . 0 2 . 7 1 . 9 1 . 1 
C r y s t a l S p r i n g Lemon Tea 2 8 . 0 2 2 . 5 2 1 . 4 2 4 . 1 1 8 . 4 
O t h e r s 8 . 9 7 . 9 9 . 2 1 5 . 8 2 0 . 7 
Do n o t consume 1 1 . 6 1 6 . 5 1 6 . 0 1 9 . 6 1 7 . 4 
V i t a 0 . 6 1 . 7 1 . 1 4 . 2 2 . 3 
Hi - C 0 . 0 1 . 0 0 . 8 0 . 3 0 . 0 
100 .0 100 .0 100 .0 100 .0 100 .0 
M a r r i e d w/o M a r r i e d w/ 
S i n g l e c h i l d r e n c h i l d r e n D i v o r c e d 
Pokka 8 . 0 6 . 8 4 . 6 7 . 1 
Y e o ' o 1 4 . 3 1 6 . 9 2 2 . 2 1 7 . 9 
V8 F r u i t J u i c e 5 . 1 5 . 4 6 . 2 3 . 6 
P a c i f i c O r c h a r d 0 . 3 0 . 0 0 . 3 0 . 0 
W e l c h ' s G r ape J u i c e 1 5 . 2 1 6 . 2 1 8 . 6 2 1 . 4 
Del Monte P i n e a p l I e J u i c e 1 . 5 0 . 7 2 . 9 3 . 6 
C r y s t a l S p r i n g Lemon Tea 2 6 . 1 1 5 . 5 18 . 0 1 4 . 3 
O t h e r s 1 0 . 8 1 2 . 2 9 . 2 1 4 . 3 
Do n o t consume 1 5 . 3 2 3 . 6 1 7 . 0 1 7 . 8 
V i t a 2 . 6 2 . 7 0 . 3 0 . 0 
H i - C 0 . 8 0 . 0 0 . 7 0 . 0 














































































































































































































































































































































































































































































































































































TABLE 4.11.1 .5 .1 
FREQUEBCY TABLE OF CARBONATED SOFT DRINKS - NON COLA 
FREQUENCY % 
1 S u n k i s t 280 2 0 . 6 
2 S c h u e p p e s 223 1 6 . 4 
3 F a n t a 67 4 . 9 
4 S e v e n - u p 300 2 2 . 1 
5 S p r i t 254 1 8 . 8 
6 S a r s e a 8 7 6 . 4 
7 O t h e r s 29 2 . 1 
8 Do n o t consume 119 8 . 7 
1359 1 0 0 . 0 
TABLE 4 . 1 1 . 2 . 1 4 
FREQUENCY TABLE OF CARBONATED SOFT DRINKS - NON-COLA BY DIFFERENT DEMOGRAPHIC CHARACTERISTICS (%) 
卡 M F 
S u n k i s t 2 1 . 3 2 0 . 1 
Schweppe s 1 5 . 8 1 6 . 9 
F a n t a 4 . 7 0 . 1 
S e v e n - u p 2 1 . 3 2 2 . 7 
S p r i t 1 9 . 8 1 7 . 8 
S a r s e a 7 . 0 5 . 9 
O t h e r s 2 . 5 1 . 9 
Do n o t consume 7 . 8 9 . 5 
100.0 100.0 
15 - 19 20 - 24 25 - 29 30 - 34 35 - 40 
S u n k i s t 1 7 . 2 2 5 . 6 2 1 . 6 1 3 . 3 1 3 . 8 
S chweppe s 1 3 . 6 1 6 . 0 1 8 . 0 1 5 . 6 1 8 . 5 
F a n t a 12 . 1 A.5 3 . 3 0 . 6 6 . 2 
S e v e n - u p 1 5 . 2 2 0 . 9 2 3 . 2 2 7 . 2 2 6 . 9 
S p r i t 2 9 . 8 2 0 . 3 1 2 . 6 1 6 . 2 1 6 . 2 
S a r s e a 4 . 5 4 . 1 7 . 7 1 1 . 6 7 . 7 
O t h e r s 3 . 0 2 . 6 1 . 9 1 . 7 0 . 8 
Do n o t consume 4 . 6 6 . 0 1 1 . 7 1 3 . 8 9 . 9 
100.0 100.0 100.0 100.0 100.0 
伞 PRIM SCH SEC SCH COL/POLY UNIV POSTGRAD 
S u n k i s t 2 0 . 5 2 0 . 2 2 1 . 2 2 3 . 2 1 2 . 2 
S c h w e p p e s 1 6 . 0 1 8 . 3 1 7 . 7 1 1 . 4 1 7 . 1 
F a n t a 7 . 7 4 . 5 4 . 2 4 . 5 6 . 1 
S e v e n - u p 2 3 . 7 2 2 . 7 2 1 . 5 2 0 . 1 2 3 . 2 
S p r i t 2 2 . 4 1 7 . 5 1 6 . 9 2 1 . 8 1 4 . 6 
S a r s e a 2 . 6 7 . 3 5 . 8 6 . 2 9 . 8 
O t h e r s 2 . 6 1 . 0 2 . 7 3 . 4 3 . 7 
Do n o t c on sume 4 . 5 8 . 4 1 0 . 0 9 . 3 1 3 . 4 
100.0 100.0 100.0 100.0 100.0 
M a r r i e d w /o M a r r i e d w/ 
S i n g l e c h i l d r e n c h i l d r e n D i v o r c e d 
S u n k i s t 2 2 . 7 1 7 . 9 1 5 . 0 2 5 . 9 
S c h w e p p e s 1 5 . 0 2 2 . 9 1 8 . 0 1 1 . 1 
F a n t a 5 . 0 3 . 6 5 . 3 3 . 7 
S e v e n - u p 2 0 . 0 2 3 . 6 2 7 . 7 1 8 . 5 
S p r i t 2 0 . 3 1 1 . 4 1 5 . 7 3 7 . 0 
S a r s e a 6 . 6 6 . 4 6 . 3 0 . 0 
O t h e r s 2 . 4 1 . 3 2 . 3 0 . 0 
Do n o t c o n s u m e 8 . 0 1 2 . 9 9 . 7 3 . 8 





































































































































































































































































































































































































































SECTION X ( 3 ) 
TABLE 4 . 1 1 . 3 . 1 
FREQUENCY 
FREQ PERCENT % 
1 Camay 85 6 . 0 
2 Fa 93 6 . 6 
3 I m p e r i a l L e a t h e r 338 2 3 . 9 
4 Lux 296 2 0 . 3 
5 P a l m o l i v e 109 7 . 1 
6 Z e s t 235 1 6 . 6 
7 O t h e r s 192 1 3 . 6 
8 Do n o t consume 74 5 . 2 
T o t a l 1412 1 0 0 . 0 
TABLE 4 . 1 1 . 3 . 2 
FREQUENCY TABLE OF TOILET SOAP BY DEMOGRAPHIC CHARACTERISTICS 
BY SEX 
M a l e F e m a l e 
% % 
Camay 7 . 2 5 . 1 
Fa 6 . 2 6 . 9 
Im. L e a t h e r 2 9 . 8 2 0 . 2 
Lux 1 8 . 9 2 1 . 3 
P a l m o l i v e 4 . 3 1 0 . 5 
Z e s t 1 8 . 2 1 5 . 4 
O t h e r s 1 2 . 1 1 4 . 8 
Do n o t consume 4 . 3 6 . 0 
100.0 100.0 
By Age 
1 5 - 1 9 2 0 - 2 4 2 5 - 2 9 3 0 - 3 4 3 5 - 4 0 
% % % % % 
Camay 2 . 9 7 . 0 6 . 4 5 . 5 6 . 3 
Fa 9 . 3 6 . 8 6 . 2 3 . 3 7 . 0 
I m p e r i a l L e a t h e r 1 9 . 1 2 2 . 3 2 4 . 0 2 8 . 2 3 2 . 0 
Lux 2 3 . 0 1 7 . 6 1 9 . 1 2 3 . 8 2 5 . 0 
P a l m o l i v e 9 . 8 8 . 6 6 . 7 5 . 5 7 . 0 
Z e s t 1 8 . 1 1 8 . 8 1 7 . 0 1 2 . 7 1 0 . 2 
O t h e r s 1 4 . 2 1 5 . 7 1 3 . 1 1 2 . 7 7 . 0 
Do n o t consume 3 . 4 3 . 1 7 . 5 8 . 3 5 . 5 
100.0 100.0 100.0 100.0 100.0 
* By E d u c a t i o n 
P r i m a r y / S e c . S c h . C o l l e g e / U n i v e r - P o s t -
Below / T . I . P o l y t e c h . s i t y G r a d u a t e 
% % % % % 
Camay 4 . 4 5 . 6 4 . 9 8 . 2 7 . 5 
Fa 9 . 4 7 . 3 4 . 5 5 . 9 5 . 4 
I m p e r i a l L e a t h e r 2 3 . 3 2 3 . 0 2 4 . 6 2 1 . 1 38.7 
Lux 2 2 . 6 2 1 . 4 2 2 . 4 1 6 . 1 1 6 . 1 
P a l m o l i v e 9 . 4 7 . 3 9 . 3 7 . 2 4 . 3 
Z e s t 1 2 . 6 1 6 . 8 1 4 . 9 2 1 . 1 1 2 . 9 
O t h e r s 1 2 . 6 1 2 . 4 1 3 . 1 1 7 . 8 1 0 . 8 
Do n o t consume 5 . 7 6 . 1 6 . 3 2 . 6 4 . 3 
100.0 100.0 100.0 100.0 100.0 
By S t a t u s 
M a r r i e d M a r r i e d 
W i t h o u t Wi th 
S i n g l e C h i l d r e n C h i l d r e n D i v o r c e d 
% % % % 
Camay 5 . 7 8 . 6 5 . 0 1 4 . 3 
Fa 7 . 0 4 . 0 7 . 4 0 . 0 
I m p e r i a l L e a t h e r 2 2 . 9 2 7 . 8 2 5 . 4 2 1 . 4 
Lux 1 9 . 3 1 8 . 5 2 4 . 4 1 7 . 9 
P a l m o l i v e 8 . 0 6 . 0 7 . 4 1 0 . 7 
Z e s t 1 7 . 5 1 7 . 2 1 3 . 7 1 7 . 9 
O t h e r s 1 5 . 3 9 . 9 1 0 . 4 1 0 . 7 
Do n o t consume 4 . 4 7 . 9 6 . 4 7 . 1 
100.0 100.0 100.0 100.0 
* By Income 
$ 2 , 9 9 9 $ 3 , 0 0 0 - 5 , 0 0 0 - 7 , 0 0 0 - 9 , 0 0 0 - 1 1 , 0 0 0 - 1 3 , 0 0 0 - 1 5 , 0 0 0 
AND BELOW $ 4 , 9 9 9 6 , 9 9 9 8 , 9 9 9 1 0 , 9 9 9 1 2 , 9 9 9 1 4 , 9 9 9 AND ABOVE 
% % % % % % % % 
C a m a y 5 . 3 4 . 6 5 . 7 8 . 1 7 . 6 9 . 5 5 . 1 8 . 0 
Fa 8 . 1 8 . 1 5 . 0 7 . 5 4 . 8 4 . 8 2 . 6 3 . 6 
I m p e r i a l L e a t h e r 2 3 . 1 2 2 . 1 2 3 . 3 2 3 . 0 2 5 . 7 2 1 . 4 2 8 . 2 3 3 . 0 
Lux 2 0 . 3 2 1 . 3 2 1 . 0 1 9 . 9 1 9 . 0 1 4 . 3 2 0 . 5 1 8 . 8 
P a l m o l i v e 1 0 . 6 7 . 8 6 . 5 5 . 0 8 . 6 7 . 1 7 . 7 5 . 4 
Z e s t 1 7 . 5 1 7 . 3 1 6 . 0 1 8 . 0 1 3 . 3 1 4 . 3 1 2 . 8 1 7 . 0 
O t h e r s 1 2 . 5 1 3 . 5 1 4 . 9 1 1 . 2 1 9 . 0 2 1 . 4 1 5 . 4 8 . 9 
D o n o t c o n s u m e 2 . 5 5 . 4 7 . 6 7 . 5 1 . 9 7 . 1 7.7 5 . 4 
100.0 100.0 100.0 100.0 100.0 100.0 100.0 100.0 
TABLE 4 . 1 1 . 3 . 3 
FREQUENCY TABLE FOR TOOTHPASTE 
FREQ PERCENT % 
1 C o l g a t e 7 3 7 5 1 . 1 
2 A q u a f r e s h 12 0 . 8 
3 C r e s t 137 9 . 5 
4 O t h e r s 70 4 . 9 
5 D a r k i e 4 8 3 3 3 . 5 
6 Do n o t c o n s u m e 3 0 . 2 
T o t a l 1442 100 
TABLE 4 . 1 1 . 3 . 4 
FREQUENCY TABLE FOR TOOTHPASTE BY DEMOGRAPHIC CHARACTERISTICS 
* BY SEX By S t a t u s 
MALE FEMALE M a r r i e d M a r r i e d 
% % W i t h o u t Wi th 
S i n g l e C h i l d r e n C h i l d r e n D i v o r c e d 
A q u a f r e s h 0 . 9 0 . 7 % % % % 
C o l g a t e 4 9 . 0 5 2 . 8 
C r e s t 8 . 4 1 0 . 4 A q u a f r e s h 0 . 7 1 . 3 1 . 0 0 . 0 
D a r k i e 3 6 . 5 3 1 . 1 C o l g a t e 5 1 . 1 5 2 . 6 4 8 . 9 6 6 . 7 
O t h e r s 5 . 1 4 . 6 C r e s t 9 . 2 1 1 . 7 9 . 2 1 0 . 0 
Do n o t c o n s u m e 0 . 0 0 . 3 D a r k i e 3 4 . 6 2 9 . 2 3 3 . 7 2 0 . 0 
O t h e r s 4 . 2 5 . 2 6 . 7 3 . 3 
1 0 0 . 0 1 0 0 . 0 Do n o t c on sume 0 . 1 0 . 0 0 . 6 0 . 0 
100.0 100.0 100.0 100.0 
* BY AGE 
1 5 - 1 9 2 0 - 2 4 2 5 - 2 9 3 0 - 3 4 3 5 - 4 0 
% % % % % 
A q u a f r e s h 1 . 0 0 . 8 0 . 8 0 . 5 1 . 5 
C o l g a t e 5 7 . 1 5 0 . 0 4 9 . 9 5 2 . 7 4 7 . 4 
C r e s t 8 . 6 7 . 8 9 . 1 1 4 . 9 1 1 . 3 
D a r k i e 3 1 . 0 3 6 . 2 3 5 . 4 2 5 . 5 3 2 . 3 
O t h e r s 2 . 4 5 . 0 4 . 3 6 . 4 7 . 5 
Do n o t c o n s u m e 0 . 0 0 . 2 0 . 3 0 . 0 0 . 0 
100.0 100.0 100.0 100.0 100.0 
* By E d u c a t i o n 
P r i m a r y / S e c . S c h . C o l l e g e / U n i v e r - P o s t -
Below / T . I . P o l y t e c h . s i t y G r a d u a t e 
% % % % % 
A q u a f r e s h 0 . 0 0 . 7 0 . 7 1 . 6 1 . 1 
C o l g a t e 4 8 . 2 4 9 . 6 5 8 . 3 5 1 . 3 4 4 . 4 
C r e s t 3 . 7 8 . 2 8 . 9 1 1 . 3 2 4 . 4 
D a r k l e 4 1 . 5 3 8 . 9 2 6 . 9 2 9 . 7 1 5 . 6 
O t h e r s 6 . 1 2 . 6 4 . 8 5 . 8 1 4 . 4 
Do n o t consume 0 . 6 0 . 0 0 . 4 0 . 3 0 . 0 
100.0 100.0 100.0 100.0 100.0 
By Income 
$ 2 , 9 9 9 $ 3 , 0 0 0 - 5 , 0 0 0 - 7 , 0 0 0 - 9 , 0 0 0 - 1 1 , 0 0 0 - 1 3 , 0 0 0 - 15 , 000 
AND BELOW SA # 999 6 , 9 9 9 8 , 9 9 9 1 0 , 9 9 9 1 2 , 9 9 9 1 4 , 9 9 9 AND ABOVE 
% % % % % % % % 
A q u a f r e s h 0 . 6 0 . 3 1 . 1 0 . 0 2 . 8 2 . 1 2 . 6 0 . 9 
C o l g a t e 5 5 . 5 4 8 . 4 5 0 . 0 4 9 . 4 5 1 . 4 5 1 . 1 4 8 . 7 5 3 . 2 
C r e s t 7 . 9 7 . 0 7 . 0 7 . 8 1 4 . 7 1 9 . 1 1 7 . 9 1 8 . 9 
D a r k i e 3 3 . 6 3 9 . 0 3 8 . 7 3 7 . 3 2 4 . 8 1 9 . 1 1 7 . 9 1 6 . 2 
O t h e r s 2 . 4 4 . 8 3 . 0 4 . 8 6 . 4 8 . 5 1 2 . 8 1 0 . 8 
Do n o t consume 0 . 0 0 . 5 0 . 0 0 . 0 0 . 0 0 . 0 0 . 0 0 . 0 
100.0 100.0 100.0 100.0 100.0 100.0 100.0 100.0 
TABLE 4 . 1 1 . 3 . 5 
FREQUENCY TABLE FOR TOOTHBRUSH 
FREQ PERCENT % 
1 C o l g a t e 311 2 1 . 2 
2 Reach 513 3 4 . 8 
3 D a r k i e AE2 51 3 . 5 
4 J o r d a n 223 1 5 . 1 
5 Wisdom Q u e s t 38 2 . 6 
6 O t h e r s 238 1 6 . 1 
7 Do n o t consume 2 0 . 1 
8 O r a l B 99 6 . 7 
T o t a l 1475 1 0 0 . 0 
TABLE 4 . 1 1 . 3 . 6 
FREQUENCY TABLES FOR TOOTHBRUSH BY DEMOGRAPHIC CHARACTERISTICS 
* B y S e x B y S t a t u s 
M a l e F e m a l e M a r r i e d M a r r i e d 
% % W i t h o u t Wi th 
S i n g l e C h i l d r e n C h i l d r e n D i v o r c e d 
C o l g a t e 2 1 . 3 2 0 . 9 % % % % 
R e a c h 3 3 . 2 3 6 . 0 
D a r k i e AE2 3 . 4 3 . 5 C o l g a t e 2 1 . 1 1 6 . 2 2 3 . 2 2 3 . 3 
J o r d a n 1 5 . 7 1 4 . 6 R e a c h 3 5 . 2 3 2 . 5 3 4 . 7 3 3 . 3 
W i s d o m Q u e s t 2 . 3 2 . 8 D a r k i e A E 2 3 . 0 3 . 9 4 . 5 6 . 7 
O t h e r s 1 8 . 7 1 4 . 1 J o r d a n 1 4 . 8 1 9 . 5 1 5 . 0 3 . 3 
D o n o t c o n s u m e 0 . 2 0 . 1 W i s d o m Q u e s t 2 . 7 2 . 6 2 . 5 0 . 0 
O r a l B 5 . 2 7 . 9 O t h e r s 1 5 . 6 2 . 6 2 . 5 0 . 0 
D o n o t c o n s u m e 0 . 2 0 . 0 0 . 0 0 . 0 
1 0 0 . 0 1 0 0 . 0 O r a l B 7 . 5 6 . 5 4 . 8 3 . 3 
100.0 100.0 100.0 100.0 
By Age 
1 5 - 1 9 2 0 - 2 4 2 5 - 2 9 3 0 - 3 4 3 5 - 4 0 
% % X % X 
/w rw A> rO AO 
C o l g a t e 3 1 . 2 2 0 . 9 1 5 . 5 2 0 . 2 2 3 . 9 
R e a c h 3 4 . 9 3 9 . 9 3 3 . 7 3 0 . 6 2 3 . 9 
D a r k i e AE2 4 . 7 1 . 9 3 . 4 3 . 1 8 . 2 
J o r d a n 1 3 . 5 1 6 . 0 1 7 . 4 1 1 . 9 1 1 . 9 
Wisdom Q u e s t 1 . 4 2 . 5 2 . 5 3 . 1 4 . 5 
O t h e r s 1 3 . 0 1 3 . 3 1 9 . 2 1 8 . 1 2 0 . 1 
Do n o t c o n s u m e 0 . 0 0 . 2 0 . 2 0 . 0 0 . 0 
O r a l B 1 . 4 5 . 3 8 . 1 1 3 . 0 7 . 5 
100.0 100.0 100.0 100.0 100.0 
B y E d u c a t i o n 
P r i m a r y / S e c . S c h . Co l l e g e / U n i v e r - P o s t -
B e l o w / T . I . P o l y t e c h . s i t y G r a d u a t e 
% % % % % 
C o l g a t e 2 2 . 3 2 1 . 5 2 0 . 9 2 0 . 3 1 8 . 7 
R e a c h 4 1 . 5 3 7 . 5 3 0 . 1 3 6 . 4 1 3 . 2 
D a r k i e AE2 6 . 7 3 . 5 2 . 1 2 . 8 3 . 3 
J o r d a n 1 5 . 2 1 5 . 3 2 0 . 9 1 1 . 7 7 . 7 
Wisdom Q u e s t 0 . 6 3 . 2 2 . 1 2 . 2 4 . 4 
O t h e r s 1 3 . 4 1 3 . 3 1 6 . 0 1 6 . 1 4 0 . 7 
Do n o t c o n s u m e 0 . 0 0 . 0 0 . 4 0 . 3 0 . 0 
O r a l B 0 . 0 5 . 6 7 . 4 1 0 . 1 1 2 . 1 
100.0 100.0 100.0 100.0 100.0 
* By Income 
2 , 9 9 9 $ 3 , 0 0 0 - 5 , 0 0 0 - 7 , 0 0 0 - 9 , 0 0 0 - 1 1 , 0 0 0 - 1 3 , 0 0 0 - 1 5 , 0 0 0 
AND BELOW $ 4 , 9 9 9 6 , 9 9 9 8 , 9 9 9 1 0 , 9 9 9 1 2 , 9 9 9 1 4 , 9 9 9 AND ABOVE 




 2 6 . 9 2 2 . 3 1 6 . 3 2 2 . 6 1 5 . 2 1 3 . 0 1 2 . 5 2 1 . 2 
R e a c h
 3 3 . 2 3 8 . 1 4 2 . 8 3 3 . 3 2 6 . 8 2 6 . 1 1 2 . 5 3 0 . 1 
D a r k i e AE2 6 . 3 2 . 8 2 . 9 2 . 4 3 . 6 0 . 0 0 . 0 2 . 7 
J o r d a n
 1 3 . 5 16 . 1 1 6 . 3 1 6 . 7 1 8 . 8 1 7 . 4 1 7 . 5 6 . 2 
Wisdom Q u e s t 2 . 1 3 . 1 2 . 9 0 . 6 4 . 5 4 . 3 0 . 0 2 . 7 
O t h e r s 1 5 . 6 1 3 . 5 1 3 . 0 1 5 . 5 2 2 . 3 1 7 . 4 2 7 . 5 2 4 . 8 
Do n o t c on sume 0 . 0 0 . 5 0 . 0 0 . 0 0 . 0 0 . 0 0 . 0 0 . 0 
O r a l B 2 . 4 3 . 6 5 . 8 8 . 9 8 . 9 2 1 . 7 3 0 . 0 1 2 . 4 
100.0 100.0 100.0 100.0 100.0 100.0 100.0 100.0 
TABLE 4 . 1 1 . 3 . 7 
FREQUENCY TABLE FOR ANALGESICS 
FREQ PERCENT % 
1 P a n a d o l 703 5 0 . 2 
2 Po Chai P i l l s 79 5 . 6 
3 S a r e d o n 60 4 . 3 
4 C o r t a l 136 9 . 7 
5 C o n t a c 500 44 3 . 1 
6 O t h e r s 33 2 . 4 
7 Do n o t c on sume 346 2 4 . 7 
1401 1 0 0 . 0 
TABLE 4 . 1 1 . 3 . 8 
FREQUENCY TABEL FOR ANALGESICS BY DEMOGRAPHIC CHARACTERISTICS 
By Sex By S t a t u s 
H a l e Female M a r r i e d M a r r i e d 
% % W i t h o u t With 
S i n g l e C h i l d r e n C h i l d r e n D i v o r c e d 
P a n a d o l 4 4 . 1 5 5 . 1 % % % % 
Po Chai P i l l s 6 . 9 A .6 
S a r e d o n 5 . 4 3 . 3 P a n a d o l 4 7 . 8 5 6 . 8 5 3 . 2 6 0 . 7 
C o r t a l 9 . 5 9 . 9 Po Chai P i l l s 5 . 2 4 . 7 8 . 1 0 . 0 
C o n t a c 500 4 . 2 2 . 3 S a r e d o n A . 7 3 . 4 3 . 4 3 . 6 
O t h e r s 2 . 4 2 . 3 C o r t a l 9 . 8 9 . 5 9 . 4 1 0 . 7 
Do n o t c o n s u m e 2 7 . 6 2 2 . 4 C o n t a c 500 3 . 1 2 . 7 3 . 4 3 . 6 
O t h e r s 2 . 3 2 0 . 3 2 . 4 3 . 6 
1 0 0 . 0 1 0 0 . 0 Do n o t consume 2 7 . 0 2 0 . 3 2 0 . 2 1 7 . 9 
100.0 100.0 100.0 100.0 
By Age 
15 - 19 2 0 - 2 4 2 5 - 2 9 3 0 - 3 4 3 5 - 4 0 
% % % % % 
P a n a d o l 3 8 . 7 4 6 . 6 5 5 . 9 5 6 . 3 5 6 . 8 
Po Cha i P i l l s 5 . 9 5 . 5 4 . 8 5 . 5 8 . 3 
S a r e d o n 4 . 4 5 . 7 2 . 1 3 . 8 5 . 3 
C o r t a l 1 0 . 8 9 . 5 8 . 5 1 1 . 5 9 . 8 
C o n t a c 500 4 . 9 2 . 0 2 . 7 1 . 6 2 . 3 
O t h e r s 3 .A 2 . 0 2 . 7 1 . 6 2 . 3 
Do n o t c on sume 3 1 . 9 2 8 . 5 2 2 . 3 1 7 . 5 1 5 . 9 
100.0 100.0 100.0 100.0 100.0 
B y E d u c a t i o n 
P r i m a r y / S e c . S c h . C o l l e g e / U n i v e r - P o s t -
Below / T . I . P o l y t e c h . s i t y G r a d u a t e 
% % % % % 
P a n a d o l 4 1 . 7 5 2 . 7 4 6 . 2 4 9 . 7 6 1 . 3 
Po Cha i P i l l s 5 . 1 7 . 4 6 . 1 2 . 9 3 . 2 
S a r e d o n 4 . 5 5 . 8 3 . 8 2 . 6 1 . 1 
C o r t a l 1 2 . 8 1 0 . 5 1 0 . 3 8 . 1 3 . 2 
C o n t a c 500 5 . 1 2 . 7 3 . 1 2 . 6 4 . 3 
O t h e r s 3 . 8 1 . 7 1 . 1 2 . 6 6 . 5 
Do n o t c on sume 2 6 . 9 1 9 . 1 2 9 . 4 3 1 . 5 2 0 . 4 
100.0 100.0 100.0 100.0 100.0 
By Income 
$ 2 , 9 9 9 $ 3 , 0 0 0 - 5 , 0 0 0 - 7 , 0 0 0 - 9 , 0 0 0 - 1 1 , 0 0 0 - 1 3 , 0 0 0 - 1 5 , 0 0 0 
and be low $ 4 , 9 9 9 6 , 9 9 9 8 , 9 9 9 1 0 , 9 9 9 1 2 , 9 9 9 1 4 , 9 9 9 and a b o v e 
% % % % % % % % 
P a n a d o l 3 5 . 3 4 3 . 9 4 9 . 6 6 4 . 1 6 6 . 0 5 6 . 8 6 2 . 5 7 2 . 8 
Po Chai P i l l s 6 . 9 8 . 2 5 . 9 4 . 5 2 . 8 0 . 0 0 . 0 1 . 8 
S a r e d o n 5 . 3 6 . 3 4 . 7 3 . 2 0 . 9 2 . 3 0 . 0 0 . 9 
C o r t a l 1 1 . 3 1 3 . 9 1 1 . 8 4 . 5 7 . 5 2 . 3 5 . 0 0 . 9 
C o n t a c 500 4 . 7 1 . 9 2 . 4 1 . 3 3 . 8 2 . 3 1 0 . 0 4 . 4 
O t h e r s 1 . 6 2 . 5 3 . 5 1 . 9 0 . 9 2 . 3 5 . 0 2 . 6 
Do n o t c on sume 3 5 . 0 2 3 . 4 2 2 . 0 2 0 . 5 1 7 . 9 3 4 . 1 1 7 . 5 1 6 . 7 
100.0 100.0 100.0 100.0 100.0 100.0 100.0 100.0 
* By E d u c a t i o n 
P r i m a r y / S e c . S c h . C o l l e g e / U n i v e r - P o s t -
Below / T . I . P o l y t e c h . s i t y G r a d u a t e 
% % % % % 
K l e e n e x 2 1 . 4 1 9 . 3 2 1 . 2 2 1 . 2 1 9 . 8 
F a m i l y 9 . 4 7 . 5 7 . 7 6 . 1 3 . 3 
A n d r e x 2 2 . 0 2 0 . 3 1 7 . 2 1 5 . 8 1 9 . 8 
S c o t t i e s 6 . 3 8 . 9 1 3 . 5 7 . 4 6 . 6 
P u r e x 3 . 1 8 . 5 6 . 6 1 0 . 0 1 4 . 3 
O t h e r s 3 7 . 1 3 5 . 4 3 3 . 6 3 9 . 2 3 5 . 2 
Do n o t consume 0 . 6 0 . 0 0 . 4 0 . 3 1 . 1 
100.0 100.0 100.0 100.0 100.0 
* By Income 
$ 2 , 9 9 9 $ 3 , 0 0 0 - 5 , 0 0 0 - 7 , 0 0 0 - 9 , 0 0 0 - 1 1 , 0 0 0 - 1 3 , 0 0 0 - 1 5 , 0 0 0 
and b e l o w %A,999 6 , 9 9 9 8 , 9 9 9 1 0 , 9 9 9 1 2 , 9 9 9 1 4 , 9 9 9 and above 
% % % % % % % % 
K l e e n e x 1 8 . 5 2 1 . 7 1 9 . 6 2 1 . 0 1 8 . 7 3 0 . 0 1 5 . 0 2 1 . 1 
F a m i l y 9 . 5 7 . 3 6 . 3 7 . 4 4 . 7 8 . 0 2 . 5 5 . 3 
A n d r e x 1 9 . 1 2 0 . 9 1 7 . 4 1 6 . 7 1 4 . 0 1 8 . 0 1 7 . 5 2 3 . 7 
S c o t t i e s 8 . 0 8 . 1 1 0 . 0 1 2 . 3 8 . 4 8 . 0 1 7 . 5 6 . 1 
P u r e x 5 . 5 5 . 0 1 0 . 0 6 . 2 1 3 . 1 1 6 . 0 1 2 . 5 1 5 . 8 
O t h e r s 3 8 . 8 3 6 . 9 3 6 . 3 3 5 . 8 4 1 . 1 2 0 . 0 3 5 . 0 2 8 . 1 
Do n o t consume 0 . 6 0 . 0 0 . 4 0 . 6 0 . 0 0 . 0 0 . 0 0 . 0 
100.0 100.0 100.0 100.0 100.0 100.0 100.0 100.0 
TABLE 4 . 1 1 . 3 . 1 1 
FREQUENCY TABLE FOR DETERGENTS 
FREQ PERCENT % 
1 Magi c l e a n 206 1 4 . 5 
2 W o n d e r f u l L i q u i d D e t e r g e n t 768 5 4 . 2 
3 K l e e n A l l 15 1 . 1 
4 J i f 117 7 . 6 
5 Kiwi C l e n s o l 9 0 . 6 
6 O t h e r s 245 1 7 . 3 
7 Do n o t consume 56 4 . 0 
1416 1 0 0 . 0 
T A B L E 4 . 1 1 . 3 . 1 2 
FREQUENCY TABLE FOR DETERGENTS BY DEMOGRAPHIC CHARACTERISTICS 
By S e x By S t a t u s 
Ma l e Fema l e M a r r i e d M a r r i e d 
% % W i t h o u t Wi th 
S i n g l e C h i l d r e n C h i l d r e n D i v o r c e d 
Magi c l e a n 1 6 . 5 1 2 . 9 % % % % 
W o n d e r f u l L i q u i d 5 1 . 3 5 6 . 6 
K l e e n A l l 1 . 6 0 . 6 Magi c l e a n 1 3 . 1 1 6 . 3 1 8 . 2 1 3 . 8 
J i f 7 . 2 9 . 1 W o n d e r f u l L i q u i d 5 5 . 3 5 1 . 7 5 2 . 7 4 8 . 3 
K i w i C l e n s o l 0 . 6 0 . 6 K l e e n A I L 1 . 2 0 . 7 1 . 0 0 . 0 
O t h e r s 1 6 . 5 1 7 . 9 J i f 8 . 2 6 . 1 9 . 8 6 . 9 
D o n o t c o n s u m e 6 . 1 2 . 2 K i w i C l e n s o l 0 . 3 1 . 4 1 . 4 0 . 0 
O t h e r s 1 6 . 8 2 3 . 1 1 5 . 2 2A.1 
1 0 0 . 0 1 0 0 . 0 Do n o t c on sume 5 . 1 0 . 7 1 . 7 6 . 9 
100.0 100.0 100.0 100.0 
By Age 
1 5 - 1 9 2 0 - 2 4 2 5 - 2 9 3 0 - 3 4 3 5 - 4 0 
% OJ o/ o/ o/ /0 /O AO M 
Magi c l e a n 1 0 . 6 1 3 . 9 1 2 . 6 1 8 . 0 2 4 . 6 
W o n d e r f u l L i q u i d D e t e r g e n t 5 1 . 9 5 3 . 8 5 9 . 3 5 6 . 2 4 1 . 5 
K l e e n A l l 2 . 9 0 . 6 1 . 3 0 . 0 0 . 8 
J i f 1 3 . 0 8 . 1 5 . 1 6 . 2 1 3 . 8 
Kiwi C l e n s o l 1 . 0 0 . 4 0 . 0 1 . 7 1 . 5 
O t h e r s 1 7 . 3 1 7 . 9 1 7 . 9 1 5 . 2 1 6 . 2 
Do n o t c o n s u m e 3 . 4 5 . 4 3 . 8 2 . 8 1 . 5 
100.0 100.0 100.0 100.0 100.0 
* By E d u c a t i o n 
P r i m a r y / S e c . S c h . C o l l e g e / U n i v e r - P o s t -
B e l o w / T . I . P o l y t e c h . s i t y G r a d u a t e 
Magi c l e a n 1 6 . 6 1 4 . 2 1 2 . 8 1 6 . 1 1 3 . 3 
W o n d e r f u l L i q u i d D e t e r g e n t 5 5 . 4 5 5 . 1 5 8 . 6 4 8 . 7 5 2 . 2 
K l e e n A l l 0 . 0 0 . 8 2 . 3 1 . 0 1 . 1 
j i f 1 0 . 8 8 . 9 6 . 8 8 . 1 4 . 4 
Kiwi C l e n s o l 1 . 3 0 . 5 0 . 4 1 - 0 0 . 0 
O t h e r s 1 3 . 4 1 8 . 0 1 5 . 4 1 8 . 7 2 0 . 0 
Do n o t c o n s u m e 2 . 5 2 .A 3 . 8 6 . 5 8 . 9 
100.0 100.0 100.0 100.0 100.0 
* By Income 
$ 2 , 9 9 9 $ 3 , 0 0 0 - 5 , 0 0 0 - 7 , 0 0 0 - 9 , 0 0 0 - 1 1 , 0 0 0 - 1 3 , 0 0 0 - 1 5 , 0 0 0 
and be l ow $ 4 , 9 9 9 6 , 9 9 9 8 , 9 9 9 1 0 , 9 9 9 1 2 , 9 9 9 1 4 , 9 9 9 and a b o v e 
M a 9 1
'
C l e a n 1 3
- 1 9 . 7 1 3 . 9 2 2 . 4 1 4 . 8 1 4 . 6 1 4 . 3 2 5 . 5 
W o n d e r f u l L i q u i d D e t e r g e n t 5 1 . 3 5 9 . 1 5 6 . 0 4 9 . 1 5 0 . 0 5 8 . 3 6 2 . 9 49 1 
K
!
6 e n A U
 2 . 8 0 . 5 0 . 4 0 . 6 0 . 0 0 . 0 0 . 0 1 . 9 
J l f 1 0
.
6
 7 . 8 8 . 3 8 . 1 6 . 5 1 0 . 4 5 . 7 4 . 7 
K i w 1
'
 C l e n S
°
l
 0 . 9 0 . 5 0 . 0 0 . 0 2 . 8 0 . 0 0 . 0 0 . 9 
0 t h e r S 1 6
-
6
 1 7 . 2 1 8 . 8 1 5 . 5 2 2 . 2 1 2 . 5 17 . 1 1 6 . 0 
Do n o t con sume 4 . 7 5 . 1 2 . 6 4 . 3 3 . 7 4 . 2 0 . 0 1 . 9 
100.0 100.0 100.0 100.0 100.0 100.0 100.0 100.0 
TABLE 4 . 1 1 . 3 . 1 3 
FREQUENCY TABLE FOR BATTERIES 
FREQ PERCENT % 
1 D u r a c e l I 283 1 9 . 9 
2 E v e r e a d y 541 5 7 . 9 
3 N a t i o n a l 331 2 3 . 3 
4 T o s h i b a 70 4 . 9 
5 O t h e r s 130 9 . 1 
6 Do n o t c o n s u n e 6 7 4 . 7 
1422 1 0 0 . 0 
TABLE 4 . 1 1 . 3 . 1 4 
FREQUENCY TABLE FOR BATTERIES BY DEMOGRAPHIC CHARACTERISTICS 
B y S e x B y S t a t u s 
Male Fema le M a r r i e d M a r r i e d 
% % W i t h o u t With 
S i n g l e C h i l d r e n C h i l d r e n D i v o r c e d 
D u r a c e l I 1 8 . 9 2 0 . 7 % % % % 
E v e r e a d y 4 1 . 7 3 5 . 1 
N a t i o n a l 2 2 . 7 2 3 . 7 D u r a c e l I 2 1 . 2 2 1 . 2 1 6 . 1 1 3 . 8 
T o s h i b a 3 . 3 6 . 2 E v e r e a d y 3 6 . 5 4 5 . 2 3 9 . 0 4 1 . 4 
O t h e r s 1 0 . 5 8 . 1 N a t i o n a l 2 1 . 7 2 0 . 5 3 0 . 0 1 7 . 2 
D o n o t c o n s u m e 2 . 9 6 . 2 T o s h i b a 4 . 9 4 . 8 4 . 8 6 . 9 
O t h e r s 1 1 . 0 4 . 1 5 . 2 1 7 . 2 
1 0 0 . 0 1 0 0 . 0 Do n o t consume 4 . 8 4 . 1 4 . 8 3 . 4 
100.0 100.0 100.0 100.0 
By Age 
15 - 19 24-24 2 5 - 2 9 3 0 - 3 4 3 5 - 4 0 
% % % % % 
D u r a c e l l 2 0 . 6 1 9 . 6 2 0 . 6 1 9 . 3 18 . 5 
E v e r e a d y 2 9 . 9 3 6 . 9 4 2 . 7 4 0 . 3 3 7 . 8 
N a t i o n a l 2 3 . 0 2 1 . 2 2 0 . 9 3 0 . 4 2 8 . 9 
T o s h i b a 8 . 3 6 . 5 2 . 8 2 . 8 3 . 0 
O t h e r s 1 1 . 8 1 0 . 6 8 . 9 3 . 9 7 . 4 
Do n o t con sume 6 . 4 5 . 1 4 . 1 3 . 3 4 . 4 
100.0 100.0 100.0 100.0 100.0 
By E d u c a t i o n 
P r i m a r y / S e c . S c h . Col l e g e / U n i v e r - P o s t -
Below / T . I . P o l y t e c h . s i t y G r a d u a t e 
% % % % % 
D u r a c e l l 1 3 . 8 1 6 . 5 2 2 . 1 2 5 . 3 2 8 . 4 
E v e r e a d y 3 0 . 6 3 8 . 9 3 9 . 5 3 8 . 8 3 8 . 6 
N a t i o n a l 2 9 . 4 2 7 . 4 1 9 . 9 1 8 . 4 1 1 . 4 
T o s h i b a 1 1 . 9 5 . 0 4 . 4 3 . 0 0 . 0 
O t h e r s 8 . 1 7 . 7 9 . 6 1 0 . 2 1 5 . 9 
Do n o t consume 6 . 3 4 . 5 4 . 4 4 . 3 5 . 7 
100.0 100.0 100.0 100.0 100.0 
By Income 
$ 2 , 9 9 9 $ 3 , 0 0 0 - 5 , 0 0 0 - 7 , 0 0 0 - 9 , 0 0 0 - 1 1 , 0 0 0 - 1 3 , 0 0 0 - 1 5 , 0 0 0 
and be low $ 4 , 9 9 9 6 , 9 9 9 8 , 9 9 9 1 0 , 9 9 9 1 2 , 9 9 9 1 4 , 9 9 9 and a bove 
D u r a c e l l 1 7 . 2 1 7 . 6 1 7 . 5 2 3 . 1 2 2 . 6 2 5 . 0 27.0 2 9 . 6 
E v e r e a d y 3 4 . 7 3 3 . 9 3 9 . 5 4 6 . 9 3 7 . 7 3 7 . 5 5 1 . 4 4 1 . 7 
N a t i o n a l 2 2 . 8 2 7 . 9 2 3 . 2 1 8 . 8 2 4 . 5 1 8 . 8 1 3 . 5 1 9 . 4 
T o s h i b a 5 . 9 7 . 9 5 . 7 0 . 6 1 . 9 6 . 3 0 . 0 0 . 0 
O t h e r s 1 1 . 6 8 . 4 1 0 . 3 5 . 6 1 1 . 3 8 . 3 8 . 1 5 . 6 
Do n o t consume 7 . 8 4 . 2 3 . 8 5 . 0 1 . 9 4 . 2 0 . 0 3 . 7 
100.0 100.0 100.0 100.0 100.0 100.0 100.0 100.0 
TABLE 4 . 1 1 . 3 . 1 5 
FREQUENCY TABLE FOR LAUNDRY DETERGENTS 
FREQ PERCENT % 
1 F a b 264 1 8 . 2 
2 B i o Tex 46 3 . 2 
3 W o n d e r f u l D e t e r g e n t 191 1 3 . 2 
4 Way Way C o n c e n t r a t e d 127 8 . 8 
5 AXE Lemon 4 7 3 . 2 
6 V i g o r 3 3 4 2 9 2 9 . 6 
7 P e r s i I 65 4 . 5 
8 O t h e r s 230 1 5 . 9 
9 Do n o t c o n s u n e 4 8 3 . 3 
1447 1 0 0 . 0 
TABLE 4 . 1 1 . 3 . 1 6 
FREQUENCY TABLE FOR LAUNDRY DETERGENTS BY DEMOGRAPHIC CHARACTERISTICS 
By Sex 
Ma l e F e m a l e 
% % 
Fab 1 8 . 5 1 8 . 0 
B i o Tex 3 . 4 3 . 0 
W o n d e r f u l D e t e r g e n t 1 3 . 6 1 2 . 9 
Way Way C o n c e n t r a t e d 1 0 . 2 7 . 6 
AXE Lemon 4 . 0 2 . 6 
P e r s i I 4 . 5 4 . 5 
V i g o r 3 3 2 8 . 9 3 0 . 3 
O t h e r s 1 2 . 5 1 8 . 6 
Do n o t c o n s u m e 4 . 5 2 . 4 
100.0 100.0 
• By Age 
1 5 - 1 9 2 0 - 2 4 2 5 - 2 9 3 0 - 3 4 3 5 - 4 0 
% % % % % 
F a b 1 6 . 2 1 9 . 3 1 7 . 6 2 0 . 3 1 6 . 5 
B i o T e x 3 . 8 4 . 1 2 . 5 1 . 6 3 . 0 
W o n d e r f u l D e t e r g e n t 1 4 . 3 1 4 . 4 1 2 . 9 9 . 6 1 2 . 8 
W a y W a y C o n c e n t r a t e d 8 . 1 9 . 3 6.7 9 . 1 1 3 . 5 
A X E L e m o n 2 . 4 2 . 7 4 . 2 4 . 3 2 . 3 
P e r s i l 3 . 3 2 . 5 5 . 2 4 . 8 7 . 5 
V i g o r 3 3 3 2 . 9 2 9 . 2 3 0 . 8 2 9 . 9 2 2 . 6 
o t h e r s 1 7 . 1 1 3 . 6 1 6 . 1 1 7 . 6 1 9 . 5 





9 2 , 7 2 - 3 
100.0 100.0 100.0 100.0 100.0 
* By E d u c a t i o n 
P r i m a r y / S e c . S c h . C o l l e g e / U n i v e r - P o s t -
Be low / T . I . P o l y t e c h . s i t y G r a d u a t e 
% % % % % 
F a
b 2 0 . 9 1 5 . 8 2 4 . 5 1 7 . 5 1 4 . 3 
B i o Tex 1 . 2 3 . 4 3 . 3 4 . 1 1 . 1 
W o n d e r f u l D e t e r g e n t 1 8 . 4 1 1 . 8 1 0 . 8 1 4 . 0 1 7 . 6 
Way Way C o n c e n t r a t e d 1 2 . 3 9 . 2 7 . 8 8 . 3 4 . 4 
AXE Lemon 3 . 7 4 . 6 1 . 9 1 . 9 2 . 2 
P e r s i l 2 . 5 4 . 8 4 . 5 4 . 1 7 . 7 
V i g o r 3 3 2 0 . 9 3 3 . 2 2 7 . 9 3 0 . 2 2 5 . 3 
O t h e r s 1 9 . 0 1 5 . 6 1 5 . 6 1 5 . 2 1 5 . 4 
Do n o t c o n s u m e 1 . 2 1 . 6 3 . 7 4 . 8 1 2 . 1 
100.0 100.0 100.0 100.0 100.0 
By S t a t u s 
M a r r i e d M a r r i e d 
W i t h o u t Wi th 
S i n g l e C h i l d r e n C h i l d r e n D i v o r c e d 
% % % % 
Fab 1 8 . 9 1 6 . 8 1 7 . 4 1 3 . 8 
B i o Tex 3 . 5 1 . 9 3 . 2 0 . 0 
W o n d e r f u l D e t e r g e n t 1 3 . 9 9 . 7 1 1 . 9 2 4 . 1 
Way Way C o n c e n t r a t e d 7 . 7 9 . 0 1 1 . 6 1 3 . 8 
AXE Lemon 3 . 5 5 . 8 1 . 3 3 . 4 
P e r s i l 4 . 1 6 . 5 4 . 8 3 .A 
V i g o r 3 3 2 9 . 7 3 2 . 9 2 9 . 4 1 3 . 8 
O t h e r s 1 4 . 6 1 6 . 1 1 9 . 0 2 4 . 1 
Do n o t c o n s u m e 4 . 3 1 . 3 1 . 3 3 . 4 
100.0 100.0 100.0 100.0 
* By Income 
$ 2 , 9 9 9 $ 3 , 0 0 0 - 5 , 0 0 0 - 7 , 0 0 0 - 9 , 0 0 0 - 1 1 , 0 0 0 - 1 3 , 0 0 0 - 1 5 , 0 0 0 
and b e l o w $ 4 , 9 9 9 6 , 9 9 9 8 , 9 9 9 1 0 , 9 9 9 1 2 , 9 9 9 1 4 , 9 9 9 and a b o v e 
% 0 / 0/ 0/ 0/ 0/ 0/ 0/ 
/0 /o /0 /0 /0 /0 /0 
Fab 1 8 . 4 1 9 . 5 1 8 . 9 1 9 . 3 7 . 9 2 3 . 4 1 5 . 4 2 0 . 0 
B i o Tex 4 . 3 2 . 1 3 . 0 2 . 4 5 . 3 4 . 3 0 . 0 3 . 6 
W o n d e r f u l D e t e r g e n t 1 6 . 9 1 3 . 1 1 2 . 2 1 4 . 5 7 . 0 6 . 4 1 0 . 3 1 3 . 6 
Way Way C o n c e n t r a t e d 8 . 6 9 . 1 9 . 6 9 . 6 7 . 0 4 . 3 7.7 9 . 1 
AXE Lemon 3 . 1 2 . 9 4 . 8 1 . 8 6 . 1 0 . 0 2 . 6 1 . 8 
P e r s i t 3 . 1 4 . 5 4 . 1 4 . 2 3 . 5 6 . 4 5 . 1 1 0 . 0 
v i g o r 3 3 2 7 . 9 2 9 . 3 3 0 . 7 3 0 . 7 3 4 . 2 3 4 . 0 3 5 . 9 2 2 . 7 
o t h e r s 1 5 . 0 1 6 . 0 1 4 . 4 1 4 . 5 2 6 . 3 1 4 . 9 1 5 . 4 1 3 . 6 
Do n o t c o n s u m e 2 . 8 3 . 5 2 . 2 3 . 0 2 . 6 6 . 4 7 . 7 5 . 5 
100.0 100.0 100.0 100.0 100.0 100.0 100.0 100.0 
T A B L E 4 . 1 1 . 3 . 1 7 
FREQUENCY TABLE FOR VIDEO CASSETTE TAPES 
FREQ PERCENT % 
1 F u j i 3 8 7 2 7 . 0 
2 JVC 142 9 . 9 
3 N a t i o n a l 234 1 6 . 4 
4 O t h e r s 258 1 8 . 0 
5 Do n o t c o n s u m e 420 2 8 . 6 
1431 1 0 0 . 0 
TABLE 4 . 1 1 . 3 . 1 8 
FREQUENCY TABLE FOR VIDEO CASSETTE TAPES BY DEMOGRAPHIC CHARACTERISTICS 
By Sex * By S t a t u s 
Ma l e Fema l e M a r r i e d M a r r i e d 
% % W i t h o u t Wi th 
S i n g l e C h i l d r e n C h i l d r e n D i v o r c e d 
F u j i 2 4 . 5 2 9 . 1 % % % % 
JVC 1 0 . 1 9 . 8 
N a t i o n a l 1 8 . 0 1 5 . 0 F u j i 2 5 . 3 2 7 . 1 3 2 . 3 3 0 . 8 
O t h e r s 2 1 . 6 1 5 . 2 JVC 9 . 8 1 5 . 5 7 . 2 1 1 . 5 
Do n o t c o n s u m e 2 5 . 6 3 1 . 0 N a t i o n a l 1 5 . 3 1 7 . 4 1 9 . 1 1 5 . 4 
O t h e r s 1 7 . 9 1 8 . 7 1 8 . 4 1 5 . 4 
1 0 0 . 0 1 0 0 . 0 Do n o t c on sume 3 1 . 7 2 1 . 3 2 3 . 0 2 6 . 9 
100.0 100.0 100.0 100.0 
By Age 
1 5 - 1 9 2 0 - 2 4 2 5 - 2 9 3 0 - 3 4 3 5 - 4 0 
% % % % % 
F u j i 2 0 . 6 2 7 . 8 2 9 . 6 2 9 . 0 2 3 . 7 
JVC 9 . 8 9 . 9 1 0 . 2 9 . 8 9 . 6 
N a t i o n a l 1 7 . 2 1 3 . 4 1 5 . 7 2 0 . 2 2 3 . 0 
O t h e r s 1 3 . 7 1 8 . 7 1 9 . 9 1 8 . 0 1 6 . 3 
Do n o t c o n s u m e 3 8 . 7 3 0 . 2 2 4 . 6 2 3 . 0 2 7 . 4 
100.0 100.0 100.0 100.0 100.0 
* By E d u c a t i o n 
P r i m a r y / S e c . S c h . Col l e g e / U n i v e r - P o s t -
Be low / T . I . P o l y t e c h . s i t y G r a d u a t e 
% % % % % 
F u j i 2 6 . 3 2 9 . 4 2 5 . 9 2 4 . 7 2 4 . 4 
JVC 7 . 1 1 0 . 4 1 0 . 0 1 0 . 6 8 . 9 
N a t i o n a l 1 5 . 4 1 7 . 1 1 4 . 4 1 5 . 7 2 1 . 1 
O t h e r s 1 4 . 1 1 8 . 4 1 9 . 3 1 7 . 6 2 0 . 0 
Do n o t c o n s u m e 3 7 . 2 2 4 . 7 3 0 . 4 3 1 . 4 2 5 . 6 
100.0 100.0 100.0 100.0 100.0 
By Income 
$ 2 , 9 9 9 $ 3 , 0 0 0 - 5 , 0 0 0 - 7 , 0 0 0 - 9 , 0 0 0 - 1 1 , 0 0 0 - 1 3 , 0 0 0 - 1 5 , 0 0 0 
and b e l ow $ 4 , 9 9 9 6 , 9 9 9 8 , 9 9 9 1 0 , 9 9 9 1 2 , 9 9 9 1 4 , 9 9 9 and above 
%
 % % % % % % % 
F u j i 2 1 . 8 2 9 . 9 2 6 . 0 3 2 . 3 2 8 . 6 3 1 . 3 2 4 . 4 2 5 . 0 
J V C
 9 . 8 9 . 9 1 0 . 3 9 . 1 1 1 . 6 1 0 . 4 4 . 9 1 0 . 7 
N a t 1
'
o n a l
 1 4 . 8 1 4 . 7 1 4 . 9 1 7 . 7 16 . 1 1 0 . 4 2 4 . 4 2 7 . 7 
o t h e r s
 1 2 . 6 1 6 . 8 2 2 . 9 1 5 . 9 1 9 . 6 2 2 . 9 2 6 . 8 2 2 . 3 
Do n o t consume 4 1 . 0 2 8 . 8 2 6 . 0 2 5 . 0 2 4 . 1 2 5 . 0 1 9 . 5 1 4 . 3 
100.0 100.0 100.0 100.0 100.0 100.0 100.0 100.0 
TABLE 4 . 1 1 . 3 . 1 9 
FREQUENCY TABLE FOR CAMERA FILMS 
FREQ PERCENT % 
1 F u j i 518 3 6 . 8 
2 Kodak 669 4 7 . 5 
3 K o n i c a 56 4 . 0 
4 O t h e r s 14 1 . 0 
5 Do n o t consume 152 1 0 . 7 
1409 1 0 0 . 0 
TABLE 4 . 1 1 . 3 . 2 0 
FREQUENCY TABLE FOR CAMERA FILMS BY DEHOGRAHPIC CHARACTERISTICS 
By Sex * By S t a t u s 
Male Fema le M a r r i e d M a r r i e d 
% % W i t h o u t Wi th 
S i n g l e C h i I d r e n C h i l d r e n D i v o r c e d 
F u j i 3 6 . 5 3 7 . 0 
Kodak 4 3 . 7 5 0 . 5 F u j i 3 6 . 3 4 2 . 6 3 5 . 7 3 2 . 1 
K o n i c a 4 . 9 3 . 2 Kodak 4 6 . 2 4 4 . 6 5 1 . 6 6 0 . 7 
O t h e r s 1 . 7 0 . 5 Kon i c a 3 . 7 6 . 8 3 . 9 0 . 0 
Do n o t consume 1 3 . 2 8 . 8 O t h e r s 1 . 1 0 . 0 1 . 3 0 . 0 
Do n o t consume 1 2 . 7 6 . 1 7 . 5 7 . 1 
100.0 100.0 
================== 1 0 0 . 0 1 0 0 . 0 1 0 0 . 0 1 0 0 . 0 
By Age 
15 - 19 2 0 - 2 4 2 5 - 2 9 3 0 - 3 4 3 5 - 4 0 
% % % % % 
F u j i 2 9 . 5 3 8 . 6 3 8 . 9 3 5 . 7 3 6 . 7 
Kodak 5 0 . 2 4 2 . 3 4 8 . 7 5 4 . 4 4 9 . 6 
K o n i c a 7 . 7 3 . 2 3 . 7 2 . 2 4 . 3 
O t h e r s 1 . 0 1 . 2 0 . 5 0 . 5 2 . 2 
Do n o t consume 1 1 . 6 1 4 . 7 8 . 2 7 . 1 7.2 
100.0 100.0 100.0 100.0 100.0 
* By E d u c a t i o n 
P r i m a r y / S e c . S c h . C o l l e g e / U n i v e r - P o s t -
Be low / T . I . P o l y t e c h . s i t y G r a d u a t e 
% % % % % 
Fuj i 3 2 . 7 3 9 . 5 4 1 . 3 3 0 . 9 3 2 . 6 
Kodak 4 7 . 8 4 6 . 9 4 4 . 6 4 9 . 2 5 3 . 3 
K o n i c a 4 . 4 2 . 4 5 . 6 5 . 9 2 . 2 
O t h e r s 1 . 3 0 . 7 0 . 4 2 . 0 1 . 1 
Do n o t c o n s u m e 1 3 . 8 1 0 . 5 8 . 2 1 2 . 1 1 0 . 9 
100.0 100.0 100.0 100.0 100.0 
By I n come 
$ 2 , 9 9 9 $ 3 , 0 0 0 - 5 , 0 0 0 - 7 , 0 0 0 - 9 , 0 0 0 - 1 1 , 0 0 0 - 1 3 , 0 0 0 - 1 5 , 0 0 0 
and b e l o w $ A , 9 9 9 6 , 9 9 9 8 , 9 9 9 1 0 , 9 9 9 1 2 , 9 9 9 1 4 , 9 9 9 a n d a b o v e 
% % % % % % % % 
F u j i 3 2 . 8 3 9 . 7 3 6 . 4 4 4 . 2 3 4 . 0 3 9 . 6 3 9 . 5 2 9 . 6 
Kodak 4 4 . 0 4 5 . 9 4 9 . 2 3 8 . 3 5 5 . 3 5 0 . 0 5 5 . 3 6 0 . 0 
K o n i c a 5 . 9 2 . 4 3 . 1 4 . 5 3 . 9 4 . 2 5 . 3 4 . 3 
O t h e r s 0 . 9 0 . 8 0 . 8 0 . 6 1 . 9 2 . 1 0 . 0 1 . 7 
Do n o t c o n s u m e 1 6 . 4 1 1 . 1 1 0 . 5 1 2 . 3 4 . 9 4 . 2 0 . 0 4 . 3 
100.0 100.0 100.0 100.0 100.0 100.0 100.0 100.0 
TABLE 4 . 1 1 . 3 . 2 1 
FREQUENCY TABLE FOR SPORTS SHOES 
FREQ PERCENT % 
1 A d i d a s 238 1 6 . 7 
2 D u n l o p 19 1 . 3 
3 L o t t o 49 3 . 4 
4 New B a l a n c e 36 2 . 5 
5 N i k e 168 1 1 . 8 
6 Reebok 364 2 5 . 6 
7 C o n v e r s e 21 1 . 5 
8 O t h e r s 311 2 1 . 9 
9 Puma 55 3 . 9 
10 Do n o t c o n s u m e 152 1 0 . 7 
11 D i a d o r a 8 0 . 6 
1421 1 0 0 . 0 
TABLE 4 . 1 1 . 3 . 2 2 
FREQUENCY TABLE FOR SPORTS SHOES BY DEMOGRAHPIC CHARACTERISTICS 
By Sex 
Ma l e Fema l e 
% % 
A d i d a s 2 1 . 9 1 2 . 7 
DunLop 1 . 3 1 . 4 
L o t t o 3 . 4 3 . 5 
New B a l a n c e 3 . 4 1 . 9 
N i k e 1 4 . 9 9 . 4 
Reebok 2 0 . 6 2 9 . 6 
C o n v e r s e 2 . 1 1 . 0 
O t h e r s 2 2 . 5 2 1 . 4 
Do n o t c on sume 6 . 1 1 4 . 3 
P u m a 3 . 4 4 . 3 
D i a d o r a 0 . 6 0 . 5 
100.0 100.0 
By Age 
1 5 - 1 9 2 0 - 2 4 2 5 - 2 9 3 0 - 3 4 3 5 - 4 0 
% <Y O/ O/ O/ /o /o /o 
A d i d a s 1 1 . 2 1 4 . 2 1 7 . 2 2 8 . 6 1 7 . 1 
DunI op 2 . 4 1 . 0 1 . 0 1 . 6 1 . 6 
L o t t o 4 . 9 2 . 6 2 . 3 2 . 7 9 . 3 
New B a l a n c e 2 . 9 3 . 2 2 . 8 1 . 1 0 . 8 
N i k e 7 . 3 1 3 . 0 1 3 . 6 1 0 . 3 1 0 . 9 
Reebok 2 9 . 3 2 4 . 5 2 7 . 8 2 5 . 9 1 7 . 1 
C o n v e r s e 1 . 0 1 . 4 2 . 5 1 . 1 0 . 0 
O t h e r s 2 5 . 4 2 6 . 5 1 8 . 9 1 3 . 5 1 9 . 4 
Do n o t c on sume 1 2 . 2 8 . 9 7 . 8 1 1 . 9 2 2 . 5 
Puma 2 . 9 4 . 0 5 . 6 2 . 7 1 . 6 
D i a d o r a 0 . 5 0 . 8 0 . 5 0 . 5 0 . 0 
100.0 100.0 100.0 100.0 100.0 
By E d u c a t i o n 
P r i m a r y / S e c . S c h . Col l e g e / U n i v e r - P o s t -
Be low / T . I . P o l y t e c h . s i t y G r a d u a t e 
% % % % % 
A d i d a s 1 6 . 5 1 5 . 3 1 9 . 0 1 8 . 2 1 5 . 1 
D u n l o p 0 . 0 2 . 0 1 . 5 0 . 6 1 . 2 
L o t t o 3 . 2 3 . 9 3 . 6 3 . 2 1 . 2 
New B a l a n c e 4 . 4 1 . 5 2 . 6 2 . 6 5 . 8 
N i k e 7 . 0 1 2 . 5 1 2 . 8 1 1 . 5 1 4 . 0 
Reebok 2 0 . 3 2 8 . 0 1 7 . 0 2 4 . 0 2 0 . 9 
C o n v e r s e 2 . 5 1 . 4 2 . 6 0 . 6 0 . 0 
o t h e r s 2 5 . 3 1 8 . 6 2 0 . 4 2 6 . 5 2 5 . 6 
Do n o t c o n s u m e 2 0 . 3 1 2 . 7 6 . 2 6 . 7 8 . 1 
P u m a 0 . 6 3 . 9 3 . 3 5 . 1 7 . 0 
D i a d o r a 0 . 0 0 . 2 1 . 1 1 - 0 
100.0 100.0 100.0 100.0 100.0 
* By S t a t u s 
M a r r i e d M a r r i e d 
W i t h o u t Wi th 
S i n g l e C h i l d r e n C h i l d r e n D i v o r c e d 
% % % % 
A d i d a s
 1 5 . 3 2 1 . 5 1 8 . 2 2 4 . 1 
D u n l o p 1 . 6 0 . 7 1 . 0 0 . 0 
L o t t o 3 . 0 3 . 4 5 . 2 0 . 0 




 1 2 . 1 1 4 . 1 1 1 . 1 o . O 
Reebok 2 6 . 7 2 1 . 5 2 5 . 1 1 7 . 2 
C o n v e r s e 1 . 4 1 . 3 1 . 6 3 . 4 
o t h
e r s 2 3 . 2 1 9 . 5 1 8 . 2 3 1 . 0 
D o n o t c o n s u m e 8 . 8 1 1 . 4 1 5 . 6 1 7 . 2 
Puma 4 . 6 4 . 7 1 . 3 3 . 4 
D i a d o r a 0 . 7 0 . 0 0 . 3 0 . 0 
100.0 100.0 100.0 100.0 
By Income 
$ 2 , 9 9 9 $ 3 , 0 0 0 - 5 , 0 0 0 - 7 , 0 0 0 - 9 , 0 0 0 - 1 1 , 0 0 0 - 1 3 , 0 0 0 - 1 5 , 0 0 0 
a n d b e l o w $ 4 , 9 9 9 6 , 9 9 9 8 , 9 9 9 1 0 , 9 9 9 1 2 , 9 9 9 1 4 , 9 9 9 and a b o v e 
% % % % % % % % 
A d i d a s 1 3 . 7 1A.9 1 5 . 6 2 3 . 3 1 7 . 4 2 0 . 8 1 7 . 1 2 2 . 5 
Dun I o p 2 . 9 0 . 3 1 . 1 0 . 6 0 . 9 0 . 0 4 . 9 1 . 8 
L o t t o 4 . 8 2 . 9 3 . 4 0 . 6 4 . 6 6 . 3 4 . 9 2 . 7 
New B a l a n c e 1 . 9 3 . 7 2 . 3 0 . 6 1 . 8 4 . 2 2 . 4 3 . 6 
N i k e 9 . 6 1 2 . 8 1 1 . 8 1 2 . 6 1 3 . 8 1 0 . 4 1 2 . 2 1 2 . 6 
Reebok 1 9 . 1 2 7 . 4 2 7 . 0 3 2 . 1 2 6 . 6 1 8 . 8 2 6 . 8 2 7 . 0 
C o n v e r s e 1 . 0 2 . 4 0 . 8 2 . 5 1 . 8 2 . 1 0 . 0 0 . 0 
O t h e r s 2 8 . 3 2 3 . 7 1 9 . 8 1 6 . 4 1 9 . 3 1 8 . 8 9 . 8 1 8 . 9 
Do n o t c o n s u m e 1 5 . 3 9 . 6 1 2 . 2 6 . 3 7 . 3 8 . 3 1 4 . 6 7 . 2 
Puma 3 . 2 1 . 9 5 . 7 4 . 4 5 . 5 8 . 3 7 . 3 2 . 7 
D i a d o r a 0 . 3 0 . 5 0 . 4 0 . 6 0 . 9 2 . 1 0 . 0 0 . 9 
100.0 100.0 100.0 100.0 100.0 100.0 100.0 100.0 
TABLE 4 . 1 1 . 3 . 2 3 
FREQUENCY TABLE FOR JEANS 
FREQ PERCENT % 
1 A p p l e J e a n s 138 9 . 7 
2 L e v i s 198 1 3 . 9 
3 W r a n g l e r 44 3 . 1 
4 G i o r d a n o 152 1 0 . 7 
5 B i g J o h n 174 1 2 . 2 
6 O t h e r s 522 3 6 . 7 
7 Do n o t c o n s u m e 130 9 . 1 
8 Puma 66 4 . 6 
1424 1 0 0 . 0 
TABLE 4 . 1 . 3 . 2 4 
FREQUENCY TABLE FOR JEANS BY DEMOGRAPHIC CHARACTERISTICS 
* By Sex 
Ma l e Fema l e 
% % 
A p p l e J e a n s 1 0 . 7 8 . 9 
L e v i s 1 5 . 7 1 2 . 4 
W r a n g l e r 3 . 3 2 . 9 
G i o r d a n o 1 2 . 0 9 . 6 
B i g J o h n 1 2 . 1 1 2 . 3 
O t h e r s 3 5 . 1 3 7 . 9 
Do n o t c o n s u m e 8 . 0 1 0 . 0 
Puma 3 . 0 6 . 0 
100.0 100.0 
By Age 
1 5 - 1 9 2 0 - 2 4 2 5 - 2 9 3 0 - 3 4 3 5 - 4 0 
% % % % % 
A p p l e J e a n s 1 1 . 2 7 . 8 6 . 3 1 5 . 2 1 6 . 8 
L e v i s 1 1 . 2 1 0 . 2 1 2 . 3 1 9 . 9 2 8 . 2 
W r a n g l e r 3 . 9 3 . 0 2 . 3 4 . 2 3 . 1 
G i o r d a n o 1 8 . 4 9 . 8 1 0 . 3 8 . 9 5 . 3 
B ig J o h n 9 . 2 1 6 . 4 1 4 . 6 5 . 8 3 . 1 
O t h e r s 3 2 . 5 4 1 . 4 3 9 . 8 3 0 . 9 2 5 . 2 
Do n o t c o n s u m e 8 . 7 6 . 4 9 . 6 1 0 . 5 1 6 . 8 
Puma 4 . 9 5 . 2 4 . 8 4 . 7 1 . 5 
100.0 100.0 100.0 100.0 100.0 
* By E d u c a t i o n 
P r i m a r y / S e c . S c h . Col l e g e / U n i v e r - P o s t -
Be low / T . I . P o l y t e c h . s i t y G r a d u a t e 
% % % /0 
A p p l e J e a n s 1 4 . 6 1 0 . 6 9 . 8 6 . 8 4 . 6 
L e v i s 1 4 . 6 1 3 . 8 1 0 . 9 1 3 . 9 2 3 . 0 
W r a n g l e r 3 . 2 3 . 0 2 . 5 3 . 2 4 . 6 
G i o r d a n o 1 1 . 5 9 . 9 1 2 . 0 1 1 . 3 8 . 0 
B i g J o h n 1 2 . 1 1 3 . 9 1 2 . 4 1 0 . 0 8 . 0 
O t h e r s 3 5 . 0 3 4 . 7 3 5 . 3 4 2 . 1 3 7 . 9 
Do n o t c o n s u m e 8 . 9 9 . 2 9 . 5 8 . 7 9 . 2 
Puma 0 . 1 4 . 9 7 . 6 3 . 9 4 . 7 
100.0 100.0 100.0 100.0 100.0 
By S t a t u s 
M a r r i e d M a r r i e d 
W i t h o u t W i t h 
S i n g l e C h i l d r e n C h i l d r e n D i v o r c e d 
% % % % 
A p p l e J e a n s 8 . 1 1 1 . 9 1 3 . 7 7 . 4 
L e v i s 1 1 . 4 1 1 . 9 2 1 . 5 2 5 . 9 
W r a n g l e r 3 . 1 4 . 6 2 . 0 7 . 4 
G i o r d a n o 1 2 . 1 7 . 9 7 . 8 7 . 4 
B i g J o h n 1 3 . 3 1 2 . 6 9 . 4 3 . 7 
O t h e r s 3 9 . 2 3 5 . 1 3 0 . 0 3 3 . 3 
Do n o t c on sume 7 . 5 1 2 . 6 1 2 . 7 7 . 4 
Puma 5 . 3 3 . 3 2 . 9 7 . 4 
100.0 100.0 100.0 100.0 
By Income 
$ 2 , 9 9 9 $ 3 , 0 0 0 - 5 , 0 0 0 - 7 , 0 0 0 - 9 , 0 0 0 - 1 1 , 0 0 0 - 1 3 , 0 0 0 - 1 5 , 0 0 0 
a n d b e l o w $ A , 9 9 9 6 , 9 9 9 8 , 9 9 9 1 0 , 9 9 9 1 2 , 9 9 9 1 4 , 9 9 9 and a b o v e 
% % % % % % % % 
A p p l e J e a n s 1 2 . 4 9 . 7 8 . 7 8 . 0 6 . 7 8 . 0 7 . 3 1 1 . 2 
L e v i s 1 2 . 7 1 0 . 3 1 4 . 3 9 . 3 2 1 . 9 1 8 . 0 1 7 . 1 2 4 . 1 
W r a n g l e r 3 . 8 3 . 0 1 . 1 3 . 1 1 . 9 1 0 . 0 2 . 4 4 . 3 
G i o r d a n o 1 2 . 4 1 3 . 2 8 . 7 9 . 9 3 . 8 8 . 0 7 . 3 1 2 . 1 
B i g J o h n 7 . 6 1 4 . 9 1 4 . 7 1 6 . 7 1 0 . 5 1 4 . 0 9 . 8 6 . 0 
O t h e r s 3 5 . 9 3 8 . 9 3 8 . 9 3 6 . 4 4 3 . 8 3 2 . 0 3 1 . 7 2 4 . 1 
Do n o t c on sume 1 0 . 8 5 . 7 7 . 9 1 1 . 1 6 . 7 1 0 . 0 1 9 . 5 1 3 . 8 
Puma 4 . 4 4 . 3 5 . 7 5 . 6 4 . 8 0 . 0 4 . 9 4 . 3 
100.0 100.0 100.0 100.0 100.0 100.0 100.0 100.0 
TABLE 4 . 1 1 . 3 . 2 5 
FREQUENCY TABLE FOR TALCUM POWDER 
FREQ PERCENT % 
1 C u s s o n s 89 6 . 0 
2 J o h n s o n ' s 662 4 4 . 4 
3 S t . M a c h a e l ' s 26 1 . 7 
4 Do n o t c on sume 6 8 7 4 6 . 1 
5 O t h e r s 26 1 . 7 
1490 1 0 0 . 0 
TABLE 4 . 1 1 . 3 . 2 6 
FREQUENCY TABLE FOR TALCUM POWDER BY DEMOGRAPHIC CHARACTERISTICS 
By Sex 
Ma l e Fema l e 
% % 
C u s s o n s 5 . 7 6 . 2 
J o h n s o n ' s 4 1 . 1 4 7 . 1 
S t . M a c h a e l ' s 0 . 8 2 . 5 
O t h e r s 0 . 9 2 .A 
Do n o t c o n s u m e 5 1 . 5 4 1 . 8 
100.0 100.0 
* By Age 
1 5 - 1 9 2 0 - 2 4 2 5 - 2 9 3 0 - 3 4 3 5 - 4 0 
% % % % % 
C u s s o n s 7 . 0 6 . 7 5 . 7 3 . 1 6 . 5 
J o h n s o n ' s 5 1 . 6 4 3 . 0 3 8 . 8 4 9 . 7 4 8 . 6 
S t . M a c h a e l ' s 2 . 8 2 . 1 1 . 4 1 . 6 0 . 0 
O t h e r s 1 . 4 0 . 7 0 . 9 2 . 1 1 . 4 
Do n o t c o n s u m e 3 7 . 1 4 6 . 5 5 2 . 2 4 3 . 5 4 3 . 5 
100.0 100.0 100.0 100.0 100.0 
B y E d u c a t i o n 
P r i m a r y / S e c . S c h . Col l e g e / U n i v e r - P o s t -
Be low / T . I . P o l y t e c h . s i t y G r a d u a t e 
% % % % % 
C u s s o n s 4 . 9 6 . 5 5 . 6 6 . 6 3 . 3 
J o h n s o n ' s 4 7 . 9 4 9 . 3 4 1 . 3 3 8 . 1 3 7 . 0 
S t . M a c h a e l ' s 0 . 6 1 . 7 2 . 8 1 . 6 1 . 1 
O t h e r s 1 . 8 1 . 7 2 . 8 0 . 6 2 . 2 
Do n o t c o n s u m e 4 4 . 8 4 0 . 7 4 7 . 6 5 3 . 1 5 6 . 5 
100.0 100.0 100.0 100.0 100.0 
* By I n come 
$ 2 , 9 9 9 $ 3 , 0 0 0 - 5 , 0 0 0 - 7 , 0 0 0 - 9 , 0 0 0 - 1 1 , 0 0 0 - 1 3 , 0 0 0 - 1 5 , 0 0 0 
a n d b e l o w $ 4 , 9 9 9 6 , 9 9 9 8 , 9 9 9 1 0 , 9 9 9 1 2 , 9 9 9 1 4 , 9 9 9 and a b o v e 
% %
 % % % % % % 
C u s s 0 n s 9
' ° 4 . 9 7 . 3 5 . 8 5 . 2 0 . 0 2 . 4 2 . 6 





 4 9 . 6 4 1 . 8 4 1 . 3 4 0 . 9 4 7 . 2 4 5 . 2 4 5 . 6 
S t . M a c h a e l ' s 1 . 8 1 . 3 2 . 9 1 . 2 2 . 6 0 . 0 0 . 0 1 . 8 
0 t h e r s ！‘8 0-8 2 .6 2 .3 2 .6 1 .9 0 .0 1.8 
Do n o t c o n s u m e 4 4 . 9 4 3 . 4 4 5 . 4 4 9 . 4 4 8 . 7 5 0 . 9 52 .A 4 8 . 2 
100.0 100.0 100.0 100.0 100.0 100.0 100.0 100.0 
TABLE 4 . 1 1 . 3 . 2 7 
FREQUENCY TABLE FOR SHAMPOO 
FREQ PERCENT % 
1 C l a i r o l 8 0 . 6 
2 Kao 251 1 8 . 1 
3 J o h n s o n ' s Baby 63 4 . 5 
4 W e l l a 172 1 2 . 4 
5 A l b e r t o V05 26 1 . 9 
6 Head & S h o u l d e r s 124 8 . 9 
7 New V i d a l S a s s o o n 9 7 7 . 0 
8 F i n e s s e 26 1 . 7 
9 R e j o i c e 296 2 1 . 3 
10 Sunny D r o p 31 2 . 2 
11 Do n o t c o n s u n e 9 0 . 6 
12 O t h e r s 286 2 0 . 6 
1389 1 0 0 . 0 
TABLE 4 . 1 1 . 3 . 2 8 
FREQUENCY TABLE FOR SHAMPOO BY DEMOGRAPHIC CHARACTERISTICS 
By Sex 
Ma l e Fema l e 
% % 
C l a i r o l 0 . 5 0 . 7 
J o h n s o n ' s Baby 4 . 8 4 . 3 
Kao 1 7 . 7 1 8 . 4 
W e l l a 1 0 . 4 1 4 . 1 
Head & S h o u L d e r s 1 3 . 1 5 . 5 
A l b e r t o V05 1 . 6 2 . 1 
New V i d a l S a s s o o n 5 . 6 8 . 1 
F i n e s s e 0 . 8 2 . 8 
R e j o i c e 2 3 . 1 1 9 . 8 
Sunny D r o p 2 .A 2 . 1 
O t h e r s 1 8 . 9 2 1 . 9 
Do n o t c o n s u m e 1 . 3 0 . 1 
100.0 100.0 
By Age 
1 5 - 1 9 30-24 2 5 - 2 9 30 -34 3 5 - 4 0 
%
 % % % % 
C l a i r o l 0 . 5 0 . 0 1 . 3 1 . 1 0 . 0 
J o h n s o n ' s Baby 7 . 4 3 . 0 3 . 7 4 . 9 7 8 
K a o 2 6
. 2 1 9 . 9 1 3 . 3 1 3 : 7 18*8 
W e l l a
 12.6 11.0 15.8 10.9 
Head & S h o u l d e r s 6 . 9 8 . 1 8 . 4 1 2 . 0 12 . 5 
A l b e r t o V05 2 . 0 1 . 8 2 . 6 1 : 1 0 : 8 
New V i d a l S a s s o o n 5 . 9 6 . 9 7 . 6 9 3 3 9 
F i n e s s e






 1 4 . 9 2 3 . 3 2 4 . 3 2 1 . 3 1 4 . 8 
Sunny D rop 3 . 0 2 . 0 2 . 9 1 . 1 1 . 6 
O t h e r s 1 7 . 3 1 9 . 1 2 2 . 7 19 . 1 2 7 . 3 
Do n o t consume 1 . 0 1 . 0 0 . 5 0 . 0 0 . 0 
100.0 100.0 100.0 100.0 100.0 
By E d u c a t i o n 
P r i m a r y / S e c . S c h . C o l l e g e / Unive「- P o s t -
Below / T . I . P o l y t e c h . s i t y G r a d u a t e 
% % % % % 
C l a i r o l 0 . 0 0 . 3 0 . 8 1 . 0 1 . 1 
J o h n s o n ' s Baby 5 . 3 5 . 9 3 . 0 3 . 6 2 . 2 
Kao 2 8 . 3 1 8 . 9 18 . 1 1 4 . 2 8 . 7 
W e l l a 1 3 . 8 1 4 . 0 1 2 . 8 1 0 . 9 3 . 3 
Head & S h o u l d e r s 3 . 9 8 . 8 9 . 8 1 0 . 2 1 0 . 9 
A l b e r t o V05 1 . 3 2 . 3 2 . 3 1 . 7 0 , 0 
New V i d a l S a s s o o n 3 . 9 5 . 9 9 . 1 7 . 9 9 . 8 
F i n e s s e 0 . 7 1 . 7 2 . 6 2 . 3 1 . 1 
R e j o i c e 1 8 . 4 2 1 . 0 1 8 . 9 2 5 . 1 2 2 . 8 
Sunny D rop 2 . 6 2 . 6 2 . 3 1 . 7 1 . 1 
O t h e r s 2 1 . 7 1 8 . 2 1 9 . 6 2 0 . 5 3 7 . 0 
Do n o t consume 0 . 0 0 . 3 0 . 8 1 . 0 2 . 2 
100.0 100.0 100.0 100.0 100.0 
* By S t a t u s 
M a r r i e d M a r r i e d 
W i t h o u t With 
S i n g l e C h i l d r e n C h i l d r e n D i v o r c e d 
% % % % 
C l a i r o l 0 . 7 0 . 7 0 . 3 0 . 0 
J o h n s o n ' s B a b y 4 . 1 4 . 1 5 . 9 7 . 1 
Kao 1 8 . 3 1 5 . 9 1 8 . 5 1 7 . 9 
W e l l a 1 1 . 0 1 6 . 6 1 4 . 2 1 7 . 9 
Head & S h o u l d e r s 9 . 2 9 . 7 8 . 3 3 . 6 
A l b e r t o V05 2 . 0 1 . 4 2 . 0 0 . 0 
New V i d a l S a s s o o n 7 . 2 7 . 6 5 . 3 1 4 . 3 
F i n e s s e 2 . 2 2 . 8 0 . 3 3 . 6 
R e j o i c e 2 2 . 1 1 9 . 3 2 1 . 1 7 . 1 
S u n n y D r o p 2 . 2 5 . 5 1 . 0 0 . 0 
O t h e r s 2 0 . 2 1 6 . 6 2 3 . 1 2 8 . 6 
Do n o t consume 1 . 0 0 . 0 0 . 0 0 . 0 
100.0 100.0 100.0 100.0 
* By I n c o m e 
$ 2 , 9 9 9 $ 3 , 0 0 0 - 5 , 0 0 0 - 7 , 0 0 0 - 9 , 0 0 0 - 1 1 , 0 0 0 - 1 3 , 0 0 0 - 1 5 , 0 0 0 
a n d b e l o w $ 4 , 9 9 9 6 , 9 9 9 8 , 9 9 9 1 0 , 9 9 9 1 2 , 9 9 9 1 4 , 9 9 9 a n d a b o v e 
%
 % % % % % % % 
C l a i r o l 0 . 3 0 . 3 0 . 0 1 . 3 1 . 9 2 . 1 0 . 0 0 . 9 
J o h n s o n ' s B a b y 5 . 4 3 . 9 5 . 1 5 . 1 3 . 7 4 . 3 2 . 4 3 . 6 
Kao 2 5 . 9 2 2 . 5 1 6 . 2 1 5 . 9 6 . 5 6 . 4 4 . 9 9 . 9 
W e l l a 9 . 9 1 2 . 8 1 5 . 4 1 2 . 4 1 0 . 3 1 4 . 9 9 . 8 1 1 . 7 
H e a d & S h o u l d e r s 8 . 3 9 . 4 7 . 5 9 . 6 9 . 3 6 . 4 9 . 8 1 1 . 7 
A l b e r t o V05 2 . 6 1 . 4 2 . 4 0 . 6 1 . 9 4 . 3 0 . 0 1 . 8 
N e w V i d a l S a s s o o n 7 . 0 5 . 3 6 . 3 8 . 9 9 . 3 8 . 5 7 . 3 8 . 1 
F i n e s s e 2 . 2 2 . 2 1 . 2 0 . 6 2 . 8 0 . 0 4 . 9 1 . 8 
R e j o i c e 1 7 . 3 1 8 . 6 2 4 . 9 2 6 . 1 2 1 . 5 2 3 . 4 3 1 . 7 2 1 . 6 
S u n n y D r o p 1 . 9 3 . 3 2 . 8 1 . 3 2 . 8 0 . 0 0 . 0 0 . 9 
O t h e r s 1 7 . 6 2 0 . 0 1 7 . 8 1 6 . 6 2 9 . 9 2 7 . 7 2 9 . 3 2 7 . 9 
Do n o t c o n s u m e 1 . 6 0 . 3 0 . 4 0 . 6 0 . 0 2 . 1 0 . 0 0 . 0 
100.0 100.0 100.0 100.0 100.0 100.0 100.0 100.0 
TABLE 4 . 1 1 . 3 . 2 9 
FREQUENCY TABLE FOR C O N D I T I O N E R / C R E M E R I N S E 
FREQ PERCENT % 
1 C l a i r o l 9 0 . 6 
2 Kao 321 2 2 . 1 
3 L ' o r e a l 41 2 . 8 
4 W e l l a 261 1 7 . 9 
5 A l b e r t o V05 35 2 . 4 
6 New V i d a l S a s s o o n 101 6 . 9 
7 F i n e s s e 3 8 2 . 6 
8 O t h e r s 250 1 7 . 2 
9 S u n n y D r o p 20 1 . 4 
10 Do n o t c o n s u m e 3 7 9 2 6 . 0 
1455 1 0 0 . 0 
TABLE 4 . 1 1 . 3 . 3 0 
FREQUENCY TABLE FOR C O N D I T I O N E R / C R E M E R I N S E BY DEMOGRAPHIC C H A R A C T E R I S T I C S 
B y S e x 
Male Fema l e 
% % 
C l a i r o l 0 . 3 0 . 9 
Kao 2 2 . 4 2 1 . 8 




W e l l a 1 5 . 1 2 0 . 3 
A l b e r t o V05 2 . 0 2 . 7 
New V i d a l S a s s o o n 1 . 9 8 . 6 
F i n e s s e 1 - 5 3 . 5 
S u n n y D r o p 0 . 8 1 . 9 
O t h e r s 1 3 . 7 2 0 . 0 
Do n o t c o n s u m e 3 7 . 5 1 6 . 7 
100.0 100.0 
By Age 
1 5 - 1 9 2 0 - 2 4 2 5 - 2 9 3 0 - 3 4 3 5 - 4 0 
% % % % % 
C l a i r o l 0 . 5 0 . 6 0 . 7 1 . 1 o . O 
K a o
 3 2 . 1 2 3 . 6 1 8 . 9 1 3 . 4 2 2 . 1 
L ' o r e a t 1 . 4 2 . 0 3 . 9 4 . 8 2 . 2 
W e l l a 1 8 . 1 16 . 1 1 6 . 9 2 4 . 6 1 8 . 4 
A l b e r t o V05 0 . 9 3 . 3 3 . 2 0 . 5 1 . 5 
New V i d a l S a s s o o n 4 . 2 7 . 1 8 . 1 1 0 . 7 2.2 
F i n e s s e 2 . 3 3 . 9 2 . 0 1 . 1 2 . 2 
Sunny D r o p 3 . 3 0 . 8 1 . 7 0 . 0 1 . 5 
O t h e r s 1 5 . 8 1 6 . 3 1 8 . 6 1 7 . 6 1 7 . 6 
Do n o t consume 2 1 . 4 2 6 . 3 2 6 . 0 2 6 . 2 3 2 . 4 
100.0 100.0 100.0 100.0 100.0 
By E d u c a t i o n 
P r i m a r y / S e c . S c h . Col Lege/ U n i v e r - P o s t -
B e l o w / T . I . P o l y t e c h . s i t y G r a d u a t e 
% % % % % 
C l a i r o l 0 . 0 0 . 7 0 . 7 0 . 6 1 . 1 
Kao 2 7 . 7 2 4 . 4 2 4 . 4 1 6 . 7 7 . 9 
L ' o r e a l 4 . 4 2 . 0 3 . 3 3 . 5 2 . 2 
W e l l a 1 9 . 5 20.0 1 7 . 1 16 . 1 1 0 . 0 
A l b e r t o V05 0 . 6 2 . 8 3 . 3 2 . 2 1 . 1 
New V i d a l S a s s o o n 4 . 4 6 . 0 8 . 7 6 . 6 1 3 . 5 
F i n e s s e 1 . 9 1 . 5 2 . 5 5 . 4 2 . 2 
Sunny D rop 3 . 1 1 . 5 1 . 5 0 . 3 1 . 1 
O t h e r s 2 0 . 8 1 5 . 3 1 7 . 1 1 6 . 4 2 7 . 0 
Do n o t consume 1 7 . 6 2 6 . 1 2 1 . 5 3 2 . 2 3 3 . 7 
100.0 100.0 100.0 100.0 100.0 
* By S t a t u s 
M a r r i e d M a r r i e d 
W i t h o u t With 
S i n g l e C h i l d r e n C h i l d r e n D i v o r c e d 
% % % % 
C l a i r o l 0 . 7 1 . 3 0 . 0 0 . 0 
Kao 2 2 . 6 1 9 . 3 2 2 . 0 2 0 . 0 
L ' o r e a l 1 . 9 6 . 0 4 . 5 0 . 0 
W e l l a 1 6 . 6 1 8 . 7 2 0 . 1 3 3 . 3 
A l b e r t o V05 2 . 7 2 . 0 1 . 9 0 . 0 
New V i d a l S a s s o o n 7 . 1 9 . 3 5 . 4 6 . 7 
F i n e s s e 3 . 0 4 . 0 1 . 0 0 . 0 
Sunny D r o p 1 . 2 3 . 3 1 . 0 0 . 0 
O t h e r s 1 6 . 8 1 4 . 7 2 0 . 1 1 3 . 3 
Do n o t consume 2 7 . 4 2 1 . 3 2 4 . 2 2 6 . 7 
100.0 100.0 100.0 100.0 
* By I n c o m e 
$ 2 , 9 9 9 $ 3 , 0 0 0 - 5 , 0 0 0 - 7 , 0 0 0 - 9 , 0 0 0 - 1 1 , 0 0 0 - 1 3 , 0 0 0 - 1 5 , 0 0 0 
and b e l o w $ 4 , 9 9 9 6 , 9 9 9 8 , 9 9 9 1 0 , 9 9 9 1 2 , 9 9 9 1 4 , 9 9 9 and a b o v e 
% %
 % % % % % % 
C l a i
*
r o L
 0 . 3 0 . 5 0 . 4 1 . 2 1 . 8 0 . 0 0 . 0 0 . 9 
K a o 2 8
- ° 2 6 . 7 2 2 . 4 1 8 . 4 1 1 . 6 8 . 5 1 5 . 0 1 2 . 2 
L
'
o r e a l 1
- 2 2 . 1 2 . 2 5 . 5 5 . 4 4 . 3 2 . 5 4 . 3 
W e l l a 1
3 - 7 1 9 . 4 2 2 . 0 1 7 . 2 1 5 . 2 2 3 . 4 1 0 . 0 2 0 . 0 
A l b e r t o V05 3 . 0 1 . 6 3 . 0 4 . 3 1 . 8 2 . 1 0 . 0 0 . 9 
New V i d a l S a s s o o n 4 . 9 5 . 8 7 . 5 9 . 8 8 . 9 4 . 3 1 2 . 5 8 . 7 
F i n e s s e
 3 . 4 2 . 9 1 . 1 1 . 2 3 . 6 2 . 1 5 . 0 3 . 5 
S u n n y D r o p 2 . 1 2 . 1 1 . 1 0 . 0 1 . 8 0 . 0 0 . 0 0 . 0 
O t h e r s 1 5 . 2 1 7 . 5 1 6 . 0 1 5 . 3 2 3 . 2 2 3 . 4 1 7 . 5 1 8 . 3 
Do n o t c on sume 2 8 . 0 2 1 . 5 2 4 . 3 2 7 . 0 2 6 . 8 3 1 . 9 3 7 . 5 3 1 . 3 
100.0 100.0 100.0 100.0 100.0 100.0 100.0 100.0 
TABLE 4 . 1 1 . 3 . 3 1 
FREQUENCY TABLE FOR DISKETTES 
FREQ PERCENT % 
1 DASF 26 1 . 8 
2 D y s a n 115 8 . 1 
3 F u j i 25 1 . 8 
4 3M 90 6 . 4 
5 D a t a L i f e 54 3 . 8 
6 M a x e l l 171 1 2 . 1 
7 N a s h u a 2 0 . 1 
8 O t h e r s 71 5 . 0 
9 Do n o t c on sume 861 6 0 . 9 
1514 1 0 0 . 0 
TABLE 4 . 1 1 . 3 . 3 2 
FREQUENCY TABLE FOR DISKETTES BY DEMOGRAPHIC CHARACTERISTICS 
By S e x 
Ma le F e m a l e 
% % 
DASF 1 . 9 1 . 8 
D a t a L i f e 4 . 3 3 . 4 
F u j i 2 . 2 1 . 4 
D y s a n 8 . 4 7.9 
3M 7 . 3 5 . 6 
M a x e l l 1 3 . 5 1 0 . 9 
N a s h u a 0 . 0 0 . 3 
O t h e r s 7.5 3.0 
Do n o t c o n s u m e 5 4 . 8 6 5 . 7 
By Age 
1 5 - 1 9 34-24 2 5 - 2 9 3 0 - 3 4 35 -40 
% % % % % 
DASF 1 . 0 1 . 4 0 . 8 3 . 8 5 . 4 
D a t a L i f e 4 . 4 4 . 7 3 . 1 2 . 2 3 . 8 
F u j i 3 . 9 1 . 8 0 . 8 0 . 0 3 . 8 
Dysan 3 . 4 8 . 3 1 3 . 4 5 . 4 3 . 1 
3H 3 . 9 6 . 3 9 . 0 5 . 4 3 . 8 
M a x e l l 2 0 . 4 1 0 . 2 1 0 . 6 1 2 . 9 9 . 2 
Nashua 0 . 0 0 . 4 0 . 0 0 . 0 0 . 0 
O t h e r s 2 . 9 6 . 7 4 . 7 4 . 3 3 = 8 
Do n o t consume 6 0 . 2 6 0 . 1 5 7 . 6 6 6 . 1 6 6 . 9 
100.0 100.0 100.0 100.0 100.0 
By E d u c a t i o n 
P r i m a r y / S e c . S c h . Col l e g e / U n i v e r - P o s t -
Below / T . I . P o l y t e c h . s i t y G r a d u a t e 
% % % % % 
DASF 0 . 0 2 . 2 1 . 5 2 . 0 3 . 4 
D a t a L i f e 2 . 6 2 . 3 2 . 6 7 . 8 5 . 6 
F u j i 1 . 9 1 . 8 0 . 8 2 . 6 1 . 1 
Dysan 3 . 2 5 . 0 7 . 9 1 2 . 4 2 3 . 6 
3M 1 . 9 4 . 3 1 1 . 3 7 . 8 7 . 9 
M a x e l l 1 2 . 9 9 . 7 1 4 . 3 1 5 . 3 9 . 0 
Nashua 0 . 6 0 . 0 0 . 0 0 . 3 0 . 0 
O t h e r s 1 . 9 2 . 7 4 . 9 10 . 1 9 . 0 
Do n o t consume 7 4 . 8 7 1 . 9 5 6 . 8 4 1 . 7 4 0 . 4 
100.0 100.0 100.0 100.0 100.0 
By S t a t u s 
M a r r i e d M a r r i e d 
W i t h o u t Wi th 
S i n g l e C h i l d r e n C h i l d r e n D i v o r c e d 
% % % % 
DASF 1 . 3 2 . 0 3 . 7 0 . 0 
D a t a L i f e 4 . 5 1 . 3 3 . 3 0 . 0 
F u j i 1 . 9 1 . 3 1 . 0 7 . 0 
Dysan 9 . 1 8 . 6 4 . 7 1 0 . 7 
3M 7 . 4 7 . 3 2 . 7 7 . 1 
M a x e l l 1 2 . 3 1 2 . 6 1 0 . 6 1 7 . 9 
Nashua 0 . 1 0 . 0 0 . 3 0 . 0 
O t h e r s 5 . 3 4 . 6 4 . 0 7 . 1 
Do n o t consume 5 8 . 1 6 2 . 3 6 9 . 8 5 0 . 0 
100.0 100.0 100.0 100.0 
* By I n c o m e 
$ 2 , 9 9 9 $ 3 , 0 0 0 - 5 , 0 0 0 - 7 , 0 0 0 - 9 , 0 0 0 - 1 1 , 0 0 0 - 1 3 , 0 0 0 - 1 5 , 0 0 0 
a n d b e l o w $ 4 , 9 9 9 6 , 9 9 9 8 , 9 9 9 1 0 , 9 9 9 1 2 , 9 9 9 1 4 , 9 9 9 and a b o v e 
% % % % % % % % 
DASF 1 . 0 1 . 6 1 . 6 0 . 6 2 . 8 4 . 1 0 . 0 6 . 1 
D a t a L i f e 5 . 4 3 . 2 4 . 3 1 . 3 3 . 7 4 . 1 2 . 5 4 . 4 
F u j i 2 . 5 1 . 3 0 . 9 0 . 3 0 . 8 2 . 0 0 . 0 1 . 8 
D y s a n 6 . 4 6 . 7 7 . 8 1 3 . 3 6 . 4 1 8 . 4 7 , 5 8 . 8 
3M 4 . 5 4 . 8 5 . 8 8 . 9 8 . 3 4 . 1 2 0 . 0 8 . 8 
M a x e l l 1 3 . 1 1 0 . 7 1 1 . 2 1 3 . 9 1 2 . 8 1 2 . 2 7 . 5 1 4 . 0 
N a s h u a 0 . 3 0 . 0 0 . 4 0 . 0 0 . 0 0 . 0 0 . 0 0 . 0 
O t h e r s 7 . 0 2 . 9 4 . 3 5 . 1 3 . 7 1 0 . 2 5 . 0 7 . 0 
Do n o t c o n s u m e 5 9 . 9 6 8 . 6 6 2 . 8 5 5 . 7 6 0 . 6 4 4 . 9 5 7 . 5 4 9 . 1 
100.0 100.0 100.0 100.0 100.0 100.0 100.0 100.0 
TABLE 4 . 1 1 . 2 . 1 
FREQUENCY TABLE OF MOISTURISING CREAM 
FREQUENCY % 
1 H a z e l i n e Snow 35 4 ^ 
2 J o h n s o n ' s Bady L o t i o n 106 1 3 . 4 
3 N i v e a Cream 29 3 7 
4 O i I o f U l a n 193 2 4 . 4 
5 P o n d s 51 6 . 4 
6 L ' o r e a l 8 1_0 
7 O t h e r s 274 3 4 ! 7 
8 Do n o t c o n s u m e 95 1 2 . 0 
791 1 0 0 . 0 
TABLE 4 . 1 1 . 4 . 2 
FREQUENCY TABLE OF MOISTURISING CREAM BY DIFFERENT DEMOGRAPHIC CHARACTERISTICS (%) 
米 15 - 19 20 - 24 25 - 29 30 - 34 35 - 40 
1 H a z e l i n e Snow 7 . 4 4 . 2 2 . 3 5 . 2 5 . 0 
2 J o h n s o n ' s Bady L o t i o n 2 0 . 6 1 6 . 8 6 . 6 9 . 4 1 1 . 7 
3 N i v e a Cream 5 . 9 3 . 8 2 . 8 3 . 1 1 . 7 
4 O i l o f U l a n 2 3 . 5 2 5 . 2 2 8 . 6 1 7 . 7 1 8 . 3 
5 P o n d s 7 . 4 6 . 3 3 . 3 8 . 3 1 3 . 3 
6 L ' o r e a l 1 . 5 0 . 7 0 . 5 2 . 1 1 . 7 
7 O t h e r s 8 . 8 3 0 . 8 4 8 . 4 5 0 . 0 3 8 . 3 
8 Do n o t c o n s u m e 2 5 . 0 1 2 . 2 7 . 5 4 . 2 1 0 . 0 
100.0 100.0 100.0 100.0 100.0 
P R I SCH SEC SCH C O L / P O L Y U N I V POSTGRAD 
H a z e l i n e Snow 8 . 3 3 . 0 5 . 0 5 . 5 0 . 0 
J o h n s o n ' s Bady L o t i o n 2 1 . 3 1 3 . 0 1 1 . 9 1 1 . 0 7 . 1 
N i v e a Cream 1 . 9 4 . 3 4 . 4 2 . 4 3 . 6 
O i l o f U l a n 2 2 . 2 2 3 . 6 2 6 . 9 2 6 . 8 1 7 . 9 
P o n d s 8 . 3 6 . 0 6 . 3 7 . 9 0 . 0 
L ' o r e a l 0 . 9 1 . 1 0 . 6 1 . 6 0 . 0 
O t h e r s 1 4 . 8 4 0 . 0 3 5 . 0 3 7 . 0 6 7 . 9 
Do n o t c o n s u m e 2 2 . 2 1 2 . 0 1 0 . 0 7 . 9 3 . 6 








































































































































































































































































































































































































































































































































































































































































































TABLE 4 . 1 1 . 4 . 5 
FREQUENCY TABLE OF COSMETICS 
FREQUENCY % 
1 C o v e r G i r l 6 0 . 8 
2 E s t e e L a u d e r 58 7 _ 7 
3 Max F a c t o r 113 1 5 . 1 
4 Lancome 51 6 . 8 
5 Kose 46 6 . 1 
6 Mary Q u a n t 4 0 . 5 
7 M a y b e 1 1 i n e 11 1 . 5 
8 RevI on 12 1 . 6 
9 S h i s e i d o 3 9 5 . 2 
10 O t h e r s 122 1 6 . 4 
11 Do n o t c on sume 2 8 7 3 8 . 3 
749 1 0 0 . 0 
TABLE 4 . 1 1 . 4 . 4 
FREQUENCY TABLE OF COSMETICS BY DIFFERENT DEMOGRAPHIC CHARACTERISTICS (%) 
1 5 - 1 9 20 - 24 25 - 29 30 - 34 35 - 40 
C o v e r G i r l 1 . 5 1 . 5 0 . 0 0 . 0 0 . 0 
E s t e e L a u d e r 1 . 5 5 . 7 9 . 9 1 5 . 7 1 1 . 3 
Max F a c t o r 2 0 . 3 1 5 . 2 1 4 . 4 1 1 . 2 1 1 . 3 
Lancome 0 . 8 4 . 9 1 0 . 4 9 . 0 1 2 . 9 
Kose 0 . 0 8 . 4 8 . 9 5 . 6 1 . 6 
Mary Q u a n t 0 . 0 0 . 0 0 . 5 3 . 4 0 . 0 
M a y b e l l i n e 0 . 8 1 . 5 0 . 5 3 . 4 3 . 2 
R e v I o n 0 . 8 1 . 5 1 . 5 1 . 1 4 . 8 
S h i s e i d o 1 . 5 4 . 6 7 . 9 3 . 4 9 . 7 
O t h e r s 2 . 3 1 0 . 6 2 5 . 2 3 1 . 5 1 9 . 4 
Do n o t c on sume 7 0 . 7 4 6 . 0 2 0 . 8 1 5 . 7 2 5 . 8 
100.0 100.0 100.0 100.0 100.0 
P R I SCH SEC SCH C O L / P O L Y U N I V POSTGRAD 
C o v e r G i r l 0 . 9 0 . 6 0 . 0 2 . 5 0 . 0 
E s t e e L a u d e r 1 . 9 8 . 7 5 . 2 1 0 . 7 1 8 . 5 
Max F a c t o r 2 2 . 6 1 4 . 8 1 3 . 2 1 0 . 7 1 8 . 5 
Lancome 0 . 9 7 . 8 9 . 9 4 . 1 1 1 . 1 
Kose 1 1 . 3 7 . 6 4 . 0 1 . 7 0 . 0 
Mary Q u a n t 0 . 0 0 . 9 0 . 7 0 . 0 0 . 0 
M a y b e l l i n e 0 . 0 1 . 5 2 . 0 1 . 7 3 . 7 
R e v I o n 1 . 9 1 . 7 2 . 0 0 . 0 3 . 7 
S h i s e i d o 2 . 8 6 . 1 4 . 0 7 . 4 0 . 0 
O t h e r s 5 . 7 1 7 . 2 1 5 . 9 1 8 . 2 4 0 . 7 
Do n o t c on sume 5 1 . 9 3 3 . 1 4 3 . 0 4 3 . 0 3 . 7 




























































































































































































































































































































































































































































































































































































































































































































































































































































TABLE 4 . 1 1 . 4 . 5 
FREQUENCY TABLE OF SKIN CARE PRODUCTS 
FREQUENCY % 
1 C h a n e l 5 0 . 6 
2 C l i n i q u e 73 9 . 3 
3 E l i z a b e t h A r d e n 18 2 . 3 
4 E s t e e L a u d e r 28 3 . 6 
5 Kose 28 3 . 6 
6 Lancome 35 4 . 4 
7 Max F a c t o r 86 1 0 . 9 
8 N i v e a 24 3 . 0 
9 S h i s e i d o 51 6 . 5 
10 O t h e r s 187 2 3 . 8 
11 Do n o t c o n s u m e 252 3 2 . 0 
787 1 0 0 . 0 
TABLE 4 . 1 1 . 4 . 6 
FREQUENCY TABLE OF SKIN CARE PRODUCT BY DIFFERENT DEMOGRAPHIC CHARACTERISTICS (%〉 
15 - 19 20 - 24 25 - 29 30 - 34 35 - 40 
C h a n e l 0 . 0 1 . 4 0 . 5 0 . 0 0 . 0 
C l i n i q u e 1 . 5 9 . 2 1 2 . 6 1 4 . 4 7 . 9 
E l i z a b e t h A r d e n 1 . 5 1 . 8 2 . 8 4 . 4 1 . 6 
E s t e e L a u d e r 0 . 0 1 . 8 6 . 0 6 . 7 6 . 3 
ICose 0 . 7 5 . 3 3 . 7 3 . 3 1 . 6 
Lancome 0 . 7 3 . 5 5 . 1 5 . 6 1 2 . 7 
Max F a c t o r 1 6 . 3 1 0 . 9 7 . 4 1 0 . 0 1 2 . 7 
N i v e a 5 . 3 2 . 5 2 . 3 1 . 1 6 . 3 
S h i s e i d o 3 . 0 6 . 7 8 . 4 7 . 8 4 . 8 
O t h e r s 1 0 . 3 2 2 . 2 3 0 . 7 3 2 . 2 2 3 . 8 
Do n o t c on sume 6 0 . 7 3 4 . 9 2 0 . 5 1 4 . 4 2 2 . 2 
100.0 100.0 100.0 100.0 100.0 
PRI SCH SEC SCH COL/POLY UNIV POSTGRAD 
C h a n e l 0 . 9 0 . 5 0 . 6 0 . 8 0 . 0 
C l i n i q u e 2 . 8 8 . 7 1 1 . 8 1 2 . 7 1 1 . 5 
E l i z a b e t h A r d e n 0 . 9 1 . 9 1 . 9 4 . 8 3 . 8 
E s t e e Laude「 0 』 4 . 6 1 . 2 4 . 0 1 5 . 4 
Kose 4 . 7 4 . 6 3 . 1 0 . 8 0 . 0 
Lancome 1 . 9 4 . 9 5 . 0 4 . 0 7 . 7 
Max F a c t o r 1 2 . 1 9 . 5 1 4 . 9 6 . 3 2 3 . 1 
N i v e a 4 . 7 3 . 5 3 . 1 0 . 8 0 . 0 
S h i s e i d o 4 . 7 6 . 5 5 . 0 1 1 . 1 0 . 0 
O t h e r s 1 5 . 0 2 4 . 8 2 2 . 3 2 7 . 8 3 4 . 6 
Do n o t c o n s u m e 5 2 . 3 3 0 . 2 3 1 . 1 2 7 . 0 3 . 8 
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